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ABSTRACT 
Purpose of the Study
This study’s purpose is to analyse the influence of a metaphor’s persuasive effects on 
a direct mail’s advertising effect -  and by doing to so close a research gap, as until 
now research concerning the effects of metaphors used in promotional communication 
has been restricted to print advertising.
State of Knowledge
Even though theory suggests manifold effects of metaphors on recipients, the research 
conducted so far in this field of interest shows inconsistent results: although metaphors 
seem to be able to affect e.g. a recipient’s attention, attitude or behavioural intentions, 
the use of metaphors is by no means a warrantor toT persuasive effects.
The Approach of Tarqet-qroup-speclficity
On closer examination of the subject’s extant knowledge, the underlying research 
identified certain moderating variables that can be suggested to influence a metaphor’s 
effects on recipients. As most of the moderators can be assumed to be dependent on 
the underlying target group, the approach of target-group-specificity has come into 
existence -  suggesting, that the findings’ inconsistencies result from the tested 
metaphors’ different levels of target-group-specificity.
Furthermore, the approach of target-group-specificity has been expanded from the 
issue of metaphor to the test scenario as a whole: to test the advertising effect of a 
metaphor does not only imply to account fora  metaphor’s moderators to become more 
relevant for the target group but also to embed this target-group-specific metaphor in a 
target-group-specific promotional communication, which is then evaluated by the 
underlying target group.
Course of Action and Findings
1®* stage: Qualitative Development of the target-group-specific Elements
Firstly, the needed information to develop the target-group-specific metaphor, the 
product as well the mailing has been worked out within a qualitative focus group 
consisting of target group members. Furthermore, a qualitative approach was designed 
to develop metaphors with different levels of target-group-specificity. Here, a non-, a 
less- and a target-group-specific metaphor as well as a target-group-specific literal 
equivalent were defined.
2"^  stage: Quantitative Testing of the variably specific Metaphors
Secondly, three headlines consisting of the three qualitatively developed metaphors 
were quantitatively evaluated by the target group. The recipients rated the different 
headlines' aptness to promote the product developed within the focus group and 
decided in favour of the target-group-specific metaphorical headline -  with the less- 
and non-significant versions taking the second and third place.
3"^  ^stage: Quantitative Testing of Mailings containing different Metaphors
Thirdly, the three tested headlines as well as a fourth target-group-specific literal 
headline were included into a target-group-specific mailing. The target group evaluated 
the four different mailings concerning their advertising effect. Given this, the mailing 
containing the target-group-specific metaphorical headline took the leading position. 
However, the comparison of the other three mailings did not indicate any significant 
differences.
Implications
Hence, the research question can be answered in the affirmative: there is a difference 
between direct maiis that use target-group-specific metaphoricai headlines and those 
that use none concerning their advertising effect -  as target-group-specific 
metaphorical headlines seem to increase a direct mail's advertising effect compared to 
less specific metaphorical as well as target-group-specific literal headlines.
However, next to the fact that this thesis dosed a research gap by expanding metaphor 
research to the field of direct marketing, it becomes apparent that it also opens up a 
new research field by inventing the thesis’ fundamental basis: the approach of target- 
group-specificity. It is this approach, i.e., the need for target-group-specific metaphors 
applied to target-group-specific products within media designed in a target-group- 
specific way and tested by the target group, that might act as a starting point to analyse 
the previous findings' inconsistencies. However, it is also this approach that questions 
most of the research’s findings so far -  as e.g. the lack of background information to 
evaluate certain findings makes it mandatory to handle such research with care. So 
this thesis should be seen as an initial point -  coupled with the call for a consideration 
oUarget-group-specificity wWhm future research projects.
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I. THEORY AND REVIEW 
1. Background and Underlying idea
1.1 Introduction
Every 10 to 15 seconds -  this is the period of seeing ad messages in Germany today, 
ammounting to 6000 messages daily (Handelsblatt, 2004). However, this flood of 
advertising is not restricted to Germany but can be found in almost all industrialised 
countries: as Linda Kaplan Thaler, chief executive at the New York ad agency Kaplan 
Thaler Group, puts it, “we never know where the consumer is going to be at any point 
in time, so we have to find a way to be everywhere” (NYTimes, 2007).
In this respect, marketers and advertisers are between the devil and the deep blue sea: 
On the one hand, in times of interchangeable products “it is vital for each firm to 
provide a reason for the consumer to prefer its particular brand to those of its 
competitors” (Vestergaard and Schroder, 1985: 9) -  a fact, that has become even 
more relevant today than a quarter of a century ago. So almost all companies have no 
choice but to communicate these reasons to their target groups, mainly with the help of 
promotional communication. In 2010, Germany’s advertising industry spent not less 
than 76.200.000.000 Euro (Dialogmarketing Deutschland, 2011), a sum that speaks for 
itself. On the other hand, this information and sensory overload has in part lead to 
increased selective perceptions, raised thresholds and even reluctance on the side of 
the consumers (of. Sistenich, 1999; Meffert, 1997 or Li and Meeds, 2007).
To reduce the overflow, to avoid wastage and to reach target groups more efficiently, 
the trend has been to a more direct and individualised communication: the fledging 
discipline of direct marketing has conquered the area of marketing communications 
within the last century (cf. Stone and Jacobs, 2008). Direct marketing is assumed to 
generate communication strategies “that are sharper, more focused, and more 
individualized than traditional marketing efforts” (Roberts and Berger, 1999: 3). By 
doing so, the discipline’s aim is above all to activate the recipients, i.e., to make them 
e.g. visit a website, ask for more information or purchase a product (of. Bird, 2000). In 
2010, Germany spent 47.25 billion Euro, i.e., 62% of all advertising spending, for direct 
marketing activities (Dialogmarketing Deutschland, 2011). With a market’s total volume 
of 11.9 Billion Euro, direct mails acted as Germany’s top-selling direct marketing tool 
within that period.
However, although direct marketing campaigns are said to be more personal and 
focused as well as having their forte in activating the recipients, the ubiquitous question 
of marketing communication stays the same: What makes a direct marketing campaign 
stand out in the advertising crowd? What makes it reach and influence the consumer’s 
buying decision process more than other campaigns -  e.g. by catching a recipient’s 
attention, influencing his attitude or his behaviour? Or, in other words, what makes it 
effective?
Some say: in times of interchangeable products as well as recipients’ selective 
perceptions and raised thresholds, it might not only be advertising’s content but also its 
execution, i.e., the creative elements of a product’s communication, that decide on its 
effectiveness (cf. Becker, 2006 or Perrey et al., 2007). So, as for a communication’s 
impact it might not only be important, what you say but also how you say it (Bird, 
2000), next to e.g. the use of different colours (Küthe and Venn, 1996), language itself 
can be such a creative parameter (cf. Janich, 2010). In this respect, a promising 
discipline to find out about the impact of language for promotional communication is 
philology -  to be more precise: rhetoric.
1.2 Promotional Communication, Rhetoric and Persuasion
Rhetoric and promotional communication are said to have very much in common: they 
both try to persuade, which can be defined as “to move by argument, reasoning, or 
pleading to a belief, position, or course of action” (Gay et al., 1984: 1096). Therefore, 
promotional language can be seen as persuasive language. Although some authors, 
for example Chan (1995), differ between informative and persuasive advertising and 
also Kotler (1999: 108) distinguishes, if an “ad campaign’s aim [is] to inform, to 
persuade or remind target customers”, every advertising, every direct mail and every 
TV commercial can be assumed to have a persuasive intention (of. Vesalainen, 2001): 
it wants the consumer’s attention, it wants to influence his attitude and wants to 
activate him e.g. to buy a product. Of course there are always the two functions of 
promotional communication -  information and persuasion -  but the former is always 
subordinated to the latter (of. Vestergaard and Schroder, 1985). Or, as Tanaka (1994: 
36) puts it: “the advertiser does not inform for the sake of improving his addressee’s 
knowledge of the world, but only to sell a product”.
Rhetoric can be defined as “the study of writing or speaking as a means of 
communication or persuasion” and as the “skill in the effective use of speech” 
(Merriam-Webster, 2008). Aristotle, one of rhetoric’s originators, considers rhetoric as
“a method to discover all means of persuasion on any topic whatsoever” (Rapp, 2002). 
Following this, the aim of rhetoric appears to be consistent with the purpose of 
promotional language: to persuade (of. O’Shaughnessy and O’Shaughnessy, 2004). 
So the systematic usage of rhetoric seems to offer a “creative method” (Durand, 1983: 
51) to increase a consumer’s attention and to influence his attitude and behaviour-
i.e., to make promotional communication more effective.
Given this, one creative parameter to influence, how things are said in promotional 
communication, appears to be rhetorical figures. These figures, also called figures of 
speech, are an immanent part of rhetoric and can be defined as “any intentional 
deviation from literal statement or common usage that emphasizes, clarifies, or 
embellishes both written and spoken language (...) often use[d] (...) for humorous, 
mnemonic, or eye-catching purposes” (Britannica, 2008). Apparently, however, these 
attributes can be advantageous to stand out in the advertising crowd.
1.3 Direct Marketing, Metaphor and Advertising Effect
To find out about the persuasive power of figures of speech for promotional 
communication, this research focuses on the rhetorical figure of metaphor. Metaphors, 
called by some the most established, “central trope” (Glucksberg, 2001: 1) or “trope par 
excellence” (Cacchiari, 1998: 120) are assumed “to manifest the basic pattern of 
transference involved [in figurative language] and so can be thought of as the 
fundamental ‘figure’ of speech” (Hawkes, 1972: 2). So, although there are hundreds of 
different figures of speech (cf. Lanham, 1991), much interest, theoretically as well as 
empirically, has been focused on metaphors (of. Roberts and Kreuz, 1994) -  a fact that 
is also true for advertising: Phillips and McQuarrie (2002), analysing the use of 
rhetorical figures in magazine advertisements, also noted the increased use of this 
specific figure of speech.
So the question arises: if direct marketing is suggested to be a more successful way to 
reach and activate distinct target groups, will ad execution, i.e., the influence of certain 
creative parameters, help to make it even more successful? And, if rhetorical figures 
like metaphors are said to have persuasive powers, does a metaphor as a creative 
parameter influence the advertising effect and effectiveness of a direct marketing 
campaign, i.e., does it lead to more impact on e.g. a recipient’s attention, attitude and 
behaviour{al intentions) than a campaign without metaphors?
At first sight one might say: yes, as there is empirical research dealing with tropes like 
metaphors in promotional communication that verifies the assumed positive effects on 
recipients -  i.e., confirmed the assumption, that promotional communication’s 
effectiveness also depends on the how of saying things (cf. McQuarrie and Mick, 1999; 
Tom and Eves, 1999; Toncar and Munch, 2001; Mothersbaugh et al., 2002 or Reece et 
al., 1994).
However, what looks like plain sailing at first sight, poses (at least) two challenges on 
closer examination:
• First of all, although over 60% of all advertising spending was placed for direct 
marketing activities in 2010, all research referring to rhetorical figures’ (including 
metaphors’) impact has been conducted in the field of print advertising. A fact 
that should not be neglected, as direct marketing media (like direct mails, which 
will be focused on within this thesis) and classic media (like advertising) do not 
only have formal differences but are also said to have different strengths 
concerning their effects on the purchase decision sequence (of. Bird, 2000).
• Secondly, a detailed review of the research conducted so far reveals 
inconsistent findings concerning a metaphor’s persuasive effects and, even 
more profound, does also suggest that certain moderating variables that largely 
seem target-group-dependent are responsible for the metaphorical effects’ 
inconsistency -  variables that, as a whole, have not been taken into account 
within the conducted research until now.
1.4 Research Question, Aim and Objectives
As one can assume that
• the differences of advertising and direct marketing tools like direct mail carry 
weight also referring to a metaphor’s impact on recipients and
• the control as well as the target-group-specific adjustment of the moderating 
variables is vital for a metaphor’s impact,
a research gap arises.
Furthermore, as most of the moderating variables seem target-group-dependent and 
as therefore one might suggest that a metaphor’s as well as the whole direct mail’s 
effectiveness will be target-group-dependent, too, the underlying research question can 
be paraphrased as:
Ms there any difference between direct mails that use 
target-group-specific metaphorical headlines and those that use none 
concerning the mail’s advertising effect?’
Research Aim and Objectives
This research’s aim is to answer this research question, i.e., to find out about the 
effect of target-group-specific metaphors on a direct mail’s impact. Given this, the 
answer implies three focal points:
• the relation of metaphor and direct mail
• the construct of advertising effect
• the approach of target-group-specificity
To answer that research question furthermore means to define research objectives 
that describe, how this aim will be reached. Relating to the three focal points
1. The relation of metaphor and direct mail results from the research gap 
discovered within the literature review which -  and provides the framework, 
respectively the key player and its research field for the underlying research.
2. The construct of advertising effect defines the research’s dependent variable 
and acts as an evaluation-tool to measure the impact of the independent 
variable, i.e., the metaphor. However, although other evaluation-tools would 
have been conceivable (e.g. a mailing’s response rate), for the underlying 
research the approach of advertising effect turns out to be the optimum 
approach (see below). So finding out about the impact of metaphors on a direct 
mail’s effectiveness will here be defined as the impact on a recipient’s latent 
constructs that are used to measure an advertising’s -  or a direct mail’s -  
effect, in this case this is the recipient’s
• attention
• attitude and
• behavioural intentions
3. The new invented approach of a metaphor’s target-group-specificity 
furthermore implicates a comparison -  and by that also a measurement -  of 
the impact of mailings containing variably specific metaphors, respectively 
expressions. Given this, the advertising effect of a mailing containing the 
target-group-specific metaphor will be compared to mailings containing
• a less target group-specific metaphor
• a non-target-group-specific metaphor
• a target-group-specific literal equivalent
Main objectives
Following this, the main objective of the underlying research can be defined as the
• evaluation and comparison of four different mailing versions, each with
o a target group-specific metaphor 
o a less target group-specific metaphor 
o a non-target-group-specific metaphor 
o a target-group-specific literal equivalent
• concerning their advertising effect on recipients, i.e., their effect on the 
recipients'
o attention 
o attitude
o behavioural intentions 
Preceding objectives
However, the comparison of the different metaphors, respectively mailings does also 
imply a development of these. So to measure and to compare the different metaphor-/ 
mailing-versions implies the development of the metaphors featuring different levels of 
target group specificity, respectively of the target-group-specific literal equivalent. 
Furthermore the approach of target group specificity needs to be expanded from the 
issue of metaphor to a target-group-specific test scenario as a whole -  to account 
for a promotional communication's basic requirements. This includes
• a mailing designed in a target-group-specific way
• containing a target-group-specific product with a target-group-specific 
US P/benefit
• which is, in the end, evaluated by the target group
So the preceding specific objectives dealing with the target-group-specific test 
scenario would be
• the definition, respectively deveiopment of (metaphorical) expressions with 
varying levels of target group specificity
• the deveiopment of a target-group-specific mailing
• the deveiopment of a target-group-specific product with a target-group- 
specific USP
• the evaluation of the different mailing versions by the underlying target 
group.
Furthermore, another preceding objective is the evaluation of the qualitatively 
elaborated variably specific metaphors with the help of a quantitative approach 
concerning the recipients'
• comprehension
• perceived aptness
• cognitive and affective responses
• behavioural intentions
This intermediate step will happen after the qualitative development of the target- 
group-specific test scenario and before the embedding of the metaphors into the 
mailings. The aim here is to quantitativeiy verify the quaiitativeiy deduced metaphorical 
expressions and shall give a first indication, if -  as assumed -  the level of a metaphor's 
target group specificity is positively correlated to its level of impact. However, as the 
results of this preceding objective will not influence the main objective explained above 
and as this intermediate step is not necessary to answer the research question, it is no 
preceding objective in the proper sense.
However, it nevertheless helps to interpret the main findings as one can compare the 
evaluations of
• a direct processing of the different metaphors not embedded into a certain type 
of promotional communication to
• an incidental exposure to the metaphors embedded in the mailing, i.e., the 
metaphors operating in the shadows
1.5 Thesis Roadmap
To achieve these objectives and, by that, to answer this question, the thesis is divided 
into three main sections: whereas section I provides the thesis’ review and 
theoretical basis, section II contains the research’s methodological foundation. 
Section III comprises the actual research, analysing the advertising effect of a direct 
maii as a function of a metaphor’s target-group-specificity. In this respect
• chapter 2 in section III will, as the research’s essential basis, deal with the 
preceding objectives that lay the foundation to answer the research question: 
gathering information about the target-group-specific metaphor as well as 
about the target-group-specific test scenario as a whole. Given this, the 
chapter systematically investigate the target group with the help of a qualitative 
focus group (also called formative research, cf. Rice and Atkin, 1989; 1994 or 
Rogers and Storey, 1987). Here, the aim is not only to find out about target- 
group-dependent preferences concerning metaphors but also to get information 
about the group’s attitudes and likings concerning products or a promotionai 
communication’s execution -  to define a target-group-specific product with a 
target-group-specific USP promoted in a target-group-specific direct maii.
• In chapter 3 in section III, these results will be used to qualitatively define/ 
develop metaphors with different levels of target-group-specificity as well as a 
target-group-specific literal expression. And, by doing so, to complete the 
necessary qualitative preparations concerning the preceding objectives
due to the approach of target group specificity.
• Chapter 4 o f section III will test these variably specific metaphors with the help 
of a quantitative questionnaire. At this, the metaphors will be embedded in 
promotional headlines but not yet in the direct mail itself. So here it is assured 
that the recipient’s focus will be solely on the headlines and not distracted by 
the mailing’s further content, e.g. by pictures, colours or statements. This will be 
done with the help of a within-subjects design, i.e., every recipient sees all three 
headlines and will evaluate their aptness to promote the target-group-specific 
product developed within the focus group. With regard to the underlying 
objectives this chapter will finally complete the main analysis’ preparations: 
the target-group-specific test scenario has been defined and the variably target- 
group-specific metaphors have been developed and tested. So the research’s 
preceding objectives have been achieved.
• The findings of chapter 2, 3 and 4 will then be expanded into chapter 5 in 
section III: here, the tested headlines will be embedded into the direct mail -  to 
answer the research question, if there is any difference between direct maiis 
that use target-group-specific metaphoricai headiines and those that use none 
concerning the maii’s advertising effect As part of this, the four mailings, three 
with variably specific metaphorical headlines as well as one with a literal, target- 
group-specific headline, will be tested within an evolutionary testing concerning 
their advertising effect on recipients. This will be done to find out about the 
influence of a metaphor's target-group-specificity on a direct mail’s advertising 
effect and, by doing so, to achieve the research’s main objective -  however, 
on the basis of the already developed preceding objectives. This will be done 
with the use of a quantitative questionnaire -  unlike the first quantitative 
analysis, with a between-subjects testing.
Initially however, a theoretical foundation for the research, its aim and objectives 
needs to be built. This is detailed in section I. In order to analyse a direct maii’s 
advertising effect as a function of a metaphor’s target-group-specificity it is necessary 
to define three different domains:
• Direct maii
• Advertising effect
• Metaphor
In this respect, chapter 2 in section I will first of all focus on the construct of direct 
marketing as well as on direct mail as the best seiiing direct marketing tool. As, next 
to metaphors’ moderating variables, the difference of ciassic and direct marketing 
media is the research’s raison d'être, the comparison of advertising, i.e., ciassic media, 
and direct marketing will be a good starting point for the thesis. Furthermore, the 
chapter will close with suggestions of different ways of analysing the impact of 
metaphors on direct mail effectiveness, including the justification of why analysing the 
mailing’s advertising effect might be the best possible option for the underlying thesis.
Chapter 3 of section I will focus on advertising effect as part of the main objective, 
i.e., as the preferred approach to analyse the impact of the different metaphors. 
Advertising effect can be defined as any reaction of a recipient to any form of 
advertising (Steffenhagen, 1995). Here, the thesis will adopt a partial model focusing 
on a recipient’s iatent constructs of attention, attitude as well as behaviourai intentions.
Chapter 4 o f section I will examine the domain of metaphors, including their 
suggested impact on recipients as well as metaphors’ assumed moderators and their 
relationship to potential target groups. Regarding this, advertising effect’s latent 
constructs, i.e. the research’s dependent variables, in a way guide the structuring of 
the review’s findings to develop the hypotheses to be tested within the research 
section.
Furthermore, as intimated above, in between the first and third section, section II will 
provide the research’s methodological basis.
For a survey of the research, figure 1.1 will display the overall thesis-roadmap, 
including all three sections. In the following, as explained above, the focus will be on 
the framed section I and will begin with the domain of direct marketing, respectively 
direct maii.
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2. From Direct Marketing and Direct Mail
As intimated above, the assumption of a research gap concerning the field of direct 
marketing and metaphor implies a difference between direct marketing media and 
classic media like advertising. This chapter will shed light on the differences between 
the two. Before this, the focus will be on direct marketing’s history as well as on its 
definition. Furthermore, the chapter will close by having a more detailed look at direct 
ma// and its constituent parts, including the implications for the underlying research.
2.1 Direct Marketing: The History
As stated before, Germany spent 47.25 billion Euro on direct marketing activities in 
2010, i.e., for direct marketing media (35% of all advertising spending) as well as for 
media with direct marketing eiements (27% of all advertising spending; 
Dialogmarketing Deutschland, 2011). With regards to this, it took no longer than a 
century that the discipline “has grown beyond its roots in traditional mail order to 
embrace a host of new technologies, customer relationship building techniques, and 
performance measures that set the bar for the future of marketing communications” 
(Stone and Jacobs, 2008: 3). But what was the reason for the increasing interest of 
scientists as well as practitioners for direct marketing, once the ‘“ unsexy stepchild’ to 
general advertising, now garner[ing] 25 percent of the U.S. marketer’s budget, 
surpassing newspapers and broadcast TV” (ibid.)?
One might say: it was the downfall of mass communication that helped develop direct 
marketing. The rising segmentation as well as fragmentation of the markets during the 
1980’s, a period defined by its cut-throat competition, led to increasing wastage and 
therefore to escalating costs, if companies tried to reach actual and potential 
customers by traditional means like mass media or the field sales force (cf. Meffert, 
1997; Smith and Taylor, 2004; Belch and Belch, 2004 or Roberts and Berger, 1999). 
Additionally, the effectiveness of mass communication was further questioned by the 
increasing selective perception of the customers due to the upcoming information 
overflow (Meffert, 1997).
Consequently, more individuai, more focused as well as more personai ways of 
communication have attracted notice -  and by that direct marketing (Holland, 2004). As 
part of this, this new marketing strategy also helped to estabiish as well as to maintain 
direct long-term relationships between companies and their customers (of. Vriens et al., 
1998). Furthermore, another reason for the rising prominence of direct marketing was
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not market- but company-driven: compared to print advertisements, direct marketing 
campaigns better cope with the increasing call of companies for an accountability of 
marketing activities on a profit-and-loss or even return-on-investment-basis (Roberts 
and Berger, 1999).
However, next to the reasons for direct marketing, another question arises: what 
exactly is direct marketing? And where are the differences compared to advertising as 
a classic media?
2.2 Direct Marketing: A Definition
As introduced before, direct marketing is a part of the marketing communications or 
promotional mix next to advertising, public relations or personal selling (cf. Fill, 2006). 
Furthermore, some go to such lengths to say that direct marketing “is a marketing 
strategy rather than a mere use of specific marketing instruments” (Van der Scheer, 
1998: 1). As scientists have not yet arrived at an agreed definition of direct marketing 
(cf. Roberts and Berger, 1999), a look at some definitions is needed to work out its 
constitutive elements. However, as different authors prioritise different aspects, no 
definition seems to capture all of them (see table 2.1.):
Belz (1997) .Kommunikationsprozess mit bekanntem  Empfanger, zielgerichtet, gepiant und j 
i auf eine Datenbank gestutzt, verw endet ein Oder m ehrere M edian und erlaubt ! 
I eine Reaktion des Kunden" |
I (Communication process with a known recipient, targeted, planned and based ; 
on a database, using one or more media and allowing the recipient’s action) i
Homburg and \ „Direktmarketing umfasst alle m arktbezogenen Aktivitaten, die sich einstufiger :
Krohmer (2005) j (direkter) Kommunikation bedienen, urn Zielgruppen in E inzelansprache gezielt j
zu erreichen” !
I {Direct marketing contains all market-related activities that use single-level j
\ (direct) communication to reach selected target groups on an individual level) j
D D V - I „alle Marketingaktivitaten, bei denen Median mit der Absicht eingesetzt w arden,
Deutscher «  I eine interaktive Beziehung zu  Zielpersonen herzustellen, um sie zu einer
Direktmarketing | individuellen, messbaren Reaktion (Response) zu veranlassen"
Verband (1995) ! (all marketing-activites that use media for the reason of establishing interactive 
I relationships with the target group to get an individual, measurable response)
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stone and "the interactive use of advertising media, to stimulate an (immediate) behavior
Jacobs (2008) modification in such way that this behavior can be tracked, recorded, analyzed 
r : ' '
and stored in a database for future retrieval arid use”
The Direct “The distribution of information, products or services through any advertising
Marketing medium that in\rites the individual to respond directly to the adWrtiser”
Association. ÜK  ^ ’ V "  % " '
(in; Smith and . % ’ i'- ? 2;:'?' :
Taylor, 2004)
Tab. 2.1 : Definitions of Direct Marketing -  an Excerpt
What is constitutional about direct marketing (cf. also Roberts and Berger, 1999)?
As already mentioned above, direct marketing tools facilitate a direct (cf. Holland, 
2004) and focused/targeted customer communication (cf. Belz, 1997) -  a 
communication that cannot only be individualised (cf. Homburg and Krohmer, 2005) 
but also be interactive (cf. DDV, 1995).
So compared to traditional mass communication, direct marketing tools are 
individualised, not standardised -  and dialogical, not monological (Belz, 1997).
This kind of communication -  by its focus, its individuality and interactivity -  
encourages the recipient to take immediate action, e.g. to visit a homepage, request 
more information about or to buy a product (cf. Holland, 2004; Stone and Jacobs, 2008 
or Direct Marketing Association UK, in Smith and Taylor, 2004).
This action is most often traceable and measurable (cf. Stone and Jacobs, 2008 or 
DDV, 1995), e.g. by using telephone numbers that are specific to an infomercial run or 
by providing response devices with certain tracking codes.
As intimated above, these features help companies to better cater not only to certain 
specific potential customers and their needs and wants but also to specific groups of 
established customers. But what does this mean for a comparison of direct marketing 
and classical advertising? In the following, both communication approaches will be 
compared from a media- as well as from a purchase-decision-sequence-po'mt-of-view.
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2.3 Direct Marketing and Advertising
2.3.1 A Media-Point-of-View
As seen before, there are at least two main differences -  or variables -  within the 
definitions of direct marketing compared to classic mass communication media:
1. the ability to interact with the respondents, i.e., its dialogical ability
2. the ability to focus on specific target groups -  and by that: to individualise 
content
However, it has to be said that all media can be given a more direct orientation -  above 
all by influencing the dialogical degree. At this, TV-spots, print ads or radio spots can 
be complemented with options to respond (and can therefore also be tracked). 
Nevertheless, the ability to focus on certain target groups (and, therefore, having the 
chance to individualise content) is not affected by response options -  and stays a 
unique feature of direct marketing. Table 2.2 displays a possible differentiation of 
media distinction (cf. Dialogmarketing Deutschland, 2009; 2010 or 2011). In this 
respect, the differentiation between classic media and direct marketing media, 
respectively media with direct marketing elements is defined by the media’s ability to 
make a direct as well as targeted contact. By being direct the media switches from an 
unfocused one-to-many- to a more sharply focused one-fo-one-communication (cf. 
Stone and Jacobs, 2008). However, although classic media can include response 
elements, such as a hotline-number or the company’s URL, it still lacks the direct and 
targeted contact (Dialogmarketing Deutschland, 2011).
TV-Spots 1 Direct Mail 1 (un-/partially/fully addressed) Advertising by Fax
"2 Radio-Spots • Telephone Marketing Couponing
Print Ads
....... ' .......... .....2....:..'
1 E-M ail Marketing : p , . ^ S S t e r i a i
I
Supplements ; In te rn ^  Presence Custom er
(to e.g. Newspapers) I (e.g. landing pages) M agazines
Outdoor-Advertising External Online Marketing  (e.g. Banner. S E M ) /  : ;  Fairs '
Cinem a Advertising
L.......................................................................................................1 .
"
Mobile Marketing
L ..............................................................................
Tab. 2.2: Media Distinction, Dialogmarketing Deutschland (2011)
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2.3.2 A Purchase-Decision-Sequence-Point-of-View
As already stated above, classic and direct marketing media, i.e., different tools of the 
marketing-communications-mix, are assumed to have different strengths concerning 
their effects on the purchase decision sequence (see figure 2.1 as an exemplification): 
whereas advertising above all aims at the recipient’s attention at the beginning of the 
process (e.g. establishing awareness or a company’s/product’s image), direct 
marketing is suggested to have a broader focus on all the process’ sequences, seeking 
a direct response and asking for action. So, next to mental effects (e.g. 
awareness/image) the objectives of direct marketing are, above all, physical effects -  
i.e., behaviours (cf. Belch and Belch, 2004). Or, as Bird (2000: 43) puts it, “direct 
marketing is asking for action, whereas advertising is usually trying to influence 
thoughts and feelings”.
4
Sales Pnamotion
0
Public Relatitms
Advertising
Awamhess ConsiderabDn
Purchase Decision Sequence
Purdiase
Fig. 2.1: The Effectiveness of Tools of the M arketing-Com munications Mix
(Fill, 2006 )
2.3.3 Interim Conclusion
To sum up one might say: It is above all direct marketing’s direct and targeted contact, 
combined with its ability to individualise content ar\6 initiate dialogues that distinguishes 
it from classical media like advertising. Furthermore, although it aims at a recipient’s 
action, it can be said to be effective throughout the whole purchase decision sequence.
So, after carving out the differences of classic approaches like advertising and direct 
marketing, the direct marketing medium being the focus of this thesis will be introduced 
by the following: direct mail. The chapter starts with a definition, facts and figures 
and ends up with explaining direct mail’s constitutive eiements as well as with first 
thoughts about the research’s starting points.
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2.4 Direct Mailings as a Part of Direct Marketing: A Survey
2.4.1 Facts and Figures
Direct mail, i.e., variably addressed, unsolicited advertising mail, is not only one of the 
oldest forms of advertising but -  with a market’s total volume of 11,9 Billion Euro in 
2010 -  also the top-selling direct marketing tool in Germany (Dialogmarketing 
Deutschland, 2011; see also Homburg and Krohmer, 2005; Bruns, 2007; Holland, 2004 
or DDV, 1995). Therefore, direct mail does not only hold a leading position within the 
area of direct marketing, but also within the overall context: in 2010 direct mail took the 
fourth position of all advertising media in Germany concerning gross media spending 
(see figure 2.2), accounting for 3.4 billion Euro (i.e., 12% of all media spending). So, at 
least until now. Stone and Jacobs (2008: 411) seem right when saying: “with the 
advent of the Internet, many had relegated direct mail to a minor role. That prediction 
seems to be wrong. Direct mail is as strong, or stronger, than ever”.
111
5.3
3.8
2.4
^  0.4
1.4
Fig. 2.2: Above-the-Line-M edia complem ented with internet and Direct Mail 
Gross Media Spending in Billions, Germ any, 2010  
(Nielsen (2011) in Dialogmarketing Deutschland, 2011)
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After a general placement of direct mail in the context of media, the focus will be on the 
abovementioned definition: variably addressed custom tailored advertising by post. 
First of all, advertising by post can be done with the help of different tools: e.g. flyers, 
brochures, catalogues or letters (see figure 2.3). However, letters do lead the direct 
mail tools, with brochures and catalogues a close second and third. In this respect, the 
tools are mainly business-dependent: whereas mail order shops send catalogues, 
furniture shops send brochures and financial service provider, fundraiser or the 
automotive sector prefer letters (Nielsen, 2010).
80%
70%
60%
 ^Postcard (1,4% 
Flyer (8,6%)
50% j —  -----  «Catalogue(25,0%)
  ________  #  Brochure (32,3%)
«  Letter (32,7%)
40%
30%
20%
10%
. . S 3
Fig. 2.3: Gross Direct Mail Spendings in Millions, Germ any, 2010  
(Dialogmarketing Deutschland, 2011)
Furthermore, these tools can be var/ab/y addressed: i.e., they can be sent without any 
address, with a partial address, or with a full address. However, fully addressed direct 
mail is by far in a leading position, followed by unaddressed mailings (cf. 
Dialogmarketing Deutschland, 2011).
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2.4.2 Direct Mail and Advertising -  A complementary formai Comparison
Additional to the comparison of direct marketing and advertising from a media- and a 
purchase-decision-sequence-point-of-\/\e\N (see above), some formal differences 
between advertising and the focused direct marketing tool need to be pointed out: 
whereas advertisings normally consist of a half, a full or a double page within a 
newspaper or a magazine, mailings most often consist of more than one element -  
among these are envelopes, letters, brochures and/or response devices. Because of 
this scope given for content and information, mailings can go more into detail 
compared to advertisements (cf. Stone and Jacobs, 2008 or Dialogmarketing 
Deutschland, 2008). Furthermore, as mailings are not published within e.g. magazines 
or newspapers and therefore do not have to compete with other advertisements or 
editorial content, they often get the recipients’ undivided attention within the so-called 
mail moment (cf. Stone and Jacobs (2008) referring to a United States Postal Service 
study (USPS) conducted in 2005).
2.4.3 Direct Mail and Metaphor: First Thoughts
To find out about the impact of metaphors on direct mail one needs to have a closer 
look at its constituent elements and variables. Similar to an ad, a direct mail campaign 
is based on two variables (see figure 2.4): the selection of the target group on the one 
hand and the selection of mailing characteristics on the other. In this respect, the 
mailing characteristics consist of the timing of the mail(s), the offer as well as the 
communication elements (cf. Nash, 2000 or Bult et al., 1997). Different to 
advertisements, these variables are, in a way, more variable: so the target group is not 
predetermined by e.g. the readership of a magazine nor is the timing by the publication 
date of that magazine. Furthermore, one is not bound to a magazine’s size or format.
Timing
CommiMiication
Elements Target Group
Offer
Mailing
Characteristics
Fig. 2.4: The four major Decision Variables of a Direct Mail Cam paign
(Author’s own)
19
The selection of the right target group is often said to be the most important variable 
(see below). However, the success of a direct mail does not only result from well 
chosen target group characteristics but also from well coordinated, target-group- 
specific mailing characteristics. Or, in other words: given certain target characteristics, 
the coordination of mailing characteristics decides on the mailing’s payoff (cf. Van der 
Scheer, 1998). So the improvement of a direct mail response needs an interplay of 
target-group-selection-optimisation on the one hand as well as a coordinated direct- 
mail-characteristics-optimisation on the other (cf. van der Scheer et al., 1996 or Bult et 
al., 1997).
As here not only timing and offer but also the optimisation of the mailing elements -  
and, by that, of the design/creative elements -  seem to play a vital role, this will be a 
good starting point for applying metaphors to analyse their impact. However, there are 
different opinions concerning the importance of creative elements on a direct mailing’s 
effectiveness within literature (see figures 2.5-7). Roberts and Berger (1999) assume 
that the influence of advertising elements on generating response is about 10%.
Right
Advertising Right
Elements Timing
10% k. 20%
Right > R'Sht Offer
Person/List ^
50%
Fig. 2.5: Importance of Advertising Elements in Generating Response  
(Roberts and Berger, 1999)
2 0
Vôgele (in DIREKT+, 2009) suggests a 20% influence of the right creation and 
execution on direct mail efficiency.
Right 
Creation / 
Execution 
20%
Right List / 
Target 
Group 
40%
Right Offer 
40%
Fig. 2.6: Formula for Direct Mail Efficiency 
(Vôgele, in D IR E K T+, 2009)
And, last but not least. Stone and Jacobs (2008) consider the influence of creative 
elements (copy and layout) on direct mail effectiveness to be about 30% (15% each).
Copy
15%
Timing
10%
Layout I  
Format 
15%
Offer
20%
List /  M edia  
40%
Fig. 2.7: W eight given to Elements of Promotion in a Direct Marketing Program me,
(Stone and Jacobs, 2008)
With an estimated influence of creative parameters up to 30% it is all the more 
surprising, that most attention has been given to target group selection (cf. Bauer, 
1988; Bult, 1993; Bult and Wansbeek, 1995; Courtheoux, 1987; Magidson, 1988 as 
well as Roberts and Berger, 1999) -  neglecting the creative execution that, if optimally 
aligned to target group specifics, might better appeal to the recipients and might tip the 
scales (cf. Vriens et al., 1998 or van der Scheer et al., 1996).
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As intimated above, direct mails most often consist of different communication 
eiements (of. Fraser-Robinson, 1989; Roberts and Berger, 1999; Stone and Jacobs, 
2008 and Vôgele, 2002): catalogues or brochures e.g. are often accompanied by a 
covering letter, furthermore letters do frequently contain a fiyer or a small brochure. 
Also, most of the direct mails do also have an option to respond: 78.76% of all German 
direct mailings within the first half of 2010 did include a sort of response device, e.g. an 
order sheet or a reply card (Nielsen, 2010). Last but not least, all these parts are often 
inserted in an envelope. So, the typical components of a direct mail are
• Envelope
• Letter
• Brochure/flyer/catalogue
• Response device
As all these components provide an opportunity for the use of metaphors and 
furthermore as all are assumed to play a vital role for the formation of response and 
behavioural intentions (cf. Vriens et al., 1998), there is sufficient cause to have a closer 
look at these elements.
However, although practitioners like advertising agencies do vary a mailing’s design on 
a big scale, literature is satisfied with having ‘“ rules of thumb’ and some anecdotal 
examples to illustrate them” (van der Scheer, 1998: 112) instead of well-founded 
research results. Or, as, Goering et al. (2008: 3) put it, the advice given “comes from 
the experience-based learning of practitioners, rather than controlled scientific studies”. 
Unfortunately, scientific research dealing with this topic is only a handful (of. Stafford et 
al., 2003).
What follows is an introduction of the direct mail components, including a review of 
conducted research as well as findings concerning relevant creative parameters. In this 
case, relevant means findings that work as textual starting points, helping to answer 
the thesis’ underlying question: Do metaphors (of different target-group-specificity) 
have an impact on a direct mail’s advertising effect?
2.4.4 The Mailing’s Components as Metaphor’s Starting Points
2.4.4.1 The Envelope
The envelope is the first part of the mailing the recipients see and get in contact with. 
Opening the envelope is a basic requirement for a mailing to be read and responded
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to. So the envelope can be assumed to be “an important creative issue that must set 
the tone for the sales message” (Roberts and Berger, 1999: 276), as its opening is the 
first hurdle to be cleared for a mailing to be successful. This might be also the reason 
that most of the research conducted within this area deals with a mailing’s envelope 
and the influence of possible creative parameters (cf. Peters et al. (2007) for an 
overview of direct mail research; see also Maeda (2010) for an overview concerning 
envelopes of mail surveys).
Concerning a mailing’s envelope there are certain characteristics that seem to 
influence its opening (rate): Van der Scheer (1998) analysed the crucial opening 
factors of an envelope, stating that an optimised envelope is “with the A5 format, with 
no extra imprint, made from paper without chlorine, and a type written streamer” (ibid.: 
121). Above all the latter is of great note for this work, as streamers, or teasers are a 
promising way to find out about the persuasive power of metaphors on an envelope. In 
the same vein, Vriens et al. (1998), conducting an analysis for charity institutions, 
analysed a positive effect between the use of a teaser and a mailing’s opening rate. 
Furthermore, Feld and Peters (2007) as well as the SVI (2004) also report a positive 
relationship of teasers on fundraising mailings and their opening. Correspondingly, also 
research concerning envelopes of mail surveys did have similar findings (cf. 
Dommeyeretal., 1991).
Away from the quantitative, to the more qualitative research: Asking managers as well 
as consumers about the attractiveness of a mailing’s creative parameters, James and 
Li (1993) report, that teasing information on the envelope can be assumed to work as 
an opening-reinforcer. Furthermore, also the conceptual and practitioner literature 
underlines a positive relationship between the use of teasers and the opening rate (of. 
Blum, 1999; Bruns, 2007; Geller, 2002; Holland, 2002; Holland, 2004; Nash, 2000; 
Prochazka, 1994; Roberts and Berger, 1999; Hahn, 2003 or Stone and Jacobs, 2008).
In this respect, findings suggest, that it is not only important, that something is written, 
but also, what is written: Bell et al. (2006) found a small difference between product 
specific teasers and general teasers on an envelope concerning the response rate -  
with the more specific teaser working better. Beyond, Feld and Peters (2007) report 
that only the use of context-specific questioning methods led to a positive impact on 
the opening rates.
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Furthermore, it also seems important, to whom it is written. In this case, the impact 
seems to differ between new and existing customers: Diamond and Gooding-Williams 
(2002: 225) found that within the area of fundraising, “emotional responses to the 
envelope and attitude toward the envelope were more important influences upon 
acquisition (or new) donors’ intention to open the envelope than upon renewal donors’ 
intention”. In this respect, teasers are described as an attention grabber (ibid.). In the 
same vein. Van der Scheer (1998: 112) states, that “for targets who have been 
customer for a long time a directmarketing organization should use other 
communication elements than for targets who never bought from the organization 
before”.
Also next to the area of new/existing customers, the sender or industrial sector 
seems to play a role: Peters et al. (2007) found, that mailings from financial service 
providers and teasers are negatively correlated concerning the opening rate -  findings 
that are supported by Kroeber-Riel et al. (2009). Furthermore, Asch and Christakis 
(1994) found out that changing senders on an envelope (here university vs. veteran’s 
affairs) did lead to different response rates.
To sum up one might say that teasers can be assumed to be a decisive factor 
concerning a direct mail’s effectiveness as the opening is a sine qua non for a mailing’s 
impact. Furthermore, it can be suggested that it is not the mere appearance but also 
the teaser’s content -  e.g. product related or context-specific questioning methods -  
that seem to have an influence on the opening.
In this respect the issue of context leads to two further factors: here, also the target 
group as well as the industrial sector can be suggested to affect the opening. 
Furthermore, new customers seem to be the more appropriate target group for creative 
elements, as they are curious, interested and unjaded -  paying “more attention to 
peripheral characteristics of the appeal” (Diamond and Gooding-Williams, 2002: 230). 
Last but not least, it seems as if also the sender, industrial sector, respectively the 
product plays an important role for a teaser’s impact. Here it can be assumed that 
there should be a certain level of involvement, some kind of personal relevance (of. 
Zaichkowsky, 1985) or an emotional factor (Diamond and Gooding-Williams, 2002) to 
support the teaser’s effect. Keeping these factors in the back of one’s mind, now the 
mailing’s next constitutive element will be focused on: the letter.
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2.4.4.2 The Letter
Another key component of a direct mail is the direct mail letter -  sometimes even 
called the “key to success” (Thomas and Housden, 2002: 205). The letter is the most 
personal (Bird, 2000) and the most vital (Robert and Berger, 1999) part of the 
elements. It acts as a salesman explaining the offer, amplifying certain aspects and 
selling the facts the other components describe (Bird, 2000). By doing so, it “urges the 
reader to take immediate action” (Robert and Berger, 1999: 278). Research has found 
several textual aspects that are considered to be decisive for a mailings’ impact. 
Among these are the length of the letter, the use of a post scriptum or a signature (of. 
Vriens et al., 1998 or Bird, 2000).
Furthermore, it seems as if also headlines do influence a mailing’s response rate. 
Again, corresponding to the teaser’s findings, the impact is assumed to depend on the 
headline’s content (Bidmon, 2000). Furthermore, it is not only about what is written, but 
also how. as Bell et al. (2006) report, a better wording did increase the response rate 
within their analysis.
The headline as a decisive factor is also emphasised in the practitioner literature: 
Vôgele (2003) regards direct mails as a written sales dialogue and assumes a specific 
reading-curve for direct mail letters with breakpoints within the text. In this respect, he 
awards the headline a very critical role, being one of the first breakpoints and 
answering the recipient’s fundamental sales-dialogue-question: What’s the offer and 
what’s in it for me? Furthermore, also Roberts and Berger (1999: 281) underline the 
importance of a headline in a direct mail letter for stating the most important benefit -  
saying that ’’unless you gain the reader’s attention and develop interest at the very 
beginning, the reader probably won’t be around for your ending”. Correspondingly, 
Stone and Jacobs (2008: 416) explain, that the headline in a direct mail letter will 
“command the highest readership”. Last but not least, also Thomas and Housden 
(2002: 209) underline the importance of a headline, illustrating, that “some of the most 
successful letters start with a strong headline or statement of benefits”.
So to sum up one might say that the headline as a decisive factor for a letter’s success 
seems to be an appropriate toehold for testing a metaphor’s impact. The literature 
suggests to connect teaser- and headline-content, i.e., to continue the thought one 
started on the envelope: “if you draw your reader in by an interesting envelope 
message, it is only logical to start your letter with the same thought” (Thomas and 
Housden, 2002: 205).
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Last but not least, corresponding to their findings concerning the envelope. Diamond 
and Gooding-Williams (2002) report that it is not only the perception of the envelope 
(namely its impact) but of the whole mailing that seems customer-status-dependent.
Coming up next is another constitutive element of a mailing: the brochure or flyer.
2.4.4.S The Brochure I Flyer
To define it figuratively, one might say: whereas the letter is like a salesman, brochures 
or flyers are like a shop -  describing the offer and displaying the merchandise (Bird, 
2000). Therefore a brochure’s mission can be defined as “to dramatize the benefits and 
illustrate the features of the product or service” (Throckmorton, 1997: 122). So, at best 
brochures or flyers, embodying rational and emotional appeals, create an offer’s, 
product’s or company’s world, the recipients are projected into (cf. Stone and Jacobs, 
2008). Here, companies benefit from the higher depth-of-information-potential 
compared to e.g. print ads or TV-spots, which enables mailings to get more complex 
products or services across (of. Dialogmarketing Deutschland, 2008 or Stone and 
Jacobs, 2008).
Although there is no research conducted concerning the creative parameters of direct 
mail brochures or flyers and their influence on opening and response rate (at least to 
the best of the author’s knowledge), it can be assumed that, corresponding to the area 
of catalogue optimisation (cf. Bidmon, 1999; Drescher, 1992; Kirchner, 1988 or Stone 
and Jacobs, 2008), creative parameters such as design, pictures or headlines do also 
influence the recipients’ perception and behaviour. Correspondingly, conceptual 
literature recommends to treat the brochure’s “whole selling story” (Stone and Jacobs, 
2008: 421), i.e., the most important benefits and the reason for the offer, in headlines 
and subheads (of. also Vôgele, 2002). So, to sum up, one might say that again the 
headline offers an appropriate starting point for the analysis.
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2.4.4.4 The Response Device
The success of a direct mail to a large extend also depends on its response device (cf. 
Stone and Jacobs, 2008). In this respect, the device has to perform different tasks: 
First of all it should contain and describe everything the recipient needs to do to 
become a respondent -  e.g. to request for more information, to accept the offer or to 
inform the company about a change of address (van der Scheer et al., 1996). As an 
approach this means: no response without a response device -  or a bad one -  as it 
gives detailed instructions what the recipient needs to do. Secondly, to make the 
response as easy as possible the device should offer more than one reply option (e.g. 
by e-mail, website or telephone). It should, however, be noted that although 
respondents do get more than one way to respond the enclosure of a response device 
(still) does make sense -  as although it probably will not be used, it “focuses the 
recipient’s thoughts on the call to action and the act of responding” (Stone and Jacobs, 
2008: 423). Thirdly, the device should again give a brief summary of the offer, including 
the main benefits and the reason for the offer.
Furthermore, it should not only be easy to fill out and to respond, be clear and 
convenient but also do everything to keep the reader interested. Therefore it can be 
assumed that an optimisation of the response card characteristics does have a 
supportive effect on a mailing’s impact, also from a textual point-of-view: by analysing 
reply cards of a charity institution, van der Scheer et al. (1996) found that the 
effectiveness of a reply card, inter alia, depended not only on font type or level of 
personalisation but also on its headings. Correspondingly, conceptual direct marketing 
literature also emphasises the importance of headlines for the response device (cf. 
Vôgele, 2002) -  e.g. to prominently feature a summary of the main benefits (of. 
Thomas and Housden, 2002). Furthermore, it is again suggested to link the headlines 
of the mailing’s elements, as a response device should have a “headline that echoes 
the ones in the letter and in the brochure” (Roberts and Berger, 1999: 284).
So in a nutshell one might say, that one has come full circle: it is -  again -  the headline 
serving as a starting point for a metaphor. And again it is suggested to connect the 
headlines throughout the elements.
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2.4.5 Interim Conclusion
To find out about toeholds to measure a metaphor’s impact on a direct mail as the 
research’s main objective, the thesis took a closer look at direct mail’s constitutive 
elements. As the response of a direct mail is assumed to be an interplay of target 
group selection and mailing characteristics, one way to improve response is to improve 
the characteristics of a mail (cf. van der Scheer et al., 1996). Therefore, the 
communication elements as a constitutive part of the mailing characteristics have been 
the centre of attention: namely the envelope, letter, brochure and response device. The 
reviewed literature lets one suggest that
• the design of the mailing’s elements does have an impact on recipients (e.g. 
concerning opening rate, response rate, respectively its intention)
• among these design features a linguistic feature seems to play a vital role: 
teasers, respectively headlines on the communication elements can be 
assumed to have an impact on the recipients -  and are, by doing so, a suitable 
point of contact for the analysis of metaphor impact
In this respect, teasers or headiines can be used to guide the recipient along the 
purchase/response decision process across the single communication elements (of. 
Fraser-Robinson, 1989; Holland, 2004; Vôgele and Bidmon, 2002 or Vriens et al., 
1998). By doing so, teasers raise the opening rate and headlines increase the 
probability of the recipient taking notice of the offer, enjoying it, considering it as 
suitable and -  finally -  responding to it (cf. van der Scheer, 1998). This corresponds to 
the area of print advertising, where headlines are also regarded as being of great 
importance for an ad’s success (cf. Caples, 1975; Cohen, 1988a; Ogiivy, 1963; 
Malickson and Nason, 1982; Rothschild, 1987; Zeigler and Johnson, 1981 or Hitchon, 
1991).
So, to sum up one might say: concerning this thesis, up to now the starting point for an 
embedding of metaphors in a direct mail’s constitutive elements will be the envelope’s 
teaser, respectively the element’s headlines. To achieve this, target group selection 
and optimisation of the creative features (e.g. teasers or headlines) need to be 
synchronised -  i.e., it can be suggested that all creative parameters need to be, in a 
way, target-group-specific (van der Scheer, 1998).
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2.5 Analysing Metaphor’s Impact On Direct Mail: First Thoughts
As a starting point to analyse the impact of metaphors on direct mails has been 
covered, the next question to answer is how to start. Or, in other words, how does one 
get to know if direct mails containing more target-group-specific metaphors have more 
impact than those containing less or non-specific-ones7
The most obvious answer would be: by sending them out and checking the response 
rate (cf. Gordon, 1989; Greenfield, 1996 or Kachorek, 1991). However, next to 
executional problems that make a sending out almost impossible within the scope of 
this work (e.g. the amount of mailings that need to be sent out due to direct mails’ small 
response rates or the approach to test a fictitious product to avoid preoccupation -  this 
is discussed in more detail in the methodology section below), there are also concerns 
regarding the findings: as everything focuses on response, the recipient and its 
decision process stay a “black box” (De Wulf et al., 1999: 134). So the research would 
neglect factors like the recipients' opening behaviour or their attention and attitude as 
well as intended behaviour towards the mailings and their metaphors that happen 
within the “‘invisible’ opening and reading process” (ibid.).
However, one way to shed some light into the black box of a consumer’s decision 
process can be found in consumer research literature concerning advertising effect 
(see Diamond and Gooding-Williams (2002) for a similar approach). Although being 
described as different, advertising and direct mail have distinct things in common: both 
come (rather) unrequested, both aim for attention, both want to call upon rational 
and/or emotional appeals and in the end, both want the recipient to somehow {re-)act- 
either by a response device or by putting a product up to one’s relevant set. So -  as 
intimated before when introducing the research’s objectives -  corresponding to 
Diamond and Gooding-Williams (2002) this work will apply the methods and models 
developed within advertising research to measure the impact of metaphors in direct 
mails on a recipient’s black box. These methods and models will be described in the 
following.
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3. Advertising Effect as an Approach 
to measure a Metaphor’s Impact
3.1 Introduction
As explained, the research’s main objective is to find out if metaphors used within a 
direct mail will have an impact on recipients and, furthermore, if there are impact- 
differences concerning varying levels of a metaphor’s target-group-specificity. As 
further intimated, the thesis therefore will shed light on the recipient’s black box 
containing the decision process, trying to answer the question, what happens within a 
recipient, when he receives a mailing, reads it and finally decides to respond. The 
dissertation will fall back on the findings of relevant consumer research: the developed 
knowledge as well as the methods concerning advertising and its effects on recipients 
will be applied to the relationship of metaphor and direct mails. So in the following, as 
part of the research’s main objectives, the latent constructs of attention, attitude and 
behavioural/purchase intentions will be explained, including their relationships and 
moderators.
3.2 The Relationship of Advertising Exposure, Effect and 
Effectiveness
Basically, purchase behaviour as promotional communication’s final aim will only be 
reached by influencing a recipient’s subordinate psychological variables such as e.g. 
attention, attitude or purchase/behavioural intentions -  i.e., the black box’s content (of. 
Trommsdorff, 2008). These variables intervene between the recipient’s contact with the 
stimulus and his response (of. Kroeber-Riel et al., 2009 or Trommsdorff, 2008). So the 
response does not only depend on the stimulus, like Stimulus-Response (S-R) models 
suggest (of. Koster, 2006 or Schenk, 2002), but also on the recipient’s relationship 
towards it: i.e., how he experiences or evaluates it. So, as Woodworth (1921: 226) puts 
it: “in order to predict the response, we must know not only the stimulus, but also the 
organism stimulated". At this, the relationship of stimulus exposure, psychological 
variables and response can be displayed with the help of a Stimulus-Organism- 
Response (S-O-R) model (figure 3.1 -  of. Suppes, 1975).
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Fig. 3.1: Stimulus-Organlsm -Response Model 
(Authors own, based on Schenk, 2002)
Hence, this work engages in explaining the relation of the stimulus (S) and the 
unobservable intervening variables (O) to predict the influence of 8 on response (R) -  
particularly as these psychological variables act as indicators helping to predict a 
recipient’s (purchase) behaviour (of. Repels, 1996 or Trommsdorff, 2008).
As intimated above, the psychological impact of promotional communication on a 
recipient can be called advertising effect, defined as any reaction of a recipient to any 
form of advertising (Steffenhagen, 1995). Furthermore, the economical impact can be 
referred to as advertising effectiveness (cf. Schlichthorst, 2006). So concerning the 
underlying research, the advertising effect of a direct mail, defined as the psychological 
impact of such a mail on recipients, will be of particular interest -  acting as an indicator 
of a metaphor’s influence on the campaign’s (economic) effectiveness. To find out, if 
mailings using different types of metaphors do influence consumers, the research will 
compare the advertising effects of three mailings using metaphors with varying levels 
of specificity. Furthermore, these three versions’ results will also be compared to the 
advertising effect of a mailing using a literal equivalent of the target-group-specific 
metaphor.
However, next to the consumer behaviour S-O-R model as a basis to explain the 
relationship between advertising, its effect and its effectiveness, certain other models 
have evolved displaying advertising-effect-relations (cf. Mayer, 1990; Aaker et al., 
1992; Meffert, 1991 or Kroeber-Riel et al., 2009). However, until now there is no 
standardised understanding of advertising effect and therefore no standardised model 
or framework (cf. Vakratsas and Ambler, 1999 or Kroeber-Riel and Esch, 2000). When 
reviewing these models one has to differentiate between approaches that try to picture 
all interrelated variables that influence the consumer-decision-making-process (cf. 
Howard and Sheth, 1969; Klenger and Krautter, 1972 or Engel et al., 1978 -  for a
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critical view see Simonson et a!., 2001 or Bolfing, 1988) and partial models that only 
focus on selected variables, such as attitudes, preferences or images (cf. Nieschlag et 
al., 2002; Becker, 1998 or Kotler and Bliemel, 1999). However, this thesis will follow 
the latter approach and will focus on the variable of attitude. As explained below, other 
complementary variables will also be of particular interest:
• one as attitude’s antecedent: attention
• one as attitude’s contingent consequence: behavioural/purchase intentions
What follows next is the explanation of attitude, its antecedent and consequence.
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3.3 Advertising Effect: A partial Model
3.3.1 Attention
However, before a recipient might change his attitude and might think about buying an 
advertised good or responding to a mail, an advertising message needs to reach him -  
not to be taken for granted within the prevailing information- and advertising-overioad 
as well as the corresponding selective perception of the recipients (cf. Behrens, 2001). 
As attention can be seen as an essential bottleneck that needs to be overcome by a 
direct mail to be effective, the review will start with this issue.
Attention can be defined as “the act or state of applying the mind to something” 
(Merriam Webster, 2009b) and furthermore, as “a condition of readiness [...] involving 
especially a selective narrowing or focusing of consciousness and receptivity” (ibid.). 
Getting attention seems to be a conditio sine qua non for an impact of advertising 
(Engel et al., 2006), as it acts as some kind of selectivity-tool that filters -  inter alia -  
commercial stimuli (cf. Kroeber-Riel et al., 2009). So “a broad range of cognitive 
performances are powerfully influenced by the extent to which subjects attend to the 
task at hand” (Bower and Clapper, 1993: 250; original emphasis). Next to the mental 
prearrangements of the recipient (e.g. knowledge and/or liking of an object), the 
intensity of attention also depends on the activation level caused by the stimulus itself 
(Nieschlag et al., 2002). So attention can also be defined as a temporary increase of a 
recipient’s activation, leading to an awareness raising towards distinct stimuli (Kroeber- 
Riel et al., 2009).
It is suggested, that attention can (inter alia) be affected by a stimulus’ creative 
parameters (cf. Aaker et al., 1992 or Mayer and Pobel, 1984): among these are music, 
colour, small child pattern, advertising size or, as intimated, language (of. Kroeber-Riel 
and Esch, 2000; Kroeber-Riel et al., 2009; Steffenhagen, 1999 or Schweiger and 
Schrattenecker, 2005). So to influence a direct mail’s advertising effect, a metaphor 
first of all needs to catch a recipient’s attention.
However, getting that attention is necessary but not sufficient to reach the 
abovementioned economic goals -  e.g., making consumers buy the advertised 
products. So a further aim, respectively an intermediate step will be to influence the 
recipient’s attitude towards the promoted product.
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3.3.2 Attitude 
3.3.2.1 Definition
The hypothetical construct of attitude has played a vital role in the process of 
advertising effect (cf. Nieschlag et al., 2002; Becker, 1998; Kotler and Bliemel, 1999 or 
Trommsdorff, 2008). Therefore, it has not only found its way in many advertising effect 
models (of. Muehling and McCann, 1993 or Brown and Stay man, 1992) but also 
occupies a central position within empirical literature (cf. Bansch, 2002; Foscht and 
Swoboda, 2007; Schlichthorst, 2006 or Mitchell and Olson, 1981). Attitude can be 
defined as an “individual's internal evaluation of an object” (Mitchell and Olson, 1981: 
318). As simple as it is defined, many different attitude frameworks do exist, differing in 
their understanding of the causal determinants of attitude formation (cf. Fishbein, 1963; 
McGuire, 1968; Rosenberg, 1956; Triandis, 1971 or Wyer, 1974).
3.3.2 2 Dimensions 
Cognitive as well as affective Dimensions
One of the most controversial subjects, also for the possible impact of metaphors on a 
recipient's attitude is: how cognitive is attitude formation, i.e., are attitudes only 
determined by underlying beliefs and can they only be changed by influencing the 
underlying cognitive structure? Or is there also the chance of changing attitude in a 
more affective way, without changing the underlying beliefs (cf. Mitchell and Olson, 
1981 or Middlestadt, 1990)?
Although there are advocates of the former line of argument (of. Fisbein and Ajzen, 
1975; Fishbein and Middlestat, 1995), others also assume less cognitive ways: Zajonc 
(1968) found, that simply repeating a stimulus can enhance the attitude towards it -  
even when the recipients are not aware of the exposure (cf. Wilson, 1979). 
Furthermore, the formation of attitudes can also be linked to classical conditioning (of. 
Staats and Staats, 1967): concerning advertising this means that an advertisement 
combining an unknown (and therefore neutral) product with a positively emotionally 
charged picture might lead to a conditioning of the positive feelings aroused by the 
picture to the neutral product (cf. Mitchell and Olson, 1981). However, above all in the 
area of consumer behaviour one can suggest that also affective reactions have an 
influence on attitude formation: as Burke and Edell (1989: 69) state “affect is now 
recognized to have a critical role in the consumption experience”. In this respect, not 
only fantasies, feelings and fun (Holbrook and Hirschman, 1982) are seen as important 
parts of a consumer’s buying behaviour but also feelings, happening very quickly
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(Zajonc, 1968), are able to influence subsequent processing (Gardner, 1985a). Here, 
so-called ad-triggered feelings (Burke and Edell, 1989) can be assumed to play a 
decisive role within advertising context. This furthermore leads to the fact, that classical 
hierarchy-of-effects-frame\Norks -  like the AIDA-model by Lewis (cf. Dannenberg et al., 
2003) or the model of Lavidge and Steiner (1961) -  assuming a fixed sequence of 
effects with a cognitive component coming first and the affective being behind it, need 
to be reconsidered as they seem to be too static. Rather, as intimated above, affective 
reactions might also influence a recipient’s attitude at the same time as cognitive do -  
or even before or w/f/?ot/f cognitive reactions (cf. Schweiger and Schrattenecker, 2005; 
Zajonc and Markus, 1982; Mitchell and Olson, 1981; Gresham and Shimp, 1985 or 
Lutz et al., 1983). Furthermore, it can be assumed that “affective and cognitive aspects 
of persuasion are intertwined rather than separate” (Burke and Edell, 1989: 69). 
Models that comply with these assumptions are for instance the Elaboration- 
Likelihood-model (ELM) by Petty and Cacioppo (1986) or the Modell der 
Wirkungspfade (paths-of-action-model) of Kroeber-Riel (1984).
Furthermore, also empirical findings seem to support the presumption that attitudes are 
influenced by an interplay of cognitive and affective aspects. Within their meta-analysis 
of empirical research articles dealing with antecedents and consequences of recipient’s 
attitude towards the ad. Brown and Stayman (1992) found out that both ad related 
cognitions as well as feelings can be suggested to significantly influence the recipient’s 
attitude towards the ad. For the underlying research this means, that it would be 
possible for a metaphor to react on a recipient’s cognitive as well as affective 
dimensions of attitude. Given this, it remains to be seen which dimensions metaphors 
will be able to serve (see review below).
Following this. Brown and Stayman’s (1992) meta analysis does lead to another 
important issue: the differentiation between attitude towards the ad (Aad) on the one 
hand and attitude towards the brand (Ab) on the other.
Attitude towards the Brand as well as towards the Ad
As intimated above, there seem to be not only two different dimensions metaphors can 
affect but also two different attitude-constructs. Coming back to attitude’s definition, 
objects of a person’s internal evaluation can be more than a brand or its related 
product {features): it can also be the ad itself, that promotes that distinct branded 
product (Mitchell and Olson, 1981).
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This attitude toward an ad (Aad) can be defined as a “viewer's general liking or disliking 
of an advertisement" (Phelps and Thorson, 1991: 202). Aad has become a topic of 
considerable research interest (Mitchell and Olson, 1981; Shimp, 1981; Shimp and 
Yokum, 1982; Moore and Hutchinson, 1983; Lutz et al., 1983; Gardner, 1985b; Batra 
and Ray, 1986 or Muehling, 1987a, 1987b). One of the interest’s main reasons are 
empirical outcomes that suggest Aad to be one of the factors to influence the brand 
attitude (Ab) as well as the intent to purchase (PI) of recipients (Gresham and Shimp, 
1985; Cox and Locander, 1987; Moore and Hutchinson, 1983). So learning about Aad 
is, inter alia, also learning about ad-execution-efficiency {ct MacKenzie, et al., 1986 or 
Gardner, 1985b), which becomes more and more important in times of advertising’s 
wastage and recipients’ raised thresholds (of. Phelps and Thorson, 1991).
Although the Aad-construct can be traced back to the nineteen-twenties (of. 
Poffenberger, 1925), it was actually initiated by Mitchell and Olson (1981) as well as 
Shimp (1981) in the early eighties of the last century. When arguing against Fishbein 
and Ajzen's (1975) assumption that attitude is solely a cognitive reaction (see above), 
Mitchell and Olson (1981) published ‘Are Product Attribute Beliefs the Only Mediator of 
Advertising Effects on Brand Attitude?’. Within this work, they found out, that attitude 
towards the brand as well as purchase intention were more influenced by the 
recipient’s affect for the advertising than by their belief towards product attributes. As 
already stated above, they argued that following classical conditioning a neutral brand 
can be influenced by, for instance, an advertising visual with a positive connotation 
(see also Muehling and McCann, 1993). This can be found also in Shimp (1981, of. 
also Gresham and Shimp, 1985), who describes the Aad-construct and its influence on 
brand attitude via the classical conditioning approach as “an attempt to influence 
consumer choice through creating a favorable attitude toward the advertisement that 
may transfer to the advertised brand and influence choice behavior” (Gresham and 
Shimp, 1985: 10).
Similar to the attitude-construct in general, there is no agreement on Aad’s dimensions: 
Although some authors regard Aad as a mere single-dimensioned affective construct 
(Phelps and Thorson, 1991; Gardner, 1983 or Muehling and Me Cann, 1993), there is 
also a stream that opposes that assumption: Shimp (1981) assumes a duality of Aad,
i.e., a cognitive and affective dimension. Here, the cognitive dimension comes into play 
when recipients do consciously process advertising’s executional elements: e.g. when 
recipients like an advertising campaign because of its esprit and cleverness and dislike 
another because they do not like the testimonial. As such the affective dimension
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comes into play when processing the ad leads to an emotional response such as love, 
sorrow, nostalgia or fun -  without the conscious processing of advertising’s executional 
elements. Other authors that do refer to a dual understanding of Aad are Burton and 
Lichtenstein (1988), Gelb and Pickett (1983), Muehling (1986), Percy (1985) or 
Zinkhan and Zinkhan (1985). In assessing the approaches it becomes clear, that a 
mere affective approach seems to be too myopic, not least because of the empirical 
findings that include both affective and cognitive dimensions as Aad-antecedents (of. 
Muehling and McCann, 1993 as well as Brown and Stayman, 1992).
As intimated above, the rising interest in the concept of attitude towards the ad (Percy 
and Rossiter, 1992) can be traced back to the fact that Aad is assumed to influence a 
recipient’s attitude towards the brand as well as purchase intention. However, before 
having a closer look at the relationship of Aad, Ab and PI, the thesis will firstly focus on 
attitude’s consequence as the last latent construct to be included in the thesis’ partial 
model of advertising effect: behavioural/purchase intentions (BI/PI).
3.3.3 Behavioural I Purchase Intentions
Another variable of high importance as well as strongly related to the construct of 
attitude is behavioural intention. As experiments implicate that very seldom a 
respondent’s action or behaviour (e.g. a purchase) can be measured directly, 
researchers rely on behavioural or purchase intentions instead of on the behaviour 
itself -  an approach also widely used among marketing practitioners e.g. to plan new 
products or to forecast future demand (Morwitz et al., 2007). At this, intentions can be 
defined as a “willful state of choice where one makes a self implicated statement as to 
a future course of action” (Bagozzi, 1983: 145). Furthermore, research has shown that 
intentions and actual behaviour are very often positively related (cf. Bemmaor, 1995; 
Granbois and Summers, 1975 or Newberry et al., 2003). So following Fishbein and 
Ajzen (1975: 368 et seq.) one might say that “if one wants to know whether or not an 
individual will perform a given behavior, the simplest and probably the most efficient 
thing one can do is to ask the individual whether he intends to perform that behavior”.
As a recipient’s attitude towards an ad, product or brand can be assumed to be a good 
predictor of his purchase intentions and his behaviour, some authors (cf. Bansch, 
2002) do also attribute behavioural intentions to the construct of attitude. At this, the 
so-called three-component theory of attitude consists of affective, cognitive as well as 
conative components (e.g. beliefs, feelings and purchase intentions] of. Hammann and 
Erichson, 2000). This theory claims the attitude-behaviour hypothesis in its strong form.
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namely that attitude does cause behaviour (of. Eagly and Chaiken, 1998). However, 
not least as this theory focuses on the consistency of attitude and behaviour (cf. 
Kroeber-Riel et al., 2009 or Schlichthorst, 2006), there is also departure from the three 
components: although it is undisputable, that the more positive the beliefs and feelings 
about a product are, the more probable its buying is (i.e., there is a correlation), this 
cannot be assumed to be an irrevocable consequence (cf. the difference between 
many men’s attitude towards cars from Porsche, Lamborghini or Ferrari and their 
purchase intentions). As a consequence, here attitude, including the cognitive as well 
as affective component (also called the two-component theory, cf. Schlichthorst, 2006), 
and behavioural intentions are to be seen and measured as two distinct dimensions (cf. 
Hammann and Erichson, 2000).
3.3.4 Attention, Aad, Ab and PI: Relationships and Influences
As intimated above, a recipient’s attitude towards an ad can be suggested to influence 
further latent constructs. Following Muehling and McCann (1993), Aad can influence 
dimensions such as brand recall, product involvement or ad credibility. Even more 
important: Aad also seems to affect Abas well as behavioural dimensions like purchase 
intentions (cf. Mitchell and Olson, 1981). Therefore the research about Aad has been 
accompanied by the development of rivalling frameworks that explain the relationship 
of Aad, Ab and PI. Some of the most used and tested models are (of. Brown and 
Stayman, 1992 or Schlichthorst, 2006 for an overview):
• the Affect Transfer Hypothesis
• the Dual Mediation Hypothesis
• the Reciprocal Mediation Hypothesis
• the Independent Influence Hypothesis
Following the Affect Transfer Hypothesis, there is a direct relationship between Aad 
and Ab: based on classical conditioning the advertising stimulus will be transferred to 
the brand attitude: the brand becomes a conditioned stimulus (see figure 3.2 -  of. Edell 
and Burke, 1984, see also Staats and Staats, 1967).
* J Affect Transfer Hypothesis
Ad Cog niton I Atttude
Brand Coqnitcm Brand Atttude  ^ ) Purchase Intenton
Fig. 3.2: Affect Transfer Hypothesis 
(cf. Schlichthorst, 2006)
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Compared to the Affect Transfer Hypothesis the Dual Mediation Hypothesis (figure 
3.3) adds another indirect relationship or path based on basic principles of 
communication theory (Holbrook, 1978 or Lutz and Swasy, 1977): the model assumes 
that the attitude towards an advertising stimulus (Aad) does also influence a recipient’s 
willingness or disposition to accept the presented information or claims -  or, in other 
words: the less a recipient will like an ad, the less he will accept the ad’s content.
Dual Mediation Hypothesis
Ad Cogni^on
Brand Cognition
J "
Ad Attitude
L
Brand Attitude Purchase Intention
Fig. 3.3: Dual Mediation Hypothesis 
(of. Schlichthorst, 2006)
The Reciprocal Mediation Hypothesis is based upon Heider’s (1946) Balance 
Theory, suggesting that Aad and Ab do mutually affect each other and have an 
interactive causal relationship with the aim to reach a state of balance, i.e., either like 
or dislike ad and brand. At this, the tendency is situational: in the case of introducing a 
new product it can be assumed that the influence of ad attitude on brand attitude will 
be stronger than vice versa, whereas in the case of established products it may be the 
other way round (of. Edell and Burke, 1984).
Reciprocal Mediation Hvpolhesis
Ad Cogniton Ad AHHude
Brand Cognitcm j Brand AWiude Purchase Intention
Fig. 3.4: Reciprocal Mediation Hypothesis 
(cf. Schlichthorst, 2006)
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The Independent Influence Hypothesis assumes independent routes of Aad and Ab, 
leading to no causal relationship between the formation of attitude towards the ad and 
the brand. Such a situation might happen if consumers adopt patterns of routinised 
behaviour (of. Howard, 1963 or Howard and Sheth, 1969).
T ) 5  Independent Influence Hypothesis
Ad Cognition Ad Attitude
Brand Cognition Brand Attitude Purchase Intention
__________ ) t____________
Fig. 3.5; Independent Influence Hypothesis 
(cf. Schlichthorst, 2006)
All models are based upon the classical hierarchy-of-effects-framework: different to the 
thesis’ suggestion (see above), affect always follows cognition and Aad as well as Ab 
are to be understood as one-dimensional affective constructs (cf. Schlichthorst, 2006). 
However, as this work’s aim is neither to solve the theoretical friction of Aad nor to 
analyse causal relations among the latent constructs, but to use the construct of 
advertising effect, i.e. a recipient’s attention, attitude and behavioural intentions, as the 
main objective’s dependent variables to evaluate a metaphor’s impact, these 
frameworks and their underlying theories will nevertheless help to develop an 
exemplaric model for this thesis to understand the complexity of Aad, its antecedents, 
consequences and mediators. Therefore it can be said that (see figure 3.6):
1. Attitude is a construct with affective as well as cognitive dimensions.
2. Attitude can be further divided into attitude towards the ad on the one hand and 
attitude towards the brand on the other.
3. At this, Aad is assumed to have a direct influence on brand attitude, e.g. due to 
classical conditioning.
4. Furthermore, based on balancing theory, also Ab can be suggested to have 
influence on Aad.
5. Also due to the theory of routinised response behaviour, both attitude 
constructs can be assumed to influence behavioural/purchase intentions.
6. Finally, attention as a recipient’s bottleneck will be the attitude’s upstream 
construct.
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I Intenbons
Fig. 3.6; Advertising Effect: Constructs and Relations 
(Author’s own)
However, in reality there might be many variables that intervene in the relationship 
between Aad and Ab. As intimated above, one of the most discussed variables in this 
regard is brand familiarity (cf. Phelps and Thorson, 1991 for a short overview). In this 
respect, results let one hypothesise, that above all in cases of unfamiliar brands the 
attitude towards the brand will be significantly affected by the recipient’s attitude 
towards the ad -  not least as it is the first contact with and the only information about 
the brand, and respectively, the product (cf. Phelps and Thorson, 1991; Batra and Ray, 
1986; Edell and Burke, 1984, 1986; Messmer, 1979 or Gresham and Shimp, 1985).
Furthermore, there are also other variables that not only influence the construct of 
attitude towards the ad, but a recipient’s latent constructs as a whole. One of the most- 
discussed moderators of advertising effect is the construct of involvement.
3.3.5 The Moderating Role of Involvement
As intimated above, there are also other moderators next to brand familiarity that can 
be suggested to influence the recipient’s attitude when processing the ad. Within their 
meta analysis, Muehling and McCann (1993) distinguish between personal/individual, 
ad-related as well as other factors as Aad’s antecedents: personal/individual factors 
are factors within the recipient. Among these are a recipient’s mood or feelings 
generated by an ad, predispositions like attitude towards advertisement/advertiser or 
ad credibility in general as well as demographic or psychological characteristics. 
Certain ad-related factors can also be assumed as antecedents of ad-induced 
feelings and cognitions: among these are e.g. celebrities, humorous appeals and/or a 
certain level of complexity as well as certain ad content or ad elements. Other factors 
are e.g. the time or the degree of novelty of products.
Looking at the moderating variables, it appears that all of them in a way define a 
recipient’s “individual level, internal state variable that indicates the amount of arousal, 
interest or drive evoked by a particular stimulus or situation” (Mitchell, 1979: 194): This 
amount of interest or drive evoked by an ad or a mailing can also be described as a
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recipient’s involvement Within the area of advertising, respectively marketing, 
Krugman (1965) is often said to be one of the first to distinguish between high and low 
involvement. Following this, he describes involvement as connections made by 
recipients between their own lives and the ad content. A further definition often said to 
mirror the core of the concept of involvement (of. Kroeber-Riel et al., 2009) is the one 
of Zaichkowsky (1985). She defines involvement as “a person’s perceived relevance of 
the object based on inherent needs, values and interests" (ibid.: 341 -  emphasis 
added). So similar to the attention given by a recipient, also involvement seems to 
regulate or filter e.g. commercial stimuli concerning personal relevance or interest. In 
this respect, it is said to influence consumer’s internal processes by its intensity as a 
mediating variable. To connect attention and involvement, Mitchell (1979) defines 
involvement as the amount of attention given over to the ad, respectively its features. 
As such Petty and Cacioppo’s (1986) ELM model assumes a central/peripheral 
processing for high/low involved recipients and equates the level of involvement with 
the level of cognitive reaction. In addition, following Lord et al. (1995), mere cognitive 
or affective reactions are two polar opposites on a continuum -  and very seldom in 
reality.
Furthermore involvement can have multiple facets or dimensions: Batra and Ray 
(1983) differ between involvement with a product class or with a message. Following 
this, Finn (1983) differs between the stimulus-, subject- and response-centered view 
and Trommsdorff (2008) tells apart product-, subject-centered-, media-, message- and 
situational-involvement. However, this thesis will rely on Zaichkowsky's (1986) 
segmentation of personal, situational and stimulus factors as antecedent factors of 
the overall involvement of a recipient with an advertisement -  being in a way congruent 
with Muehling and McCann’s (1993) classification. In this respect, one or more of the 
antecedents can affect the level of involvement, defined as the level of a person’s 
perceived relevance {see above -  and of. Zaichkowsky 1986 and 2006).
Relevant factors
• Personal factors can be defined as a person’s characteristics, i.e., his needs 
and wants, interests and values or predispositions influenced by demographic 
and psychological factors. These factors define the perceived relevance of an 
advertised product (by others called product involvement, cf. Muehling et al., 
1993) as an antecedent for a recipient’s involvement with the advertising itself.
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• Stimulus factors can be defined as characteristics of the stimulus, i.e., of the 
source or the content of communication. So stimulus -  or ad-related -  factors 
such as language (e.g. tropes like metaphors, of. Trommsdorff, 2008), credibility 
or humour (Costley, 1988) might also have an impact on a recipient’s overall 
involvement with an advertisement. Here, one might further differ between 
advertising message and advertising execution involvement (cf. Lutz, 1985 or 
MacKenzie and Lutz, 1989). Furthermore Trommsdorff (2008) assumes the 
type of media to have an influence on involvement; here advertising in print 
media is suggested to be more involving than TV commercials, not least 
because of the recipient’s time to process the content -  an assumption also 
supported by Krugman (1965).
• Situational factors, i.e characteristics of the situation, might be an occasion or 
purchase situation. Here, different situations (buying a gift for wedding day vs. 
buying salt, cf. Trommsdorff, 2008) are assumed to lead to a different overall 
involvement.
So what does this mean for the underlying research?
As the latent construct of involvement can be suggested to moderate a direct mail’s 
influence on a recipient -  and by that the mailing’s advertising effect -  it should be 
taken into account when analysing the impact of metaphors within direct mails on 
recipients. Furthermore, all three antecedent factors, personal, stimulus- and 
situational, need to be considered and controlled as far as possible throughout the 
research.
However, it can be assumed that a metaphor as a stimulus factor can itself influence 
the level of a recipient’s involvement. Furthermore, also other factors need to be taken 
into account as they all can be suggested to influence involvement;
• the direct mail {advertising execution) as well as its content {advertising 
message) as stimulus factors
• the advertised product as a personal factor
• the promoted offer as a situational factor
Last but not least, there seems to be a strong connection between the level of a 
recipient’s involvement and his attention (Mitchell, 1979). So concerning the research 
one might equalise the level of attention and the level of overall involvement.
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Figure 3.7 shows the refined exemplaric partial model, including the moderating 
variable(s) of involvement. It has to be said that stimulus, respectively ad-related 
factors like metaphors have the chance to influence constructs like attention or 
attitude -  e.g. by influencing a recipient’s involvement. However, one needs to see 
within the metaphor-chapter, if they are also able to do so.
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Fig. 3.7: Advertising Effect: Partial Model 
(Author’s own)
To control a recipient’s bias towards distinct brands or products, the underlying 
research will fall back to a fictitious brand and product (see below). Furthermore, the 
promoted offer within the mailing will act as a constant situational factor. Also it is 
questionable, if a metaphor will influence a recipient’s Aad directly or indirectly via his 
level of involvement. However, as intimated above, as this thesis is not interested in 
causal relations or specific metaphor-routes through a recipient’s black box but rather 
in a metaphor’s impact on the different latent constructs, the issue of direct vs. indirect 
can be neglected within the underlying research. So as all latent constructs will be 
measured independently of one another, the model serves to illustrate the issue and its 
complexity rather than to serve as a structural model in the following.
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3.4 Interim Conclusion
After defining direct mail and its constituent elements as well as identifying the 
elements’ headlines as starting points for the insertion of the different metaphors and 
the literal expression, the research’s approach was defined. In this respect, the 
research’s objective is to analyse the recipients’ black boxes, i.e., the recipients’ latent 
constructs of attention, attitude and behavioural intentions instead of focusing solely on 
the mailings’ response rates. Therefore, the thesis shed light on the construct of 
advertising effect, developing a partial exemplaric model to explain the suggested 
construct and its relationships as well as its moderators. Furthermore, coming back to 
this thesis’ introduction, the direct-mail- as well as advertising-effect-review lets one 
suggest, that it is not only a promotional communication’s content, but also (inter alia) 
its execution, that influences its impact.
Concerning the underlying research question, aim and objectives, metaphors found 
their place within the construct of advertising effect as an ad-related or stimulus-factor 
within a direct mail:
• First of all, metaphors are suggested to have an effect on a recipient’s attention, 
directly and/or indirectly via the recipient’s involvement. Fiere, it is assumed, 
that the level of attention reflects the recipient’s level of involvement.
• Furthermore, a metaphor is also suggested to have an impact on a recipient’s 
Aad. This refers to his cognition as well as to his affect -  e.g. when a recipient 
appreciates a clever and proper metaphor and/or when the reading evokes 
positive feelings.
• Also metaphors are assumed to indirectly influence a recipient’s Ab via Aad 
{classical conditioning or balancing theory, see above).
• Last but not least, by (more) directly affecting Aad and (more) indirectly 
affecting Ab, metaphors seem to also indirectly influence a recipient’s PI. In this 
respect the theory of routinised response behaviour does help to assume, that 
Aad might also directly influence PI, which further underscores the importance 
of a well-considered choice of ad elements -  like metaphors (Muehling and 
McCann, 1993).
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Also other moderating variables need to be taken into account:
• the direct mail {advertising execution) as well as its content {advertising
message) will function as stimulus factors,
• the advertised product will be a personal factor
• the promoted offer will work as a situational factor
All these as well as further variables (e.g. a recipient’s socio-demographic 
characteristics or attitude towards direct mail in general) need to be taken into account 
and, if possible, controlled as they all can be suggested to influence the mail’s 
advertising effect.
In summary:
After defining the constitutive elements as well as metaphor’s starting points for the 
research object {direct mail) as well as for the research approach (a mail’s advertising 
effect), concerning the research’s main objective one might say: there are ways for a 
metaphor as a direct mail’s ad-related, respectively stimulus factor to influence a 
recipient’s attention, attitude as well as behavioural/purchase intention. However, 
within a further step one needs to ascertain if metaphors are able to make use of this 
opportunity. So after dealing with the domains of direct mail and advertising effect, the 
domain of mefap/7or follows next.
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4. Metaphor
4.1 Introduction
After defining direct mail, the starting points for a metaphor to influence a mail’s impact 
as well as the construct of advertising effect as a way to measure this impact on 
recipients, the thesis will now focus on the metaphor itself. This chapter will answer, 
what a metaphor is, what effects metaphors can be suggested to achieve when 
inserted in a mailing, i.e., its relation to advertising effect’s latent constructs, as 
well as which moderators can be assumed to influence these suggested effects. 
This will be done by a review of the theoretical as well as empirical literature. However, 
not least because of the limited scope as well as the practical approach of the 
underlying thesis, the key aspect will be on metaphor’s effects as well as on the effects’ 
moderators. Before focusing on these, the chapter will start with a metaphor’s 
definition.
4.2 Metaphor: A Definition
What is a metaphor? Maybe the first subsidiary question is one of the most difficult 
ones. Almost 50 years ago, Lieb (1964) found not less than 125 different definitions of 
the term metaphor and even today there is not much hope for agreement (of. Schmitt,
2001). Glucksberg (2001: 3) comments on this fact with a little story that displays the 
situation: “I vividly recall (with some amusement) an incident in which an esteemed 
colleague and occasional theoretical adversary, Ray Gibbs, was being interviewed by 
Israel security personnel during check in for a flight to Tel Aviv. When asked why he 
was flying to Tel Aviv, Gibbs replied that he had been invited to a conference on 
metaphors. The interviewer asked ‘What’s a metaphor?’ When Gibbs hesitated, 
momentarily at a loss for words, the interviewer asked sharply ‘You are going to a 
metaphor conference and you don’t even know what a metaphor is? ”. However, here 
metaphor theory will be only touched upon -  for more information see Ortony (1993), 
Gibbs (1994), Katz et al. (1998), Glucksberg (2001), Leezenberg (2001) or Rolf (2005).
To get a first impression what metaphors might be, table 4.1 exemplifies some 
definitions of a metaphor as well as definitions of two related figures of speech that are 
often confused with metaphors: analogy and simile.
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Source
Merriam W ebster "A figure of speech in which a word or phrase literally denoting one kind of
(2009a) object or idea is used in place of another to suggest a likeness or analogy  
between them .”
Knowgramming “Substitution of one idea or object with another, used to assist expression
(2009) or understanding.”
About.com “A figure of speech in whicA an  implied comparison is m ade between two
(2009) unlike things that actually have something in common."
The Am erican Heritage “A figure of speech in which a word or phrase that ordinarily designates
Dictionary of the English one thing is used to designate another, thus making an implicit
Language (2000a)
1
comparison.”
Business Dictionary “Method of extencfing the scope o f a word, or o f illustrating a point by
(2009) showing agreem ent or correspondence (analogy) in details betw een two  
very different items.”
I # # # # #
Oxford Advanced “A  comparison of one thing with another thing that has sim ilar features; a
Learner’s Dictionary feature that is similar.”
(2009a)
The American Heritage “1 .a Similarity in some respects between things that are otherwise
Dictionary of the English dissimilar.
Language I.b  A comparison based on such similarity.
(2000b) 2 A  form of logical inference or an instance of it, based on the
assumption that if two things are known to be alike in some respects,
then they must be alike in other respects.”
Merriam W ebster “Inference that if two or m ore things agree with one another in som e
(2009c) respects they will probably agree in others.”
Merriam W ebster “A figure of speech comparing two unlike things that is often introduced by
(2009d) l i k e  or a s . ”
Oxford Advanced “A  word or phrase that com pares something to something else, using the j
Learner's Dictionary w ords//ke or as.” 1
: (2009b)
Tab. 4.1 ; Definitions of Metaphor, Analogy and Simile -  an Excerpt
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H o w e v e r, for a  b e tte r u nd ers tan d in g  o f th e  d efin ition s  and  its d iffe ren ce s , it h e lp s  to  
h ave  a c lo ser look a t s o m e  e x a m p le s  o f th e  d iffe ren t figu res  o f sp ee ch  (ta b le  4 .2 ):
Metaphor Simile Analogy
1. Richard is a lion. 1 .Electricity as a fluid
2. This surgeon is a  butcher. 1. Richard is l i k e  a lion. flowing through pipes.
3. M an is wolf. 2. This surgeon is l i k e  a 2 Brains as computers.
4. No man is an island. butcher, 3. Chem ical processes as a
5. They dug their own 3. Man is l i k e  wolf. ball running down the hill,
financial grave. 4. Cells as factories.
Tab. 4.2: Examples of Metaphor, Simile and Analogy
Follow ing  th e  a b o v e m e n tio n e d  d efin itions, a  m e ta p h o r like R i c h a r d  i s  a  l i o n  is a b o u t  
s i m i l a r i t y  and  can  be d efined  as  an  im plied  c o m p a r i s o n  o f R ichard  an d  a  lion -  pointing  
a t so m eth in g  th a t both, literally o r o rd inarily  ra th e r unlike entities , h a v e  in c o m m o n . 
F u rth e rm o re , it is a lso  d escrib ed  a s  a  s u b s t i t u t i o n  o f id e as  or o b jec ts , a  m e th o d  o f 
e x t e n d i n g  th e  s c o p e  o f w o r d s  an d  an  a p p lia n c e  to ass is t e x p r e s s i o n  o r u n d e r s t a n d i n g .  
H e n c e , R ich ard  can  be ca lled  th e  fop/c w h e re a s  lion is ca lled  th e  v e h i c l e  (i.e ., t o p i c  is a  
v e h i c l e  -  s e e  K a tz , 1 9 9 8 ). O th e r te rm s  fo r a  m e ta p h o r’s co nstituent p arts  a re  e .g . t e n o r  
and  v e h i c l e  (R ich ard s , 1 9 3 6 ), t a r g e t  an d  s o u r c e  d o m a i n  (L a k o ff an d  Jo h nson , 1 9 8 0 ),  
t a r g e t  an d  b a s e  (C e n tn e r , 1 9 8 3 ; 1 9 8 8 ) or s u b s i d i a r y  and  p r i n c i p a l  s u b j e c t  (B lack , 
1 9 6 2 ). H o w e v e r, th e s e  defin itions do not p ro v id e  th a t m uch support to  u n d ers tan d , w h y  
m e tap h o rs  should  be ab le  to in flu en ce  a  d irec t m a il’s advertis in g  effect. But b e fo re  
en g ag in g  in m e tap h o rs  in m o re  d e ta il, th e  fo cu s w ill be  on th e  o th e r tw o rh e to rica l 
figures, n am e ly  s i m i l e s  and  a n a l o g i e s .
A s also  se en  a b o v e , s im ile s  a re  a p p a re n tly  a ls o  a b o u t s i m i l a r i t y  an d  c o m p a r i s o n .  T h e  
m ost ey e -c a tc h in g  d iffe ren ce  o f s im iles  c o m p a re d  to  m e tap h o rs  is th e ir u se  o f th e  
te rm s  l i k e  or as. H o w eve r, fo r m a n y  sc ien tis ts  th is issue is also  th e  only d iffe re n c e  
b e tw ee n  th e  tw o (of. G lu cksb erg  an d  H a u g h t, 2 0 0 6 ):  A lre a d y  A ris to tle , m o st o ften  
asso c ia te d  to be th e  initiator o f m e ta p h o r th e o ry  (of. L e e z e n b e rg , 2 0 0 1 ) , s ta te s  th a t  
“th e  s im ile  is a lso  a m etap h o r. T h e  d iffe re n c e  is but slight” (A ris to tle , 1 9 8 4 ). S o  
accord ing  to this, th e  m e ta p h o r R i c h a r d  i s  a  l i o n  is und ersto od  in th e  s a m e  w a y  a s  th e  
sim ile R i c h a r d  i s  L I K E  a  l i o n .  H o w e v e r, o th e r scien tis ts  do s e e  c le a r d iffe re n c e s , 
regard ing  m e tap h o rs  e .g . as  m o re  vivid th an  s im iles  (of. F ogelin , 1 9 8 8  o r O rto n y , 
1 9 7 9 ), assu m in g  th a t m e tap h o rs  do h a v e  s tro n g er e ffe c ts  (cf. G lu ck sb erg  an d  K e y s a r, 
1 9 9 0 ) a n d /o r co n sidering  th a t m e ta p h o rs  c o n ve y  a  d iffe ren t in ten d ed  m e a n in g  by
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referring to different kinds of properties and attributes (of. Glucksberg and Haught, 
2006). Empirical research supports this assumption, reporting that people neither use 
nor understand metaphors and similes in the same way (cf. Glucksberg and Haught, 
2006; Roberts and Kreuz, 1994 or Kreuz, 2001).
The difference between metaphors and analogies is not as eye-catching as compared 
to similes. In addition, analogies deal with comparisons and similarities. Following the 
definitions, however, the term ana/ogy does additionally contain a logical inference, 
namely that if  things are consistent concerning some features, they probably will be 
also concerning others. So the term analogy often refers to comparisons with 
interrelated sets of similarities. Following this, the analogy of Brains are computers is 
used to explain how the brain processes memories by describing the functioning of a 
brain analogous to a computer -  by comparing short-time-memory to the RAM, 
explaining that one loses information if it is not saved on the (long-term-memory) hard 
drive, and illustrating, that once knowledge is saved on the hard drive, it can even be 
recalled after a long time (Kalb, 2009). Therefore it becomes clear that analogies can 
be understood as a special case of metaphor (Gentner and Jeziorski, 1993): so all 
analogies are metaphors, but not all metaphors are extended into analogies, referring 
to interrelated sets of features instead of isolated ones (cf. Aubusson et al., 2006). So, 
whereas similes can be considered to be a (at least slightly) different rhetorical figure 
compared to metaphors, analogies can be regarded as a kind of subset.
From discrimination to further definition: Having a look at the metaphor definitions 
above, it quickly becomes clear that next to the fact, that every definition is (at least 
slightly) different, they are all not self-explanatory in a way that one might understand, 
how a metaphor works and -  by doing so -  how it should influence the 
abovementioned working points like attention or attitude. Questions left open are for 
instance:
• Is it a substitution -  and if so, a substitution of what? Or is it a comparison?
• What is meant by extending the words’ scope?
• Does a metaphor assist expression -  and if so, how?
So to find out, if  metaphors have the persuasive power to influence a campaign’s 
advertising effect, one first needs to have a deeper insight into metaphor theory -  a 
step that turns out to be really challenging as one will quickly realise why there are so 
many different definitions and understandings. To begin with, one might think that 
rhetorical figures like metaphors are first and foremost an issue of language -
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understandably as they are figures of speech and therefore expressed in language 
(Katz, 1998). However, the classic semantic approach to explain metaphors is just 
one of many different approaches -  not at least as semantic theory has, in a way, 
failed short to solve the metaphor-puzzle. So next to semantic theory, other disciplines 
like e.g. pragmatics or cognitive science do also engage in understanding the issue 
of metaphors and claim to be the more appropriate, or even the only way to decode the 
issue of metaphors (cf. Lakoff and Johnson, 1980 or Searle, 1993). Furthermore, there 
are not only rivalling disciplines next to linguistic theory but also a huge amount of 
concurring frameworks within, “fundamentally [disagreeing] not only on how to 
incorporate in a general theory of language, but also on what such a theory should look 
like to begin with” (Leezenberg, 2001: 2).
Here, a metaphor will be defined as a “device fo r seeing something in terms of 
something else” (Burke, 1945: 503). This rather pragmatic and practical definition, 
avoiding to include “a lot of problematic terms in an effort to define a problematic term” 
(Baake: 2003: 55), will work as a starting point and will be further decomposed in the 
following: a metaphor is a device or tool, that is based on an existing sim ilarity but 
can also work as a simiiarity-creating and therefore sense-creating tool, permitted 
by an interplay of a metaphor’s constituent parts that generate new information (cf. 
Feng, 2003; Kurz, 1988; Zymner, 1993; Beardsley, 1958; Grey, 2000; Richards, 1936 
or Black, 1962). In this respect it works as a
• tool of conceptuai economy, which helps to overcome literal shortage (of. 
Grey, 2000) as well as an
• emotive tool, that helps to transport e.g. emotions, feelings or images (of. 
Ortony, 1975 or Black, 1993).
By doing so, metaphors enlarge conceptual as well as communicative capacities
for a successful communication about reality experience (cf. Reider, 1972; Bartsch, 
2004; Black, 1962; Cohen, 2005; Cacchiari, 1998 or Liebert, 2003). Given this, the 
correct interpretation of a metaphor for the most part depends on the metaphor 
context (of. Grice, 1989; Searle, 1993 or Richards, 1936), which includes:
• the iinguistic context, as “the meanings of words are derived from the 
meanings of sentences in which they occur” (Richards, 1936: 66)
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• the extra-linguistic context, i.e., the interaction of speaker and hearer as well 
as their (shared) knowledge, beliefs and attitudes, that serves as a common 
ground for understanding (cf. Bartsch, 2004; Kittay, 1987; Black, 1993 or 
Schmitt, 1995). So the transfer of features of the metaphor’s constituent parts 
does not happen decoupled from speaker and hearer. Rather, the interplay of 
tenor and vehicle is also an interplay of the speaker’s and hearer’s minds: “it is 
they who are led to engage in selecting, organizing and projecting” (Black, 
1993: 28). Therefore, not only the speaker but also the hearer plays a vital role 
for the successful use of a metaphor.
Both contexts can be combined in the so-called metaphor context (Weinrich, 1976). 
This context often stays in tension with the metaphorical statement, enabling the 
reader to discover the metaphor, a process that can be called contradetermination 
(Konterdetermination, ibid.). Whereas the linguistic context mostly helps to identify 
or recognise the metaphor, the extra-linguistic context often serves to interpret it 
(of. Bartsch, 2004). So next to tenor and vehicle the context becomes another 
constituent part of a metaphor.
A metaphor is a multi-layered phenomenon and cannot be limited to a cognitive or 
linguistic level. It is indisputable that a metaphor is a cognitive phenomenon and that 
its essence is “understanding and experiencing one kind of thing in terms of another” 
(Lakoff and Johnson, 1980: 5), i.e., structuring and experiencing the world. Otherwise, 
the consideration of the linguistic level, i.e., a semantic {meaning) and pragmatic {use) 
view, is inevitable to fully grasp the phenomenon of a metaphor -  as not only the mind, 
but also the context plays a vital role to understand a metaphor’s functioning. So what 
happens when dealing with metaphors is a fusion of the linguistic and cognitive level 
(Bartsch, 2004). Hence, “metaphor is the imaginative capacity by which we relate one 
thing to another and, in doing so, ‘have’ a world” (Winter, 2003: 65). But, however, next 
to this cognitive intrapersonai transfer one -  pari passu -  needs semantics and 
pragmatics for the interpersonal transfer.
Last but not least, if one tries to figure out, what a metaphor as a kind of figurative 
language is, he implicitly also needs to ask what literal language is (Baake, 2003). So, 
sooner or later one will inevitably have to face the issue of literal vs. figurative 
language. Whether or not there is a distinction between literal and figurative (or 
nonliteral) meaning is of consequence for both theory and experimentation. So to avoid 
problems of recognising figurative language, one way could be to act without any
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distinction: the Conceptual Blending Theory (cf. Fauconnier and Turner, 1996; 1998) 
for instance does not distinguish between literal an6 figurative language concerning the 
blending process.
However, until now the search for distinctive criteria seems to have been unsuccessful, 
with poor chances of success in the future (Gibbs, 1994). Given this, some theorists 
(Dascal, 1987 or Mac Cormac, 1985) do not seem to need such a clear-cut distinction 
but regard the determination of figurative and literal as a fuzzy concept, where criteria 
or boundaries might vary according to different situations or conditions (Katz, 1998). A 
helpful and feasible way to escape this difficulty might be to switch from literal to 
conventional meaning. Indurkhya (1992: 36) defines a metaphor as “an unconventional 
way of describing (or representing) [one] object, event or situation (real or imagined) as 
another”. At such, conventionality and figurativeness are not two selective categories 
but rather two polar opposites on a scale. Here pure conventional or figurative 
language is the exception rather than the rule (Rumelhart, 1993). This view is 
accompanied by Van den Broeck’s (1981) or Grey’s (2000) metaphor categorisation: 
whereas the former differs between lexicalised, conventional and private metaphors, 
the latter distinguishes dead or frozen from dormant and live metaphors. According to 
Van den Broeck lexicalized metaphors (what Grey calls dead or frozen) are metaphors 
that have become an established and ordinary part of language -  most often not even 
realised as being metaphors (cf. Grey, 2000). Secondly, conventional or traditional 
metaphors are metaphors that are, to a greater or lesser extent, institutionalised for a 
certain generation, period or group and are used rather unknowingly. Grey (2000) calls 
these metaphors dormant, as they are “without being conscious of their metaphorical 
character”. Nevertheless, these metaphors do have a certain metaphorical character 
and therefore can be identified as such. The third class consists of live (Grey, 2000) or 
private (Van den Broeck, 1981) metaphors, which are “bold” (ibid.: 75), innovative, 
unique and new metaphorical utterances.
It is a smooth transition from one class to the other -  with no strict boundaries either: 
live or private metaphors can wear out and become conventionalised or 
institutionalised and, in case of an overuse, even become dead or lexicalised. But it 
can also be the other way around: conventionalised metaphors can be revived, e.g. in 
combination with another metaphor of in a new context or situation (cf. Grey, 2000 or 
Van den Broeck, 1981). Here it can be assumed, that metaphorical effects, i.e., the 
way one perceives, feels or acts due to a metaphor are most prominent with live or 
private, i.e., with new metaphors (cf. Goatly, 2006). Furthermore it seems important.
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that a metaphor does not only have a high degree of novelty -  or, as Müller (2008) 
calls it: degree of metaphoricity -  but also of figurativeness, i.e., a certain kind of 
artful deviation (Phillips and McQuarrie, 2009) or openness (McQuarrie and Phillips, 
2005). So for a metaphor’s effectiveness it seems important, that
1. there is a new, i.e., unconventionalised, cross-domain comparison, and
2. that this comparison is in a way figurative, i.e., artfully deviated from the 
recipient’s expectation.
So if one might ask, why metaphors within a direct mail can be assumed to influence a 
recipient’s attention, attitude as well as purchase intention more than literal/ 
conventional language, one answer could be: because they help speaker and hearer 
as similarity- and therefore as sense-creating tools, reaching emotions as well as 
conceptual economy. So basically, due to their advantages over literal (or 
conventional) language, metaphors have generally been considered to be more 
persuasive in use as they have a certain “persuasive power” (Lakoff and Turner, 1989: 
63). Morgan and Reichert (1999: 1) describe metaphors as the “ants of advertising”, 
stating, that “just as the tiny insect can support many times its own weight, a single 
metaphor can be worth a hundred words of copy” (ibid.). However, there are also 
certain moderating factors for a successful application of metaphors: it is the linguistic 
and extra-linguistic context that that can be suggested to decide if a metaphor will be 
interpreted correctly. Furthermore, it is a metaphor’s degrees of metaphoricity and 
figurativeness that can be assumed to decide about the efficiency factor a metaphor 
can have on recipients.
To sum up one might say, that a quick glance at metaphor theory has given an 
understanding of how metaphors can be understood and how they are supposed to 
work. Furthermore, the overview also implied, why the use of metaphors might be 
advantageous and why these advantageous effects might be dependent on certain 
moderating variables like a metaphor’s context or quality. However, it is necessary to 
clarify, how metaphors in fact, i.e., empirically bear on a recipient’s attention, attitude 
or behavioural intentions -  and how these effects might be influenced by certain 
moderating variables.
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4.3 Metaphor Research: A Review
As intimated above, from a theoretical point of view a metaphor has potential to take 
effect on recipients. Therefore, a metaphorical headline might tip the scales if a 
recipient decides whether or not to deal with a direct mail and its content. So much for 
theory, but the more important question concerning the underlying research is: are 
metaphors in fact more effective, leading to a recipient’s increased level of attention, 
attitude as well as intended action? Furthermore: Does this also prefigure a rising 
advertising effect for a direct mail, if such a metaphor will be embedded? Therefore, 
the following review will firs tly  shed light on a metaphor’s effects and secondly, on 
its mediators.
4.3.1 Preamble: The Research conducted for this Review
Before entering the empirical literature review, it has to be clarified what kind of 
research has been included. However, this review has a wider rather than smaller 
variety. In this respect, the literature review includes:
1. Research dealing with metaphors -  verbal as well as visual.
2. Research dealing with analogies and similes as well as one research dealing 
with an allegory -  because of their assumed affinity to metaphors.
3. Research dealing with constructs like openness or ambiguity -  as metaphors 
are assumed to lead to a certain meaning openness or ambiguity 
(Mothersbaugh et al., 2002).
4. Research dealing with tropes/rhetorical figures, lacking any clear evidence that 
they are not dealing with metaphors.
5. An article about surrealism, as the surrealistic advertising picture can be 
interpreted as a metaphorical picture.
This means, that the review also includes findings that do not explicitly deal with 
metaphors. However, all different variables are termed and referenced within the 
review. Furthermore, the review does not only include research from the field of 
advertising, but also from the field of politics, editorials, information texts or public 
speeches, i.e., from a non-advertising context. As with to the different variables, the 
different research fields will also be referenced. The review is arranged by metaphor 
effects rather than by authors or different research fields -  not least to relate to 
advertising effect’s latent constructs.
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4.3.2 Metaphor’s Influence on Advertising Effect
4.3.2.1 Attention
Increased and managed Attention
The relevance of attention as an important antecedent of persuasion was already seen 
by the ancient theorists. Longinus describes rhetorical figures as making the recipient 
“more attentive” (Longinus, 1995: xxxvi.3) and Quintilian paraphrases the influence of 
figurative language as “rivet[ing] the attention of the mind” (Quintilian, 2008b: ii.64). 
Furthermore, as already stated above, the level of attention can also be seen as an 
indicator of the level of a recipient’s involvement. But why should metaphors get more 
attention than literal/conventional utterances? A good starting point might be the 
inconsistency -  or literal falseness -  of metaphors, increasing the interest in the 
message as well as the effort to decode its intended meaning (cf. McGuire, 2000). The 
metaphor, most often an erroneous and therefore eye-catching statement within the 
metaphor context, collides with the recipient’s expectations, leading to a state of 
creativity by solving some kind of riddle to get the intended meaning: as Swanson 
(1978: 164) states, the recipient is “launched into a creative, inventive, pleasurable 
act”; and this act pre-empts the recipient’s attention.
As supposed, the empirical research supports these thoughts: Shin et al. (2008: 2) 
found out that visual metaphors in advertisements do “catch a reader’s attention”; 
concurrent findings are those of Homer and Kahle (1986), who analysed a surrealistic 
visual metaphor within an advertising-context. Hence metaphors do not only seem to 
increase but also to guide this attention: Mothersbaugh et al. (2002: 599) found out that 
tropes led to “a more selective focus on message-related elements” of an ad. In this 
respect the choice of a metaphor seems to decide, which aspects of a product or 
speech are highlighted-and which are masked (Phillips and McQuarrie, 2006).
Elaboration and Processing
Furthermore, it can be assumed that an increased attention does also involve an 
increased elaboration -  as a metaphor’s decoding is said to force elaboration as well 
as processing of an advert. This can be explained by metaphor’s intensified “encoding 
penetration” (McGuire, 2000: 112) of the intended meaning or by referring to Structure 
Mapping Theory (cf. Gentner, 1983; 1988): here, metaphors stimulate the recipient to 
focus on similar relational structures in place of simple features, which will most likely 
lead to a much richer set of associations than a literal statement (of. Sopory and 
Dillard, 2002).
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This assumption is also reflected in empirical research: Mothersbaugh et al, (2002) 
found out that ads with rhetorical figures were in fact read more completely: the results 
of their research showed that compared to non-figurative-ads, figurative ads led to 
higher percentages of receivers that read at least 50% of the copy (so-called Read 
Most scores). The findings of Fitzgerald (1998: 3550) concur: he observed that certain 
analogies “led to more accurate and complete knowledge about the product”. 
Analysing visual metaphors in the field of advertising, Phillips (1997: 86) describes this 
issue as an increased “thinking into it” of the recipients and Toncar and Munch (2001: 
56) paraphrase that tropes seem to “invite elaboration”.
Memorability, Recall and Recognition
The process of thinking into it can also be assumed to affect memorability in a positive 
way, an assumption that is supported by research outcomes: Reynolds et al. (1982) 
found that metaphors enhanced memory for short stories, Ashley (2004) reported the 
same for editorials. Read et al. (1990) discovered that metaphors in politics led to a 
better recall of the featured arguments. Here, consistent results are to be found in the 
domain of advertising: Toncar and Munch (2001) state that tropes make ads more 
memorable. All parts of an ad seem to play a vital role: pictures, headlines, copy and 
slogan. Tom and Eves (1999) report that rhetorical figures in headlines led to superior 
recall. Gray and Snyder’s (1989) findings show that copy containing metaphors 
improved unaided as well as aided recall of brand names. McQuarrie and Mick (2003) 
showed the increasing memorability-effect of visual tropes -  in direct as well as 
incidental processing of advertisements. Last but not least, Reece et al. (1994) report 
that metaphors in a slogan enhanced the recall of the brand.
Emotive and cognitive Effects
However, the increased elaboration and processing seem to be worthwhile, as after 
dealing with and decoding a metaphor recipients seem to harvest the fruits of their 
labour. Phillips (1997: 79) reported an “‘aha!’ moment of understanding”, when 
watching recipients that where shown ads containing visual metaphors. This moment 
was paired with some kind of satisfaction shown by recipients solving the metaphorical 
incongruities. Furthermore, metaphors generally seem to lead to an increased 
pleasure, appreciation or excitement. McQuarrie and Mick (2003: 585) report that 
tropes “tend to provide pleasure” -  findings that are as well supported by McQuarrie 
and Mick (1999) for visual metaphors or Ang and Lim (2006) for metaphors. Lagerwerf 
(2002) found, that more open, more ambiguous slogans in advertisements lead to an 
increased appreciation. Correspondingly, Ang and Lim (2006) report that in conjunction
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with metaphors brands are regarded as more exciting and more sophisticated. Also 
Dingena’s (1994) findings let one conclude that metaphors raise advertising’s and 
communication’s attractiveness. Next to these rather affective responses metaphors 
seem also to bring forward rather cognitive effects like an increased interest. In a 
political context, Read et al. (1990) report that people using metaphors are considered 
as being more interesting. Referring to advertisements Mothersbaugh et al. (2002) 
discovered that tropes led to a greater interest in the ad text. Furthermore, Huhmann et 
al.’s (2002) findings include the rising knowledge and skills of the recipients about 
product, ad and/or brand when dealing with metaphors.
The reason, that metaphors lead to an increased pleasure, to more attractiveness, 
appreciation and excitement, to more interest, knowledge and skills can be assumed to 
be based upon further, underlying emotive effects. Indeed, research has shown that 
metaphors can be considered to be more vivid and inspiring, influencing ideas, 
injecting novelty and increasing the imagination in general. Mitchell et al. (1994) report 
that adults judged print advertisements containing metaphors as more vivid than their 
literal equivalents -  findings that are supported by Graesser et al. (1989) within a 
news- and public-affairs-context: they also state that metaphors can evoke vivid 
images. Furthermore, Mio’s findings in a political context lead to the assumption that 
metaphors excite the recipient’s imagination (Mio, 1993) and are important for inspiring 
audience members (Mio et al., 2005). Shin et al. (2008) paraphrase metaphors as 
injecting novelty in advertisements. Also for the domain of politics, Bosman (1987) 
found out that metaphorical descriptions did systematically influence ideas as well as 
attitudes. Above all the latter finding leads to another important point concerning a 
metaphor’s impact on a direct mail’s advertising effect, the recipient’s attitude.
4.3.22 Attitude
Theorists underline metaphor’s ability to affect how the recipient perceives the sender, 
such as a speaker or an advertisement. Concerning metaphor’s influence on attitude, 
McGuire (2000) refers to mood theories stating that certain rhetorical figures do have 
the ability to influence the recipient’s mood in a way that raise the figures’ 
persuasiveness. So next to its influence on attention, another important factor for a 
metaphor’s persuasive force is its influence on a recipient’s attitude, since rhetorical 
figures, as Quintilian (2008b: I, 20) puts it, “steal their way into the minds of the 
judges”.
58
Huhmann et al. (2002) characterise the interconnection of attention and attitude when 
they discovered that metaphors in ads increase a recipient’s readership, consisting 
(inter alia) of user knowledge and skills as well as of enhanced topic-related attitudes. 
Next to Bosman’s (1987) findings in a political context (see above), Shin et al. (2008: 2) 
found that also in the context of advertising visual metaphors led to “favorable attitudes 
and inject novelty, thus increasing motivation to read and process the ad”.
Furthermore metaphors are not only considered to increase but also to change 
attitudes, an issue that is supported by the outcomes of Reinsch (1971) or Siltanen 
(1981: 67), stating that a “metaphorical conclusion induced greater attitude change in 
the direction advocated in the speech than did the other conclusions”. These findings 
are also supported by the results of Sopory and Dillard’s (2002) meta-analysis. 
Additionally, also in the context of advertising Phillips and McQuarrie (2009) found that 
metaphors are able to alter consumer beliefs.
Attitude towards Speaker, Content and Source
Metaphorical attitudinal effects are also reflected in the attitude towards the speaker as 
well as towards the content or the source in general. Furthermore, these effects are not 
restricted to certain areas like politics or editorials but do also happen in advertising. 
Here, the effects on the attitude toward the ad appear to pass into the attitude towards 
the brand and/or the product, which seem to give metaphors a long lasting effect -  
beyond the advert.
First of all, it is the attitude towards the speaker -  playing a decisive role in the context 
of politics -  that is assumed to be influenced by metaphors. Analysing political 
attitudes, Johnson and Taylor (1981) found that people reading a news article judge 
the person as well as the topic mentioned more favourably when metaphors are used. 
In addition. Read et al. (1990) analysed a liaison between the use of metaphors and a 
more favourable view of the speech as well as the speaker. In the same vein. Suit and 
Paradise (1985) found out that analogies led to more positive ratings of the client 
relative to empathy, regard, and expertness. Furthermore, Rinalducci and Henley 
(2007) analysed metaphor’s influence on speaker credibility and discovered positive 
findings for female recipients.
It seems as if the metaphorical effects seem to spread out from speaker to the source 
in general. Reinsch (1974) discovered that the use of an extended metaphor led to an 
increased perception of the source’s authoritativeness. One year later, he found out
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that not only the extendedness but also the content of a metaphor can influence the 
perceived source credibility (Reinsch, 1975). Additionally, Bowers and Osborn (1966) 
also maintain that metaphors can increase -  but also decrease -  source credibility.
The empirical research dealing with advertising suggests that these attitudinal effects 
work in the advertising world as well. Jeong’s (2008) findings suggest, that visual 
metaphors lead to a higher level of source credibility than literal images. Toncar and 
Munch (2001) found that tropes led to a more favourable attitude towards the ad 
among low involved subjects. Furthermore, Phillips (2000) reports that visual 
metaphors can increase ad liking, findings that are supported by McQuarrie and Mick 
(1999) or Jeong (2008). Brennan (1992), analysing allegories, found that compared to 
literal advertisements, allegoric ones seem to induce an increased attitude towards the 
ad.
As already intimated above, these effects seem to extend from the ad to the brand and 
the product in general: McQuarrie and Phillips (2005: 17) state that using metaphorical 
claims make recipients “receptive to multiple, distinct, positive inferences about the 
advertised brand”. Concurrent results are to be found in Hitchon (1991), who assumes 
that novel metaphors can change brand attitude, or in DeRosia (2001; 2008) who also 
assesses the influence of metaphors on brand beliefs. Last but not least, Toncar and 
Munch (2001) found that tropes did increase the attitude towards the product among 
low involved subjects.
Since the advertising’s final aim is to sell (of. Tanaka, 1994), it is not only about getting 
the recipient’s attention and influencing his attitude but to activate him doing 
something. Given this, metaphors are also assumed to have an impact on a direct 
mail’s most desirable issue: behavioural intention, or call-to-action.
4.3.2.S Behavioural I Purchase Intentions
To start again with the ancient theorists, Longinus (1995: XXVI, 3) stated that rhetoric 
can make “recipients more attentive and full of active interest” and Quintilian (2008a: iii, 
3) considered rhetoric to be able to put somebody into some “kind of frenzy”. But do 
metaphors really lead to certain behaviour(-al intentions) of the recipients?
Following empirical research, the answer is yes: Jeong (2008) found that the use of 
visual metaphors in advertising raised the purchase intentions of the recipients. 
Concurrent findings do appear in the outcomes of Homer and Kahle (1986) for a
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surrealistic visual metaphor or Ang and Lim (2006) for metaphors. Furthermore, the 
increased readership of recipients caused by metaphors (Huhmann et al., 2002 -  see 
above) did also facilitate beneficial topic-related behaviours. In Addition, Mio et al. 
(1993: 23) measured such topic related behaviours during an experiment dealing with 
the commons dilemma and environmental concerns when they found out that the use 
of metaphors “did induce less littering in a movie theater context”.
4.S.2.4 Interim Conclusion:
Direct Marketing + Metaphor = Rising Advertising Effect
Particularly against the background of advertising, where recipients are not interested 
in or even consciously avoid processing commercial messages, metaphors seem not 
only to be a way to catch the recipient’s attention but also to influence his attitude as 
well as activate him for behaviour{-al intentions) -  i.e., they seem to influence an 
advertising’s effect. Here. Here metaphors seem to function as positive mood- or fun- 
factors. So to answer the question in more detail, why it should be desirable to use 
rhetorical figures, one might say: because people want to comprehend, want to solve 
incongruities and ambiguities, as rhetorical figures like metaphors do e.g. please the 
recipients and influence their mood and/or the perceived meaningfulness of the source 
(cf. McGuire, 2000 or Swanson, 1978). Or, as Phillips (2003: 304) puts it: “the main 
reason is because it is fun”. So, by leading to cognitive as well as to affective impact, 
metaphors seem suitable to influence the effect of advertising at the best. Furthermore, 
there is no indication, why a metaphor’s impact on a direct marketing tool like direct 
mail should differ from the abovementioned findings that seem to be stable across 
different research fields.
So up to now one might say: research suggests that metaphors have it in themselves 
to raise a direct mail’s advertising effect, which makes the choice of attention, attitude 
as well as behavioural intentions as evaluation-constructs appear meaningful. 
However, as already suggested by mentioning the need of an extra processing effort, 
metaphors seem not bound to succeed but bear certain risks that might undo the 
desired effects.
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4.3.3 Metaphor’s Risks
4.3.3.1 Metaphors need Comprehension
As already implied above, another fact linked to the issue of the increased ad 
processing is the necessity of comprehension. In this respect, rhetorical figures like 
metaphors are regarded “as adding another level of complexity to comprehension" 
(DeRosia, 2008: 31). So solving the riddle and finding the “hidden meaning which is left 
to the hearer to discover” (Quintilian, 2008b: ii, 65) is a matter of fact that seems to 
necessitate extra cognitive processing and inferential processes.
Indeed, research suggests that complex inferences are needed by the receivers to 
comprehend rhetorical figures. Mothersbaugh et al. (2002) measured the meaning 
openness of advertising headlines containing tropes by using self-reported statements 
like 7 had to use my imagination to interpret this headline’, ‘the headline invited me to 
participate in generating a meaning’ or 7 had to work to interpret this headline’ and 
conclude from their findings that the comprehension of tropes in general needs extra 
processing effort. Billow (1975) or Pawlowski et al. (1998) found that children needed 
to be a certain age to comprehend metaphors -  a result which can be traced back to 
maturing cognitive operations that enable the recipients to decode the complex 
messages within metaphors. Furthermore, it seems as if recipients do not only need to 
be a certain age to comprehend metaphors but also a certain extra-time -  across 
different fields of research: Hence, the findings of McQuarrie and Phillips (2005), Gibbs 
(1990), or Noveck et al. (2001), showing that recipients needed more time to process 
metaphors than literal language, also lead to the assumption that rhetorical figures are 
more complex and require inferential processing.
As already suggested above, the openness as well as the context seems to play a vital 
role for metaphor understanding: McQuarrie and Phillips (2005) found, that the more 
open the ad is, the longer it takes for a recipient to comprehend it. Additionally, Ortony 
et al’s (1978) as well as Inhoff et al’s (1984) findings show that metaphor’s 
comprehension took longer within short contexts.
Though, is it possible for a figurative ad to become too complex to comprehend? Some 
ancient scholars answer in the affirmative -  and mention that rhetorical figures may 
sometimes lead to a lack of clarity (Quintilian, 2008a) or to ambiguity (Aristotle; in 
Honeycutt, 2008). Modern scholars argue, if a recipient’s elaboration will, or will not 
stop increasing, until an ad is comprehended (in a designated way). Dacin (1994) is of 
the opinion that a receiver will work on a figurative ad until he will find a plausible
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interpretation. The results of McQuarrie and Mick (1999) show that there has not been 
any significant difference of self-reported difficulty between the comprehension of 
figurative and non-figurative ads -  a fact that might lead to the hypothesis that people 
raise their elaboration unconsciously and that therefore might support Dacin’s opinion, 
at least to a certain degree. Additionally, Forceville (1995) noticed that all of his study 
participants came to an ad’s interpretation. Questionable, if this was always the 
intended one.
However, there is also empirical evidence that rhetorical figures sometimes lack clarity 
or are ambiguous. Reinsch (1971) found out during a pre-test that metaphors were 
very often misconceived. Morgan and Reichert (1999: 8) state that “it is important to 
recognize that not all consumers will fully understand messages containing 
metaphors”. Concurrent findings are those of Phillips (1997) for visual metaphors or of 
Roehm and Sternthal (2001), who found that analogies were understood not as well as 
their literal similarities.
To sum up one might say that rhetorical figures lead to an increasing complexity of ads 
and therefore to a rising elaboration on their comprehension -  including an ascending 
risk of misconception and, by that, ineffectiveness. So using a metaphor is by no 
means a guarantee for persuasive effects, also indicated by empirical outcomes.
4.3.S.2 Metaphors are no Warrantor for persuasive Effects
However, there are also results that dissent from the abovementioned positive findings, 
results that indicate that it might be reasonable to assume, that the impact and 
persuasiveness of metaphors is a more complex issue -  and that the use of metaphors 
is not at any rate a warrantor for persuasive effects.
No Effects on Persuasiveness
Bosman and Hagendoorn (1991) could not find any special persuasive advantage of 
metaphors over literal language. Concurrent findings are those of Van Zandvoort
(2004), Van Nistelrooij (2008) or Sopory (2008). Within this, all the research was 
conducted in a non-advertising context.
Attention and Attitude
Next to a metaphor’s impact and persuasiveness, there are also contrary findings 
concerning its influence on attention and attitude. Pawlowski et al. (1998), who 
analysed the metaphor comprehension skills of children, did not find any improved
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recall of advertised content. Beyond this, also Mio (1993) did not find any evidence in a 
non-advertising context that would support the increased memorability of metaphors. 
Referring to attitude, Ashley (2004) did not find any significant difference when 
exposing recipients to literal as well as figurative editorial titles. Besides, in a non­
advertising context Whaley (1991) could not find any evidence that analogies lead to 
any significant attitude change compared to literal language.
Furthermore, Nelson and Hitchon (1995) found out that in certain circumstances the 
use of a metaphorical headlines led to even less favourable attitudes towards the ad as 
well as the brand compared to a literal equivalent.
Source Credibility
Concerning source credibility, Sopory and Dillard’s (2002; 382) meta-analysis states 
that metaphors “showed no demonstrable impact on competence (...) or character”. 
Correspondingly, when analysing source credibility ratings of recipients, Ashley (2004) 
discovered no significant differences between the judgements of either literal or 
figurative editorial titles.
4.S.3.3 Interim Conclusion:
Direct Mail + Metaphor + X = Rising Advertising Effect?
However, it seems that although people like solving riddles and incongruities as it 
provides them with certain positive emotions and although metaphors can influence 
attention, attitude and behavioural intentions, the apparent metaphorical effects 
sometimes stay fruitless. The emerging question is; Why do metaphors sometimes 
stay without any effect? And, what are the mediators that infiuence a metaphor’s 
effectiveness?
The metaphor’s working definition as well as the comprehension-section (see above) 
provide a first indication: one important moderating factor is the context as it is a 
metaphor’s constituent part that helps the recipient to recognise the metaphor as well 
as to decode its intended meaning.
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4.3.4 Metaphor’s Moderators
In the following, the thesis will introduce and explain six different moderator categories:
• metaphor context
• metaphor content
• metaphor quality
• the recipient’s verbal characteristics
• metaphor positioning
• metaphor quantity
4.3.4.1 The moderating Role of Metaphor Context
As already stated above, Ortony et al. (1978) as well as Inhoff et al. (1984) found that 
the comprehension of a metaphor took longer within short contexts -  but not within 
long contexts. In addition, Lemaire and Bianco (2003) discovered that although the 
processing of metaphors took longer than their literal equivalents, an inductive context 
could abbreviate the processing time. Furthermore, empirical outcomes suggest that 
the context of a metaphor is not only a mediator of the comprehension time but also of 
a metaphor’s effectiveness: within a non-advertising context, Honeck et al. (1975) 
report that not only metaphors’ understanding but also metaphorical inferences are 
dependent on the context -  findings that are also supported by Hubbell and O’Boyle 
(1995), McCabe (1988) or Gildea and Glucksberg (1983). Furthermore, also in a non­
advertising context, Gerrig and Healy (1983) discovered that the comprehension of a 
metaphor was significantly slowed down if the contextual information followed and not 
preceded the metaphor. As intimated above, the context acts as a knowledge-Znof/cafor 
as well as a knowledge-prov/cfer -  referring to the available knowledge of the recipient 
and simultaneously closing the gap between the available and the needed knowledge 
to fully understand the metaphor. In understanding this, there seem to be different 
areas of knowledge to be decisive for a metaphor’s intended decoding: namely 
cultural, product-1 situation-specific as well as genre-specific knowledge.
One of the areas that decide if  a metaphor is decoded correctly is the area of cultural 
knowledge -  including e.g. clichés, sayings or cultural conventions, i.e., knowledge 
about how people communicate with each other (of. Lawes, 2002). Therefore, cultural 
knowledge has to serve as a common ground for metaphor understanding between 
speaker and hearer (of. Black, 1993 or Schmitt, 1995; cf. also McQuarrie and Mick, 
1999 or Phillips, 1997). A cultural convention within advertising might also be not to 
take everything at face value: as Phillips (1997: 78) describes, “the image of a teddy
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bear, Snuggle, is used to sell fabric softener. Consumers probably realize that the 
image is not to be taken literally; the advertiser does not want consumers to think that a 
bear will soften their laundry”.
Furthermore, empirical findings suggest, that it is not only knowledge about 
conventions or sayings but also about the situation or the product that helps to 
decode the metaphor in the intended manner. Analysing the persuasiveness of 
metaphors in political speeches, Johnson and Taylor (1981) discovered that 
metaphorical effects appeared only for those recipients that were politically 
sophisticated.
Concerning advertising, Roehm and Sternthal (2001: 263) state that “the findings (...) 
suggest that an analogy is a highly effective persuasive device when message 
recipients have the expertise [the knowledge of the product] to map relations” -  a result 
that is also supported by Phillips (1997) for visual metaphors. Beyond, it is not only the 
knowledge but also the liking of a product, topic or category. Analysing metaphorical 
claims, Kehret-Ward (1987) found out that a certain affinity to a product or category 
does also lead to long-term effects. She figured out that “increasing the number of 
exposures made the judgments of those enthusiastic about the category more 
favorable, and the judgments of those indifferent to the category less favorable” (ibid.: 
403).
In addition to knowledge about the culture or product there seems to be another kind of 
knowledge that can be considered very important concerning metaphor effectiveness: 
the knowledge to process information “in genre-specific ways” (Phillips, 1997: 78, 
emphasis added). So conclusions or reasonings drawn from a metaphor used in an 
advertisement might be different to those drawn from that metaphor used in a cartoon, 
a political speech or in a brochure about the risks of HIV -  not least because 
metaphors are more familiar in the context of advertising compared to the area of 
social policy and therefore recipients in a way expect advertisers to use metaphors for 
selling products or services (cf. Sopory, 2008). Consistent with this, Phillips (1997) 
discovered that for metaphors being fully effective in the context of advertising, 
recipients take advantage of a certain kind of advertising knowledge: as the recipients 
know that companies only speak out positively on their brands and products, they also 
(unconsciously) tend to draw only positive inferences when interpreting the ads. At this, 
cultural and genre-specific knowledge seem to overlap for the issue of advertising (see 
above). This specific relation of metaphor and advertising concerning its effectiveness
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is also shown in Sopory and Dillard’s (2002) meta-analysis. As Sopory (2008: 117) 
reports, “of the six effect sizes that had a magnitude of greater than .20 and showed a 
persuasive superiority for metaphorical over literal messages, four belonged to the 
commercial advertising area”. So to sum up one might say: beside cultural or product 
knowledge, existing advertising knowledge can be considered to reduce a metaphor’s 
risk of being misinterpreted.
Furthermore, findings suggest that it is not only the context of a metaphor but also its 
content that plays a moderating role for a metaphor’s effectiveness.
4.S.4.2 The moderating Role of Metaphor Content
Analogue to metaphor context, it can be assumed that it is also the metaphor content -  
i.e., knowledge and liking of the metaphor itse lf-  that plays a vital role for a metaphor’s 
effectiveness. Conducting their meta-analysis, Sopory and Dillard (2002) report that 
recipients with greater knowledge about a metaphor’s source did also show greater 
persuasive effects. Furthermore, Ottati et al. (1999) found that a sports metaphor only 
led to increased elaboration and argument sensitivity among people who liked sports, 
whereas it yielded decreased elaboration and sensitivity among those who disliked it. 
Concurrent findings are those of Mio (1996) or Siltanen (1981). Furthermore, Reinsch 
(1975) showed that metaphor content does also account for the perceived credibility of 
the source. Following this, the moderating role of metaphor content seems also to help 
in explaining the unequal results of metaphor’s effectiveness on male and female 
recipients: whereas Bosman and Hagendoorn (1991) measured that men seem to be 
more influenced than women, Bosman (1987) or Rinalducci and Henley (2007) found 
women to be more influenced than men. However, the abovementioned findings 
suggest, that e.g. a male- (e.g. soccer) or female-specific (e.g. fashion) metaphor could 
be the moderating variable explaining the inequality.
As intimated above within the metaphor’s definition, it might not only be the metaphor’s 
content, but also its quality -  i.e., its figurativeness and/or metaphoricity -  to be 
responsible for the abovementioned unequal results.
4.3.4.S The moderating Role of Metaphor Quality
It can be suggested that also the quality of a metaphor plays a decisive role for its 
effectiveness. As such a metaphor’s quality can be defined as its degrees of 
metaphoricity (i.e., its degree of novelty) and figurativeness (i.e., its artful deviation 
from expectation).
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As intimated above, research suggests that metaphors need a certain figurativeness 
to be effective. Phillips and McQuarrie (2009: 59) state that “a metaphor can 
successfully be used to alter consumer beliefs in a desired direction, but only if that 
metaphor is perceived as an artful deviation from expectation by the target audience”. 
Furthermore, it can be assumed that an artful deviation from expectation raises its 
effectiveness, if it leaves a certain wiggle room, a scope for interpretation, giving 
people the chance to solve the metaphorical riddle -  an assumption that is supported 
by empirical outcomes: concurrent findings are those of Jeong (2008), Myers et al. 
(2007), Phillips (2000) or McQuarrie and Phillips (2005) who all claim that a metaphor 
needs a certain kind of openness to be persuasive. Furthermore, Jeong (2008) or 
Myers et al. (2007) found that visual metaphors without explaining verbal arguments 
were the most effective. Congruently, McQuarrie and Phillips (2005: 17) state that it is 
“the openness of indirect metaphorical claims -  the lack of constraints on their 
interpretation -  that is the source of their persuasive advantage”.
However, to avoid the risk of misconception, it is not an unrestricted openness, 
implicitness or ambiguity but rather a precise, an optimised level of complexity that is 
assumed to be the most effective. This optimised level is a balancing act between 
leading the recipient to the intended meaning and, concurrently, maintaining the fun­
factor, giving him the feeling that he plays an important part in decoding the 
metaphorical utterance. Concerning pictorial metaphor ads, Phillips (2000) figured out 
that whereas headlines that offered only a hint to the image’s meaning raised 
comprehension as well as ad liking, headlines that completely explained the image -  
and by that the ad’s message -  decreased ad liking, as the recipients could not do their 
share to interpret the ad and lost their pleasure in it. Congruently, Van Mulken et al.
(2005) found out that recipients prefer implicit more that explicit but also more than 
extra-implicit ad messages. Following this, the emerging inverted U-curve of openness- 
or /mp/Zc/fness-appreciation supports the assumption of an optimised level of 
complexity. Supportive findings are those of Fitzgerald (1998) who also discovered that 
analogies that were perceived as moderately complex outperformed both simple and 
highly complex ones concerning their influence on attitude and learning.
Furthermore, as already implied above, it is also the novelty of a metaphor that 
influences its complexity. In the case of Fitzgerald’s analysis (1998) the perceived 
complexity of the analogies depended on the analogy’s novelty. Supportive findings are 
those of Hitchon (1991), who figured out that most notably novel metaphors led to an 
increased perception of the importance of product characteristics. Concurrent, within
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their meta-analysis Sopory and Dillard (2002) also report that novel metaphors seem to 
be more persuasive compared to more conventional ones. Beyond this, the findings of 
Keh ret-Ward (1987) in a way conjoin the issues of novelty and figurativeness. She 
analysed novel-vivid as well as novel-pa//cf metaphors -  figuring out, that only the 
novel-vivid metaphors were more effective than standard metaphors, whereas the 
novel-palid ones were even less effective.
So following the empirical outcomes, it seems as if the novelty as well as the 
figurativeness -  and by that: the scope of interpretation {openness, implicitness or 
ambiguity) -  do moderate a metaphor’s effectiveness. So to be effective a metaphor 
has to be new as well as artfully deviated from expectation (i.e., creative, of. Gaede,
2002) -  but only in a moderately complex way that enables the recipients to decode it 
in the intended manner.
4.3A4 The moderating Role of the Recipient’s verbal Characteristics
As the findings concerning metaphor quality suggest a recipient’s optimum level of a 
metaphor’s figurativeness and as it can be further assumed that this optimum level 
differs between recipients, also the recipient’s verbal characteristics might be a 
moderator of metaphor effectiveness. One starting point could be the recipient’s verbal 
ability. Analysing children, Arter (1976) reports that there were significant differences in 
recall: whereas the children with a low verbal ability did better recall of incidental-fact 
questions from the passages containing metaphors, children with a high verbal ability 
did better recall of direct-fact questions from the literal passages. So these rather 
vague findings might be an indicator that aims at verbal ability as a metaphor’s 
moderator. Furthermore, it might also be suggested, that to decode a metaphor 
correctly as well as to find a suitable level of metaphoricity and figurativeness, also a 
certain group-specific language or linguistic usage is needed. As intimated above, for 
the interaction of speaker and hearer (although called extra-linguistic context, see 
above) it is not only shared knowledge, beliefs and attitudes that serve as a common 
ground for understanding, but also a shared language, codes and connotations (see 
also cultural knowledge above and semiotics-seciion below).
4.3.4.S The moderating Role of Metaphor Positioning
Additionally, it is not only the context, content or quality of metaphor coordinated with 
the recipient’s verbal characteristics but also a metaphor’s positioning that can be 
assumed to have a moderating effect on a metaphor’s effectiveness. Sopory’s 
research (2008) supports his hypothesis that metaphors in the introduction are more
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effective than ones positioned in the conclusion. Also his meta-analysis shows 
concurrent results: Sopory and Dillard (2002) figured out that the average effect of a 
metaphor was highest when placed in the introduction rather than in the body or the 
conclusion of a text. Furthermore, Ashley (2004) found that figurative statements in the 
introductory or summary positions had a significant impact on recognition compared to 
literal statements. So findings suggest that the earlier, the better does also count for 
metaphors in terms of impact -  which make them ideally suited for use in headlines.
4.S.4.6 The moderating Role of Metaphor Quantity
The quantity of metaphors appears to play a vital role for their persuasiveness. 
Although the earlier the better seems to be good advice to optimise a metaphor’s 
effectiveness, the more, the better does not: within their meta-analysis, Sopory and 
Dillard (2002) discovered that fewer metaphors seem to be more persuasive. 
Concurrent, Mothersbaugh et al. (2002) report, that the combination of rhetorical 
figures of the same kind (here multiple tropes) did not lead to an increased processing.
Furthermore, it seems as if it is not only the total amount of metaphors but also the 
metaphor-text ratio that influences a metaphor’s persuasiveness. So although the 
recipient needs the context to decode the metaphor to get its intended message, it can 
be assumed that the shorter (but nevertheless sufficiently supportive) the context, the 
more effective the metaphor. In order to err on the side of caution the recipient needs 
to organise the context information to open up the message, and this, logically 
speaking, takes longer if the context is longer. So next to the above-mentioned 
advertising knowledge this fact does also support metaphor’s persuasiveness in an 
advertising context, as commercial messages are given to be shorter than editorial or 
political messages, often even reduced to headlines or slogans (Sopory, 2008). Here, 
however, one should keep track of the rather long context of direct mails -  a fact that 
could reduce a metaphor’s effectiveness within a direct mail environment.
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4.S.4.7 Interim Conclusion: Metaphor’s X-Factors
So as already implied above, empirical research supports the assumption that 
metaphors are effective in a way that they affect a recipient’s attention, attitude and 
behavioural intentions. However, furthermore it becomes clear that metaphors are no 
self-seller as there are certain moderating variables that influence their impact.
Recipient-dependent Moderators
As already indicated by metaphor theory, it is the metaphor context that seems to be 
the key to get to a metaphor’s intended meaning. Inherent in this is that the context 
delivers knowledge as well references that are needed to decode the message. As this 
knowledge -  such as cultural, situational, product-related, genre-specific knowledge as 
well as knowledge concerning the metaphor itself (i.e., the metaphor content) -  
serves as the common ground for metaphor understanding, the recipients are 
supposed to need a certain knowledge base or expertise as well as a certain 
interest.
So to use metaphors effectively one should address recipients
• by using their language (level/c/7aracfer/sf/cs),
• referring to their culture, values, codes and conventions, and,
• to a product (line) and metaphor content that they know about, are interested 
in and like.
Furthermore, if target group, situationiproduct and metaphor content seem suitable the 
next challenge is to find the right metaphor quality. Achieving the maximum 
effectiveness of a metaphor is a tightrope walk -  avoiding to over- as well as to 
underestimate the recipients. As the empirical findings suggest, recipients prefer new 
and artfully deviated metaphors, but only to a moderate level of openness, implicitness, 
ambiguity or complexity. To achieve this, recipients want to do their share to get the 
intended meaning, they want a challenge -  but only one, they can meet. So to be fully 
effective one has not only to take care of the target group’s cultural characteristics and 
their knowledge as well as liking of situation, product and metaphor content but also of 
their appreciation of complexity.
Recipient-independent Moderators
Independently of the recipients, research furthermore suggests that metaphors are 
more effective the ear//er they are used. This argues for a use of metaphors in a direct 
mailing’s headline. In this connection it seems as if not more but fewer metaphors in a
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message lead to a higher effectiveness. Here, one starting point would be to run a 
common theme throughout all the mailing’s elements. Furthermore, however, it can be 
assumed that metaphors in shorter messages are more effective than ones in longer 
messages. As intimated above, as direct mails contain rather long contexts (e.g. 
brochures or letters), the thesis will keep track of that issue. Generally, the above- 
mentioned advertising knowledge of recipients does also seem to help to avoid 
metaphor misconceptions when used in direct mails.
4.3.5 Need for a target-group-specific Approach
As seen above, in aggregate the research findings indicate that an advertising 
communication containing metaphors can be more persuasive than one without. 
Furthermore, as metaphors seem to influence attention, attitude as well as behaviour 
{-ai intentions) across different contexts and as the promotional context seems to 
support metaphor’s impact, there is nothing to be said against the assumption, that 
also in direct mails metaphors can lead to an increased advertising effect. So, as 
intimated above, the research’s objective to measure a metaphor’s impact with the help 
of the mailing’s advertising effect can be assumed to be a reasonable approach.
However, as also seen above, certain mediators seem to play a vital role for the level 
of a metaphor’s effectiveness -  namely the context, content, quality, positioning and 
quantity of a metaphor as well as the recipient’s verbal characteristics. Therefore, 
these variables need to find their way into the underlying research. It becomes 
necessary to control as well as to adjust these moderators in such a manner that clears 
the way for a suitable metaphor as well as a maximised metaphor impact.
However, most of these moderators (metaphor context, content, quality as well as the 
recipient’s verbal characteristics) seem target-group-specific. Thus, thinking back to 
the S-O-R model, to use metaphors most beneficially as a sender means to match 
these moderating variables with the defined target group’s requirements. So 
concerning the underlying research this means that this thesis needs to face the direct 
mailing’s target group and its needs and wants concerning the product properties as 
well as concerning the metaphorical statement to maximise the influence of a 
metaphor.
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4.3.6 What do the Results imply for the Research and its Methodology?
As target-group-specificity can be seen as a meta-level for most of the moderators and 
will therefore be of great importance for a metaphor’s impact, the specificity-issue will 
run like a red thread throughout the methodology section.
Therefore it appears reasonable to include a preceding research objective: the 
development of a target-group-specific metaphor. Given this, the chosen metaphor 
topic, the metaphor itself as well as its quality will not be defined by the researcher but 
by the target group itself. This will happen within a qualitative focus group. However, 
this step seems mandatory to get the needed knowledge about the context in general, 
the relationship of product and recipient as well as about the metaphor itself -  also 
concerning the group’s verbal characteristics. Here, the focus group’s results will not 
only be used to develop a target-group-specific direct mail but also to define different 
levels of metaphor-specificity to be inserted into the mailing. Before these different 
metaphors find their way into the direct mails to be tested, the metaphors themselves 
will be tested concerning their impact on the target group within an intermediate step.
However, the research conducted so far does hardly offer any starting points to find out 
about a potential target-group-specificity of analysed metaphors. Here, research often 
lacks information about the metaphor itself (cf. Honeck, 1986). Furthermore, if  a 
metaphor is given, it is very often detached from context (cf. McCabe, 1988). As such, 
there seldom is information about the relationship of recipient, product/topic and 
metaphor (e.g. How much do the respondents know about a product? Do they like it? 
How do they iike the metaphor topic?). Concerning the recipients it is noticeable that 
very often students are used.
However, before entering the methodology-part, the review-part will end with a critical 
view concerning the conducted research, focusing above all on the issues of 
metaphors and recipients.
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4.4 Metaphor’s empirical Research -  A critical View
To fully review and evaluate the empirical findings it is not only necessary to get a 
survey of the conducted research in general but also to have a closer, maybe even 
critical, look at the empirical research itself. Here, the research domain of metaphors 
seems to have a specification- as well as a rec/p/enf-chalienge.
4.4.1 The Specification Challenge
A reliable way to get a first impression of a research area is to look for research 
articles. Concerning the underlying domain the challenge is to find out, if a research 
really deals with metaphors. However, this specification problem appears to happen on 
two different levels.
Level 1 : Rhetorical Figure = Metaphor?
Basically, research titles and abstracts should help for orientation and specification 
purposes. However, here some of them let the researcher grope in the dark. Some 
authors seem to equalise metaphors with tropes or even more broadly with rhetorical 
figures -  and by that also miss to clarify within the titles and abstracts, what exactly will 
be analysed (cf. Toncar and Munch, 2001; Tom and Eves, 1999; Mothersbaugh et al., 
2002; Huhmann et al., 2002 or McQuarrie and Mick, 2003). This lack of specificity can 
be assumed to carry an inherent danger: It makes one, at least a layman, suggest that 
the effects of rhetorical figures, no matter if tropes or schemes, no matter if irony or 
metaphor, can be regarded as congenerous -  a suggestion which most probably has 
to be rejected (see Roberts and Kreuz, 1994; Kreuz et al., 2002 or Kreuz, 2001 -  for a 
comparison of visual/verbal schemes/tropes see McQuarrie and Mick, 2003). However, 
this argumentation can further be translated into the next subchapter.
Level 2: Metaphor = Metaphor?
As stated above there is sometimes a problem to conclude from research titles and 
abstracts to the rhetorical figures analysed. But even if title and content say metaphor it 
does not inevitably need to deal with metaphors -  or: it depends on how metaphor is 
defined. So, to cite McCabe (1988: 126) “if you read a literary metaphor such as ‘The 
elbows and knees stood out like knots on a stick"”, one will realise that this is not a 
metaphor but a classical simile. So concerning McCabe’s research, similes are passed 
off as metaphors. The same applies for Ang and Lim’s (2006) ’metaphors’-namely e.g. 
just like a teddy bear, just like a butterfly, just like pearls or just like broccoli. 
Furthermore, Suit and Paradise (1985: 23) did compare the effects of “3 types of
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counselor-offered metaphors” among which where a complex metaphor, a narrative 
analogy as well as a cliché -  again, this is a rather broad interpretation of the term 
metaphor. A way of interpretation that is also exemplified by the meta-analysis of 
Sopory and Dillard (2002): Concerning their analysis they state that “three other tropes, 
simile, analogy, and personification are similar to metaphor in that they also involve 
comparison of concepts or systems of concepts. Although clearly distinct as linguistic 
devices, these tropes very likely instantiate cognitive processes similar to those 
induced by metaphor. Thus, for present purposes we do not distinguish among them” 
(ibid.: 383).
The challenge here: although “metaphors, similes and analogies all make comparisons 
between known and unknown concepts, however, these 'figures of speech’ differ in 
form and the extent to which they attempt to relate meaning” (McCroskey and Combs, 
1969) -  and by that maybe also concerning their effects and effectiveness. However, 
all these incidents lead to the fact that the borders of decisive rhetorical figures like 
metaphors or similes become fluid -  and with it their imputed effects and research 
findings. An issue also Honeck (1986: 26) refers to, when he states, that “the forms of 
figurative language must, for experimental purposes, be clearly distinguished. 
Metaphors are not similes, at least on a surface level. Proverbs are not metaphors, and 
so on” -  not least as theorists are far away from reaching a consensus about the 
cognitive processes of the processing of metaphors, tropes or figurative language in 
general (ibid.). Furthermore, although nobody has compared the effects of metaphor, 
analogy, simile and personification in a research project until now (at least as far as the 
researcher is aware), findings lead to the assumption that people neither use metaphor 
and simile for the same purposes (see Roberts and Kreuz, 1994) nor are responsive to 
them in the same way (Kreuz, 2001). So “these forms cannot be indiscriminately 
lumped together” (Honeck, 1986: 26).
Not to be misunderstood: the underlying thesis itself instances research about 
analogies or tropes in general within the review section. However, the point of criticism 
here is that findings of different rhetorical figures are somehow merged to form a 
common and general result, without the ability to consider the particular findings in 
detail. On the contrary, here the different rhetorical figures will be referenced. 
Furthermore, one will find as much information as possible not only about the reviewed 
iiterature but also about the used metaphors, about the target group as well as about 
the relationship of target group, product and metaphor (see below). Following this.
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however, these specification-issues also lead to the fact that the review’s findings have 
to be interpreted and judged with caution.
Next to this metaphor-based challenge there is also an advertisement-chaWenge.
4.4.2 The Recipient-Challenge
4.4.2.1 Kotler’s Five Ms
“When deciding the composition of an advertisement, advertising and marketing 
managers must address a variety of issues, including: the communications objectives, 
the type of product, the characteristics of the target audience and their purchase 
motivation” (Coulter and Sewall, 1994: 276) -  an insight that does not seem 
groundbreaking but rather self-evident.
However, it is this insight, the issue of advertising planning (of. Cooper, 1997) that 
seems to be lacking in most of the research dealing with advertising and metaphor. 
Furthermore, it is this lack of insight that opened up the research gap for the current 
thesis: to analyse the influence of a metaphor’s level of target-group-specificity on a 
direct mail’s advertising effect.
Kotler (cf. Kotler and Armstrong, 2004 -  see also Becker, 1998) describes the 
development of an advertising campaign as consisting of five Ms. According to him, a 
promotional communication needs 
a mission 
a message 
money 
media
measurement
Concerning most of the research in the area of promotional communication, the issue 
of money (e.g. ad budget) can be neglected. Furthermore, the medium most often is 
predetermined and its psychological and/or economical impact will be (quantitatively 
and/or qualitatively) measured. In this case the medium will be a direct mail containing 
metaphors and its effect on the recipient will be measured with the help of a 
questionnaire. However, it is the first two issues that are of great and often neglected 
importance: mission and message.
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The mission is about setting the objectives, i.e.,
• a specific communication task or content
• for a product or service
• for a specific target group
• within a specific period of time.
Furthermore, the message can be subdivided in
• the message strategy, dealing with the message, i.e., the USP or benefit to be 
communicated as well as the positioning point
• the message execution, dealing with the translation/execution of the message 
strategy -  with the aim to activate and arouse e.g. attention and interest of the 
target group (for message execution see also Altstiel and Grow, 2006).
So a meaningful testing of advertising should give consideration to these issues;
• addressing a target group
• with a target-group-specific, i.e., relevant product
• containing a target-group-specific, i.e., relevant USP or benefit
• that is focused in a target-group-specific message
• and executed in a target-group-specific, i.e., understandable, enjoyable and
attention-grabbing promotional communication -  e.g. an ad or a mailing.
Following this, these issues are also reflected within the direct-mail-review (the 
importance of advertising elements of Roberts and Berger, 1990; the formula for direct 
mail efficiency of Vogele (DIREKT+, 2009) or the weight given to the elements of 
promotion in a direct marketing programme by Stone and Jacobs, 2008). Here, the 
question remains, if the authors have ascribed the necessary interdependency to the 
different issues or elements. Furthermore, however, most of the elements do not find 
their way into metaphor research, as the following review will show.
4.4.2.2 Study Participants vs. Target Group -  A Review
As the product as well as the advertisement is made for a specific target group, this 
first of all means that the study participants should belong to the ad’s or mail’s
recipients, i.e., the advertised product’s potential buyers. When reviewing the
underlying literature, it is noticeable that very often students are used as recipients (cf. 
Whaley, 1991; Suit and Paradise, 1985; Gerrig and Healy, 1983; Honeck et al., 1975; 
Reinsch, 1971; Ortony et al., 1978 or Roberts and Kreuz, 1994) -  also in the area of
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promotional communication (cf. McQuarrie and Mick, 1992; McQuarrie and Mick, 2003; 
McQuarrie and Phillips, 2005; Phillips, 1997; DeRosia, 2008; Toncar and Munch, 2001; 
Ang and Lim, 2006 or Phillips and McQuarrie, 2009). In the case of advertising 
research (not restricted to metaphors). Sears (1986) estimates that about 76% of all 
conducted research uses students as probants -  a fact that might be a weak spot.
However, as knowledge, liking and a certain attraction of/towards a certain product can 
be assumed to be important for metaphor’s effectiveness (see above), it can be, too, 
for the advertising effectiveness in general. All products, all ads or TV-commercials are 
focused on, i.e., are made fora  certain target group, its needs, wants and necessities. 
So ideally, advertising effectiveness is measured by using its underlying target group 
as experimental subjects. So, if one uses students for more reasons than their ease of 
accessibility, these reasons have to be understandable. Or, as Ferber (1977: 57 et 
seq.) puts it, "it is not sufficient to say something like, 'the subjects for this study were 
83 students at Lower Slobovia State University' and then proceed to formulate and test 
highly sophisticated behavior models. If the researcher cannot justify the use of that 
group in terms of the preceding criteria, there is no reason why the GIGO principle 
should not be applied immediately, namely ‘garbage in, garbage out’”.
What follows next is a small review concerning the use of students as study 
participants, as it cannot be assumed, that in all research cases dealing with metaphor 
and effectiveness, the group of students was equivalent with the required target group. 
So a lack of knowledge as well as affinity towards product and/or metaphor seem to be 
bound to occur -  and, concurrently, an inaccurate measuring of a metaphor’s 
effectiveness.
Study Participants and advertised Products
As a promotional communication has always a headliner -  e.g. a product or a service -  
this headliner should also be the centre of attention when preparing the research. The 
question here; how do advertised products and study participants match within the 
conducted research?
Whereas some authors neglect to cater for the relationship between target group and 
participants (cf. Ang and Lim, 2006) some authors relate products and participants and 
refer to their advertised products as belonging to a very broad target group; Van 
Enschot et al. (2006) describe their products as targeting at a broad audience and 
therefore used participants of both genders from the age of 20-68 -  questionable, if
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such non-specificity will be productive. Others, who also relate product and 
participants, narrow their approach and define students’ not only as their participants 
but also as their target group. When conducting her qualitative analysis of pictorial 
metaphor ads, Phillips (1997; 79) speaks of six different ads that “featured different 
products that are bought or used by college students of both genders”. Among these 
were toothpaste, sports athletic clothing, reflex racquets, comfort fabric softener, plan 
personal organizer and eyecare eyedrops. In addition, McQuarrie and Mick also used 
products that they described as relevant across age groups and gender (2003), 
respectively relevant to a student subject pool (1999). McQuarrie and Mick (1992; 191 
et seq.) used undergraduate students as well as adults {excluding college students) 
with a ’’rough balance of gender and age groups” to evaluate the same ads. Among 
these are flashlights, tea, telephones, diet desserts, mascara or a motion sickness 
remedy. Furthermore, McQuarrie and Phillips (2005) used undergraduate students to 
rate dishwasher detergent ads.
The challenge here; although there are certainly some students that are interested in 
sports athletic clothing or reflex racquets, use eye drops or comfort fabric softener, 
have a dishwasher, buy diet desserts or have to treat their motion sickness, not every 
student can be assumed to belong to the target group the ad aims at. On the contrary, 
maybe the majority of the participants asked to describe the sports-products is not 
interested in sports or even hate / f -  which leads to a high wastage. In other words; by 
not talking to the target group one probably will not get the relevant information one 
needs to really evaluate or improve an ad or a mailing. In this respect it seems 
important to pay closer attention to this issue; whereas it seems quite obvious that 
male undergraduates are not that interested in mascara or that couch potatoes are not 
interested in sports clothes, also ads for bicycles -  i.e., products that, at least at first 
sight, every student is interested in -  should be challenged, as it is not only about a 
product genre (e.g. bicycles, pens or coffee -  of. Van Enschot et al., 2006) but also 
about a specific product’s characterisation, positioning and benefitiUSP (Kotler’s 
message strategy, see above). So a coffee-ad is not per se interesting for coffee 
drinkers, unless it addresses their (i.e., the target group’s) specific needs and wants
(e.g. comfort by a coffee pod, a new taste, fair trade etc.). So if one is about to test
products’ ads, he should as far as possible
• aim at the right target group
• with a product as well as product’s benefit or USP that contains target-group-
desirable features or characteristics {message strategy)
79
From Mission and Message Strategy to Execution
Furthermore, next to the product-related factors there are also ad-related factors, which 
Kotler calls the message execution (see above). Here, there are demands on content 
as well as on creation to inform and to persuade -  and by that to support the desired 
advertising effect by influencing e.g. the attitude towards the ad. With regards to 
content, an ad or mailing requires but also provides certain specific knowledge (e.g. 
product-specific or genre-specific). Furthermore, target-group-specific language and 
wording as well as a specific visual world (a code -  see below) translates this content: 
the message execution’s duty is to create an ad, to translate the message strategy into 
an ad that attracts the target group’s interest and desire. Or, as Kloepfer (1987: 124) 
puts it, “communication must be both referentially informative and sensually attractive, 
both analytically and synthetically gestalt-oriented, both comprehensible and 
emotionally acceptable”. So as the message execution can tip the scales of advertising 
effect (see above) research should also focus on that issue. Concerning the conducted 
research, researchers for example
• relied on very simple layouts (McQuarrie and Mick, 1992; DeRosia, 2008 or 
Phillips and McQuarrie, 2009), because they were easy to manipulate and/or
• disclaimed explaining copy that might be relevant context (Phillips, 1997; Ang 
and Lim, 2006; Phillips and McQuarrie, 2009 or McQuarrie and Mick, 1992).
So parallel or even in addition to non-participant-specific products/product-USPs, also 
the message execution lacks a target- as well as a participant-group-specific approach. 
However, this also applies for the selection of metaphors.
Study Participants and used Metaphors
Last but not least, also the metaphor as a rhetorical figure is part of the ad’s execution. 
As stated above, it can be assumed that the metaphor content and quality matched 
with the target group’s verbal characteristics is decisive for a metaphor’s impact. So, as 
Bremer and Lee (1997) put it, “marketers should examine the target segment’s beliefs 
about the product and message to determine what metaphors will work better than 
others”.
However, most of these issues are dropped within the reviewed literature. Often the 
target-group is not or only somewhat involved -  or, to be more precise: the study 
participants are, which in most cases are not congruent with the target-group. Those, 
that did involve the participants, did it very perfunctory: Phillips and McQuarrie (2009)
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or Toncar and Munch (2001) let students only make similarity judgements, respectively 
meaning checks -  checking only the metaphor’s comprehension but not the liking. 
Others did the selection all by their own: Some did explain the process, but the 
figurative translation, however, was not traceable (cf. DeRosia, 2008). Others chose 
existing advertisings because they targeted at a broad audience (cf. Van Enschot et 
al., 2006) or they were easy to change: McQuarrie and Mick (1992) chose existing ads 
that could easily be worked on to work out a visual trope to reach a verbal-visual 
resonance. In this respect, the participants could rate the suggested verbal parts (e.g. 
very positive vs. very negative word) -  but had no influence on (creative) tension of 
product, DSP and wordplay. Some researchers (Phillips, 1997 or Ang and Lim, 2006 
(metaphors): Roehm and Sternthal, 2001 (analogies) or Toncar and Munch, 2001 
(tropes)) did not explain at all, why they chose certain metaphors, respectively 
rhetorical figures. However, almost no one seemed to challenge the used rhetorical 
figures concerning its quality (target-group-specific level of metaphoricity and 
figurativeness, see above): here, as an exception, McQuarrie and Phillips (2005) let the 
participants rate the tested ad’s headlines {artful i  clever vs. plain ! matter of fact). 
Nevertheless, however, it stays questionable, if undergraduates are the right target- 
group for dishwasher detergent ads.
4.4.2.3 Interim Conclusion
Fill (2009: 249) sums it up perfectly by saying “for a message to be communicated 
successfully, it should be meaningful to the recipient. Messages need to be targeted at 
the right audience, be capable of gaining attention, be understandable, relevant and 
acceptable. For effective communication to occur, messages should be designed that 
fit the cognitive capability and relationship orientation of the target audience”.
So a promotional communication needs to be guided by certain considerations -  Kotler 
(of. Kotler and Armstrong, 2004) calls them the five M. This means that the analysis of 
target-group-specific metaphors within direct mails inter alia necessitates:
• target-group-specific metaphors (metaphor content and quality matched with 
the group’s verbal characteristics)
• within a target-group-specific direct mail (metaphor context) -  containing
o a target-group-specific product with a relevant USP/benefit 
o translated in a target-group-specific message 
o and in a target-group-specific ad execution
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Following this, the target-group should not only evaluate the mailings and their content 
but, at best, be also involved to create them -  including metaphor, product, message 
and execution. So firstly one needs a fitting of target group and target product -  
including a target-group-specific USP, respectively benefit. Secondly one also needs to 
execute the promotional communication so that it is meaningful to the recipient. The 
meaning of an ad or a direct mail is not an immanent part of it but results from a 
recipient's interpretation. So a recipient will only recognise and comprehend an ad’s 
message as well as interpret and evaluate its meaning in the intended manner, if he is 
able to decode the ad correctly -  i.e., by referring to relevant, often culturally based 
codes or connotations. As the recipient must be familiar with the ad, linguistically as 
well as visually (cf. Harris, 1989), an involvement in the creative process might be 
helpful.
However, the preceding research objective of a target-group-specific test scenario will 
take care of these requirements.
8 2
5. Theory and Review -  The Findings so far
Given the theory and literature review has been covered, it might be a good opportunity 
for a small review of the detail.
Summing up the foundation of the underlying research one might question:
• As direct marketing, within a world of information overload and wastage, is 
suggested to be a more successful way to reach and activate distinct target 
groups, can ad execution -  more concisely: the way, how things are said in 
promotional communication -  be assumed to make direct mails as a direct 
marketing tool even more successful?
• And, to be more precise: if  rhetorical figures like metaphors are said to have 
persuasive powers, can a metaphor -  as a creative linguistic element affecting 
the way, how things are said -  be suggested to influence the advertising effect 
of a direct mail, leading to more impact on a recipient’s attention, attitude and 
behaviour{-al intentions) than a mail without metaphors?
Although research analysing the effects of metaphor on advertising effect has 
overlooked the upcoming discipline of direct marketing, the impact of metaphors as ad- 
related factors also seem to apply for direct marketing tools like direct mails, not least 
because of the assumed importance of creative elements -  more precisely: linguistic 
features -  within mails for their effectiveness. So one might answer: metaphors can 
have a positive impact on a direct mail’s advertising effect -  but are by no means 
warrantors for persuasive effects. However, there seem to be certain moderators that 
influence metaphor’s impact on attention, attitude or behavioural intentions, namely 
metaphor context, content, quantity, positioning and quality as well as the verbal 
characteristics of the target group. Furthermore, on closer inspection of the moderating 
variables it becomes clear that most of them are target-group-related:
• It can be assumed that a metaphor has more impact if an ad or mail refers to 
the product knowledge and liking as well as to the cultural knowledge of the 
target group.
• Furthermore, it seems advantageous if also the metaphor itself as well as its 
domain is known and liked.
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• Beyond this approach, there seem to be certain target-group-specific 
requirements concerning a metaphor’s quality, i.e., an optimised level of 
metaphoricity as well as figurativeness.
• All this content has to be matched with further target-group-characteristics, e.g. 
the recipients’ verbal characteristics, codes and connotations so that the reader 
can interpret, can decode the mail in the intended manner.
Therefore, the testing of the impact of different levels of a metaphor’s target-group- 
specificity on a direct mail’s advertising effect implies three main steps to achieve the 
research’s objectives;
As preceding objectives
1. the development of knowledge concerning the relevant target-group-specifics 
to develop a target-group-specific test scenario -  including variably specific 
metaphors as well as a target-group-specific mailing and product/USP
2. the testing of metaphors featuring different levels of target-group-specificity
As main objective
3. the testing of the mailings featuring metaphors of different target-group- 
specificity as well as a literal expression concerning their advertising effects
What follows next is the methodology section to explain the underlying methodology as 
well as the methods used to conduct the research.
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II. METHODOLOGY AND RESEARCH
1. Introduction
After the literature review, which provided the required information about the various 
domains brought together to identify the topic and the research gaps, the 
methodology and methods section will shed light on the methods used to collect 
and analyse the data needed to fill the research gaps as well as on the underlying 
methodology. This will include the fundamental assumptions guiding the research 
process as a whole -  and therefore also determining the chosen methods.
Chapter 2 broaches the issues of the focused research problem and research 
question resulting from the literature review. The particular design of the research 
question results in a detailed consideration of the underlying research paradigm 
(chapter 3) as well as the research design (chapter 4). The purpose statement 
following in chapter 5 then acts as a quasi-summary of the first chapters. In addition, 
chapter 6 introduces the conceptual framework as a basis of the analysis as well as 
the hypotheses to be tested with the help of the framework. Furthermore, chapter 7 
introduces and explains the experimental design, focusing above all on the 
appropriateness of experiments for direct mail research. Last but not least, the 
methodology and methods section closes with having a look at the research’s general 
provisions (chapter 8 and 9). Figure 1.1 will visualise section II within the overall 
thesis-roadmap.
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2. Focused Research Problem and Research Question
Referring to direct marketing’s eminent role for marketing practitioners and to its 
difference to classical advertising, an analysis of the top selling direct marketing tool, 
namely direct mail, seems appropriate to broaden up the findings about the relationship 
of metaphors and advertising effect. Furthermore, this analysis will consider 
metaphor’s moderating variables -  on the one hand as promotional communication’s 
requirements {Kotler’s five Ms) and on the other hand as metaphorical impact’s 
decisive factors. At this, the decisive spot here is the target group: it does not only 
decide on the target-group-specific metaphor content and quality but also on the 
product and its attributes as well as on the mailing’s execution -  as all factors are 
responsible for the mailing to generate meaning. So an appropriate, target-group- 
specific context as well as a target-group-specific metaphor needs to be developed and 
tested (see figure 2.1).
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Fig. 2.1 ; The decisive Role of the Target Group 
(Author’s own)
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At this, a target-group-specific metaphor implies a target-group-specific metaphor 
content in a distinct quality matched with the verbal ability, language, codes and 
connotations, i.e., the verbal characteristics of the recipients. Furthermore, the 
specific context contains a target-group-specific product with a USP/benefit known 
as well as liked by the target group as well as a mailing, which is executed in a target- 
group-specific way, i.e., resting upon the target group’s verbal characteristics as well 
as upon further message execution requirements (e.g. pictures).
Using an evolutionary testing (see below), the context will be target-group-specific but 
will also act as a constant factor. Furthermore, also the moderating variables metaphor 
positioning {headline) and metaphor quantity {one metaphor) will be held constant and 
will be attended to within the conceptual framework and hypotheses chapter.
So the underlying research question of the proposed research is:
Is there any difference between direct mails that use 
target-group-specific metaphorical headlines and those that use none 
concerning the mail’s advertising effect?
Following this, advertising effect will be defined as the recipient’s attention, attitude and 
behavioural intentions obtained by a direct mail. Furthermore, the phrase ‘those, that 
use none’ implies less and non-target-group-specific metaphors as well as a target- 
group-specific literal equivalent (see figure 2.2). At this, the metaphor’s level of 
specificity will be defined later on with the help of benchmarks gained within the 
qualitative focus group. It is believed the answer of this question will contain three 
steps that paraphrase the research’s objectives:
• Firstly, the acquisition of the needed knowledge to develop the target-group- 
specific elements of mailing, product as well as metaphor with the help of a 
qualitative focus group consisting of target-group-members. This also includes 
the development of a qualitative approach to define metaphors with different 
levels of target-group-specificity as well as the literal equivalent. The objective 
here: the development of the target-group-specific test scenario.
• Secondly, the quantitative testing of headlines containing the qualitatively 
developed variably specific metaphors to find out about the different metaphors’ 
impact on the target-group. The objective here: the verification of the qualitative 
approach.
8 8
Thirdly the quantitative testing of the developed mailings containing the 
developed metaphors as well as a literal target-group-specific equivalent to find 
out about the mailing’s impact on the target-group. The objective here: to find 
out about the mailing’s advertising effect on the target-group.
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Given the foregoing, this research will close a research g a p  -  but in a way also it has 
found a new research field. Firstly, the research will close a research gap by analysing 
a metaphor’s influence on a direct mail’s advertising effect, which means an e x p a n s i o n  
of research dealing with metaphor impact in the field of promotional communication. 
Following this, the findings in the field of advertising serve as an underpinning for the 
hypothesised findings within the domain of direct mail. Secondly, by introducing the 
construct of t a r g e t - g r o u p - s p e c i f i c i t y  and relating it to metaphors and their impact on 
promotional communication, the underlying thesis will not only close a research gap 
but also f o u n d  a new r e s e a r c h  f i e l d :  t h e  r e s e a r c h  a r e a  o f  t a r g e t - g r o u p - s p e c i f i c  
m e t a p h o r s ,  respectively f i g u r a t i v e  l a n g u a g e  and its influence on promotional 
communication’s advertising effect. Given this, the findings in the field of direct mail 
might serve as an initiation for further research. However, moderating variables that 
vary across e.g. different p r o d u c t s ,  c o n c e p t s  or t a r g e t  g r o u p s  and therefore result in 
distinct target-group-specific metaphors imply that the findings conducted within this 
research are only a snap-shot for o n e  specific target group concerning o n e  specific 
product -  and, furthermore, one specific metaphor. Thus, more research has to be
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done to find out about tendencies or generalisations. So, as intimated above, the 
underlying research does not only close a research gap but also opens up a new one.
Furthermore, because of this high specificity, the analysis of a target-group-specific 
metaphor’s impact on a direct mail’s advertising effect implies a need for not only a 
quantitative analysis of the direct mails’ effects on participants, but, to begin with, a 
qualitative analysis of the target group’s specific characteristics, thoughts and likings-  
to create the product, the metaphor as well as the direct mail as a whole in a target- 
group-specific way. Hence, as qualitative and quantitative methods need to be 
combined, then a mixed-methods approach is the most logical choice of approach to 
adopt.
However, although using a combination or mixture of qualitative and quantitative 
methods is widely supported and recommended from a pragmatic point of view (see 
below), the theoretical foundations seem to offer the chance of confusion -  based on 
complex and divisive ontological as well as epistemological points of issue (Blaikie, 
1991 or McEvoy and Richards, 2006). This “methodological minefield” (McEvoy and 
Richards, 2006: 66) can be assumed to have its seeds in the traditional differentiation 
between qualitative and quantitative methods as well as in their attribution to different 
research paradigms (cf. Philip, 1998): the paradigms of positivism and
phenomenology, also called non-positivism (Girod-Séville and Ferret, 2001). So the 
intention to use a mixture of quantitative and qualitative approaches makes it first of all 
necessary to clarify the underlying research paradigms -  not least as “theory should 
guide research and not be subordinate to specific methodological rules of how 
research should be conducted" (Danermark et al., 2002: 1).
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3. Critical Realism as Research Paradigm
3.1 Introduction
Research can be defined as an activity that is geared to understand a certain 
phenomenon (Kuhn, 1970 or Lakatos, 1978). Research, as a systematic investigation 
(Burns, 1997), does not only rely on distinctive methods and techniques, but is also 
based on some kind of theoretical framework. This framework influences the way 
knowledge is gained, understood, and interpreted (Mackenzie and Knipe, 2006) and is 
often stated as a worldview (Creswell, 2009) or paradigm (cf. Mertens, 2005 or Bogdan 
and Biklen, 1998). Kuhn (1970: 175) defines paradigm as "the entire constellation of 
beliefs, values and techniques, and so on shared by the members of a given 
community". Therefore, a paradigm as an identified underlying basis of assumptions 
and concepts, will guide thinking -  and by that research, i.e., the investigation (cf. 
Guba and Lincoln, 1994 or Bogdan and Biklen, 1998). To introduce this thesis’ 
underlying paradigm, the following subchapters will firstly shed light on positivism and 
non-positivism as research’s dichotomous paradigms. In a second step, these 
definitions will help to provide the researcher’s philosophical assumptions. Thirdly, 
the paradigm of critical realism will be introduced as this work’s underlying 
paradigm -  including a critical view as well as a brief outlook on the paradigm’s 
relevance for consumer research. However, because of the limited scope of this work 
as well as the topic’s extensiveness, the work will only touch upon the subject of 
paradigm-review.
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3.2 Positivism and Non-Positivism as dichotomous Paradigms
The topic of research paradigm is intimately connected with the two subjects of 
ontology and epistemology. Whereas ontologies, i.e., theories of reality, belong to the 
key metaphysical foundations as they imply a certain understanding of reality, 
respectively the world (cf. Chia, 2002), epistemologies can be defined as theories of 
knowledge (Johnson and Duberley, 2000), dealing with questions about the nature, 
sources and limits of knowledge (Markie, 2004). Supplementing the issue of 
methodology, Guba and Lincoln (1994: 108) summarise these subjects by stating a 
paradigm’s three main questions:
• “The ontological question: What is the form and nature of reality and, 
therefore, what is there that can be known about it?
• The epistemological question: What is the nature of the relationship between 
the knower or would-be knower and what can be known?
• The methodological question: How can the inquirer (would-be knower) go 
about finding out whatever he or she believes can be known?”
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Fig. 3.1 ; The Relation of a Paradigm ’s Elem ents  
(Hay. 2002)
Given this, one might realise that all three subjects are interrelated, i.e., the former 
guides the latter (see figure 3.1): the ontological view about reality influences the 
philosophical position of how to come to know that reality (epistemology), which by 
itself influences the practical, methodological approach of how to come to know that 
reality (of. Hay, 2002). Basically, here two fundamental ways of gaining knowledge are 
differentiated: empiricism and rationalism (Chia, 2002). Empiricism is based on the 
assumption that learning and memory, i.e., knowledge derives only from experience. 
Rationalism, on the other hand, notes that the way to knowledge is not experience but 
logic and reason (Slife and Williams, 2000).
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As basically “no one (...) can stand outside their own epistemological and ontological 
commitments” (Johnson and Duberley, 2003: 1294), it seems very important to 
become aware of one’s own philosophical underpinnings that define one’s research 
paradigm (Remenyi et al., 1998). In the following the paradigms of positivism and 
phenomenology will be introduced as a basis for discussion.
Probably one of the best-known paradigms is the positivist school of thought. The 
term positivism can be traced back to Auguste Comte, who regarded theological or 
metaphysical attitudes as imperfect for gaining knowledge. Therefore, he favoured a 
natural-scientists-like approach emphasising the observable also to study the social 
world (Lacey, 1996). Following this, a positivist’s goal is it to "identify causal 
explanations and fundamental laws that explain regularities in human social behaviour" 
(Easterby-Smith et al., 1991: 23). The positivist approach ontologically assumes that 
there is an observable and stable social reality that is external to the perception of the 
individual; so reality is objective (Girod-Séville and Perret, 2001). Epistemologically, the 
researcher can be seen as an objective spectator who observes reality and interprets 
it, neither affecting the observed object nor being affected by it (Chia, 2002). The 
knowledge gained therefore is objective and context-free (Girod-Séville and Perret, 
2001) -  or, as Popper (1979) puts is, it is knowledge without a knower. As such 
positivism derives laws or law-like generalisations for description and prediction 
(Remenyi et al., 1998). For this purpose, most often quantitative methods are 
consulted (although positivists are by no means committed to quantitative methods, 
see Hunt, 1991). By doing so, positivist research very often follows a rather deductive 
reasoning that is concerned with testing or confirming hypotheses. Here, data is 
collected to support or to reject a priori hypotheses -  so in this case data (observation) 
follows theory (cf. Saunders et al., 2007 or Haslam and McGarty 2003).
Next to positivism another paradigm of particular importance is phenomenology. One 
might say that both paradigms, based on contrary philosophical assumptions, can be 
seen as a continuum’s polar opposites (Holden and Lynch, 2004). So it is not 
surprising that phenomenology, which can be traced back to Clemens Brentano and be 
regarded as the basis of interpretivism (cf. Saunders et al., 2007), is also called the 
non-positivist-approach (Girod-Séville and Perret, 2001). Following this, ontologically 
the phenomenologist approach assumes not an objective but a subjective reality -  or 
better: multiple realities (Remenyi et al., 1998). So instead of a positivist reality as it is, 
non-positivists do assume realities for us (Johnson and Duberley, 2003) that are 
socially constructed and "the product of one's mind" (Burrell and Morgan, 1979: 1).
93
From an epistemological point of view one might say; as every situation is assumed to 
be unique, dependent on the circumstances and on the people involved (including the 
researcher, which is not independent but is interacting with the researched subjects) 
also the knowledge gained is subjective and contextual (Remenyi et al., 1998). 
Furthermore, phenomenologists assume “pure and unmediated experience of 
phenomena" (Chia, 2002: 8) to be the beginning of knowledge creation, without any 
presupposed theories or hypotheses. This inductive reasoning, being about generating 
theories with theory following data, is most often conducted with the help of qualitative 
research methods (Saunders et al., 2007).
3.3 The Thesis’ underlying philosophical Assumptions
3.3.1 Ontological Assumptions
To begin with, the non-positivistic assumption of ontological subjectivism is an 
important aspect to discuss. This is because empirical research’s aim should be to 
gather a trusted insight into reality, from an ontological point of view it needs to 
suppose a real, an actual, i.e., an objective reality to be meaningful -  otherwise 
findings are senseless, as they are neither (at least to some extent) generalisable nor 
empirically verifiable (Kromrey, 2009). Or, in other words: “if reality cannot be 
understood by anything but constantly varying forms of pre-understandings, if our 
different ways of seeing irretrievably determine what it is we see, what then remains of 
the scientific project?” (Danermark et al., 2002: 17 -  original emphasis). Contiguously, 
the rather secure and reliable body of knowledge across various fields, such as 
medical science, astronomy or advertising research, implies that there most likely is 
something like an objective reality (cf. KuR, 2011). Beyond this, on a more 
philosophical basis, one could blame non-positivists (e.g. phenomenologists, 
interpretivists or relativists) to be contradictory on a fundamental level: If no general 
truth (like an objective truth) exists, how can phenomenologists claim this issue as a 
general truth (cf. Danermark et al., 2002)?
So as this thesis apparently assumes an objective reality, one may conclude that the 
positivist approach with its ontological objectivism meets the abovementioned 
demands. However, this is not the case. As intimated above, ontologically positivism  
can be described as a rejection of metaphysics, aiming only at things that can be 
observed and measured. In reverse this means: for a positivist what cannot be directly 
observed -  such as thoughts, desires, attitudes or intentions (Hunt, 1992) -  has no 
relevance for knowledge creation (of. Trochim, 2006e). This point of view thwarts this
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thesis’ basis by regarding the analysis, i.e., the measuring of latent constructs like 
attention, attitude towards the ad or behavioural intentions {the O of the S-O-R model, 
see above) as not knowledge-gaining. Given this, the underlying thesis ontologically 
suggests an objective reality that includes metaphysics.
3.3.2 Epistemological Assumptions
The positivistic rejection of metaphysics also leads to an oxymoron on the 
paradigm’s epistemological level. As seen above, next to an objective reality positivists 
also assume objective observers of that objective reality -  neither affecting the 
observed object nor being affected by it (Chia, 2002), gaining objective and context- 
free knowledge (Girod-Séville and Perret, 2001). Given that also positivists cannot 
“stand outside their own epistemological and ontological commitments” (Johnson and 
Duberley, 2003: 1294), also their epistemological basis, such as the assumption of a 
neutral observer, needs to be based on certain metaphysical knowledge -  not least as 
“any theory of knowledge (i.e., any epistemology) presupposes knowledge of the 
conditions in which knowledge takes place” (Johnson and Duberley, 2000: 3). Or, as 
N eu rath (in Quine, 1960: 3) puts it more metaphorically, epistemologically “we are like 
sailors who on the open sea must reconstruct their ship but are never able to start 
afresh from the bottom”. So the positivists’ rejection of metaphysics does not only 
ignore (parts of) reality in a literal sense but also leads to a theoretical oxymoron, and 
by doing so leading to a denial of assuming objective spectators.
Neurath’s sailor-metaphor leads over from the positivist oxymoron to a general non­
positivist, non-natural-science-like understanding of people in the knowledge-gaining 
process: as Laing (1967: 53) puts it, persons have to be “distinguished from things in 
that persons experience the world, whereas things behave in the world" -  an insight, 
that has lead to the “acceptance of the significance and scientific legitimacy of human 
subjectivity in explaining human action” (Johnson and Duberley, 2000: 35; emphasis 
added). This basic understanding is also shared by the underlying thesis: as explained 
above, one consents to the fact, that knowledge can hardly be objective or neutral in a 
definite way but is subjective, i.e., dependent on the experiencing subject. Different to a 
rather empiricist understanding of phenomenology (cf. Smith, 2008), the 
epistemological process of knowledge gaining should not be understood as 
unmediated and pure experience without any presupposed theories but can be 
assumed to be (also) rationally guided -  not least because of every individual’s 
epistemological and ontological pre-understandings. As Slife and Williams (2000: 74 -  
original emphasis), referring to the Kantian rationalism, sum it up: “in short, we make
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sense of the world, it does not make sense of itself. Given this, knowledge can be 
assumed to be socially determined, containing “more or less hidden, everyday and/or 
scientific conceptualizations” (Danermark et al., 2002: 17). So, epistemologically, 
gained facts (i.e., knowledge) can be described as subjective as well as “theory- 
dependent or theory-laden” (ibid.).
To sum up one might say: the underlying assumptions result in philosophical 
underpinnings that are intermediate between positivism and non-positivism -  
ontologically suggesting an objective reality (including metaphysics) and 
epistemologically assuming multiple subjective perceptions of that objective reality. 
However, it still needs to be clarified, how this knowledge can be gained. As intimated 
above, positivism prefers a deductive reasoning, whereas non-positivists favour an 
inductive approach. Again, both paradigms’ preferred ways of reasoning can be 
described as dichotomous: whereas deduction starts with conceiving theories which 
then will be translated into hypotheses and finally be tested and confirmed with the 
help of observations, induction’s aim is not testing but generating theories -  starting 
with specific observations which then lead to tentative hypotheses and, in the end, to 
theories (cf. Trochim, 2006d). However, as highlighted above, one might assume that 
there is no pure inductive reasoning. Furthermore, from a practitioner’s point of view, 
both induction and deduction do interplay in almost every research project (cf. Trochim, 
2006d or Nickerson, 2010) as well as in our minds (cf. Mayfield, 2010). A promising 
way to interrelate both types of logic is the approach of abduction. Charles Sanders 
Peirce (one of the important semioticians next to de Saussure or Barthes, see below) 
supplemented induction and deduction with a third logic: abduction (cf. Peirce, 1935). 
Following Peirce, abduction’s role is to form hypotheses, since abduction (also called 
retroduction by Peirce) is the only logic of the three that is ampliative, i.e., content- 
increasing (ibid.). Peirce (1935: 5172) sums it up by saying: “abduction is the process 
of forming an explanatory hypothesis. It is the only logical operation which introduces 
any new idea; for induction does nothing but determine a value, and deduction merely 
evolves the necessary consequences of a pure hypothesis”. He furthermore 
supplements “deduction proves that something must be] Induction shows that 
something actually is operative; Abduction merely suggests that something may be” 
(ibid., original emphasis). As the term may implies, the logic of abduction (and 
therefore knowledge) is assumed to be fallible, but with the potential to self-correction 
(Peirce, 1935) -  an issue that provides for the subjective knowledge of an objective 
reality.
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Given this, Peirce sees abduction, deduction and induction as a triad, to be more 
precise: as a research’s sequence to reach a comprehensive analysis. Here, the first 
two are used to conceptually understand a phenomenon, whereas the last issue’s aim 
to quantitatively verify it (cf. Yu, 1994). Or, to be precise, “abduction creates, deduction 
explicates, and induction verifies” hypotheses (ibid.). Given this, Peirce regards 
abduction/retroduction as the triad’s first step as well as the overarching logical method 
of the three steps (of. Chiasson, 2005).
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3.4 Critical Realism as the Thesis’ resulting Paradigm
3.4.1 Introduction
However, paradigms are not only very complex issues, there is also a huge number of 
different schools of thought and related subspecies: Halfpenny (1982) counts not less 
than twelve subspecies of positivism and also Hunt (1990: 8) states that the “major 
problem for realism is that there are so many versions of it”. Furthermore, concerning 
the different paradigms there is no agreement in sight but rather sets of disputing 
supporters. As Trochim (2006e) puts it: “philosophers have been debating these issues 
for thousands of years and there is every reason to believe that they will continue to 
debate them for thousands of years more” -  with research articles entitled ‘paradim 
wars’ (Gage, 1989) or ‘the new paradigm wars’ (Anderson and Kerr, 1999) speak for 
themselves. So this topic, as Trochim (2006e) puts it, “is not for the faint-of-heart ”.
Furthermore, at least in the researcher’s case, the process of deciding for a paradigm 
is not like awaking to be a critical realist or positivist, but it is to become aware of one’s 
own philosophical underpinnings and then to start comparing these with different 
paradigms’ assumptions. So opting for a paradigm sometimes can be a trade off, 
choosing a paradigm that fits best, although it fits not perfectly -  above all if one leaves 
the paradigm-surface and goes further and furthest into its assumptions.
Given this, the researcher would characterise himself as a critical realist, as critical 
realism takes up most of the researcher’s philosophical assumptions -  as explained in 
the following.
3.4.2 Definition 
Ontology and Epistemology
Concerning realism, there is neither a reference to any particular position or school 
(Brown, 2002) nor a grand theory but rather several subspecies (cf. Hunt, 2010). The 
classical or common-sense understanding of realism is based on the assumption, that 
there is a world independent of people’s perception, i.e., an objective reality. As 
Thagard (2007: 29) puts it, the “universe is more than 10 billion years old, but (...) 
representations constructed by humans have existed for less than a million”. So one 
can suggest that there “is a world independent of representation of it, as historical 
evidence suggests” (ibid.), and furthermore, that “truth is not a purely mental matter, 
because our best evidence suggests that minds and their representations have not 
been around all that long” (ibid.: 30).
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Given this, classical realism differs from paradigms that assume subjective realities, 
such as interpretivism, idealism or relativism (of. Hunt, 2010).
Naive realists, similar to positivists, confine themselves to the observable reality -  or, in 
other words, “a naive realist would hold that a lemon is really yellow” (House, 1991: 3). 
Scientific or critical realists criticise this epistemic fallacy (cf. Bhaskar, 2009) and go 
beyond observable events as they are interested in underlying patterns and 
mechanisms. In the case of the lemon-example "a scientific realist would hold that a 
lemon appears yellow because of the refraction of light off its surface, the particular 
nature of light waves, and the structure of the human eye, thus invoking the causal 
entities and structures that produce the phenomenon, that is, the yellow lemon” 
(House, 1991: 3 etseq.).
In the following the researcher will use the terms scientific realism (following Hunt, 
1994) and critical realism (following Bhaskar, 2009) as synonyms (for a similar 
approach cf. Brown, 2007) as they are identical concerning the basic assumptions and 
as this research, due to its limited extent, will only relate to these assumptions as only 
these will be relevant for the researcher’s choice of paradigm. Hunt’s (cf. 1994) view of 
scientific realism includes the issues of classical, fallibilistic, critical and inductive 
realism, which are subsumed in Bhaskar’s critical realism and will be related to in the 
following. However, the thesis will focus on Bhaskar’s view, not least because of its 
sense-making tripartite reality.
In simple terms critical realism, as intimated above to a great extent driven by the 
works of Roy Bhaskar (of. 2009), conflates an ontological objectivism (i.e., the classical 
realism) with an epistemological subjectivism as it accomplishes an objective reality 
with multiple perceptions of that reality. Bhaskar (2009 -  of. also Johnson and 
Duberley, 2000) defines three domains of reality: an empirical, an actual and a real 
domain. Whereas the empirical domain consists of what people can (directly or 
indirectly) experience, the actual domain contains the events happening in the world -  
all the same, if people experience them or not. Furthermore, the real domain contains 
the mechanisms that let events or other surface phenomena happen (cf. Alvesson and 
Skoldberg, 2009). At this, similar to positivists, also critical realists aim at causal 
explanations to gain knowledge about reality. But, as explained above, whereas 
positivism only focuses on observations and defines causality as a “constant 
conjunction of events” (Johnson and Duberley, 2000: 154), critical realism goes beyond 
the observation’s surface and is interested in the deeper underlying mechanisms that
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have caused the events. So the critical realistic scientific approach can be defined as 
“to investigate and identify relationships and non-relationships, respectively, between 
what we experience, what actually happens, and the underlying mechanisms that 
produce the events in the world” (Danermark et al., 2002: 21). As intimated above, 
“reality exists independently from researchers’ ideas and descriptions of it” (Alvesson 
and Skoldberg, 2009: 41): whereas the real domain consists of causal mechanisms 
and intransitive entities (reality as it really is), people -  and by that also science -  may 
not be able to observe these intransitive entities and therefore may come to different 
transitive realities, i.e., perceptions of reality. By doing so, people’s perceptions are 
socially determined and theory-laden: they are influenced by social or cultural values, 
by paradigmatic or discursive conventions or by everyday or scientific 
conceptualisations (of. Danermark et al., 2002 or Johnson and Duberley, 2000). Since 
here perceiving is a social and personal process, "nothing in the methods of science 
guarantees success in arriving at truth” (Miller and Tsang, 2010: 144), a fact that Hunt 
(1994) relates to as fallibilistic realism. So it is because observations are fallible and 
theories are révisable, that “the critical realist is critical of [his] ability to know reality 
with certainty” (Trochim, 2006e, original emphasis) and furthermore strives to critically 
evaluate as well as test all knowledge claims concerning its representation of the real 
domain (Hunt’s (1994) critical realism).
Following this, to test theories and to get to the bottom of reality, critical realists follow 
neither an inductive nor a deductive but an abductive, respectively retroductive logic: 
as explained above (of. Peirce, 1935), retroduction’s aim is to form explanatory 
hypotheses emerging out of observations. So here retroduction starts with the 
empirical observation and tries to reconstruct the conditions (i.e., how the world needs 
to be) that the observed event can take place as it did (cf. Olsen, 2006 or Miller and 
Tsang, 2010). Related to Bhaskar’s tripartite reality, the retroductive logic describes the 
way from the empirical domain, i.e., from observing objects and events, to the real 
domain in order to find out about the underlying mechanisms (cf. McEvoy and 
Richards, 2006 or Easton, 2002). Ginzburg (1990) compares the beginning of a 
retroductive reasoning to a habit of hunters: when searching out their prey, hunters 
need to be able to read tracks, such as to look for broken branches or marks and to 
speculate about the tracks’ indication.
Different to positivism, critical realists assume reality to be an open system, which 
makes a regular and controlled analysis almost impossible. However, they manage it to 
extract, isolate and identify the relevant mechanisms from that open system by
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conducting experiments (cf. Alvesson and Skoldberg, 2009). Here, experiment can be 
defined as “an attempt to trigger or unleash a single kind of mechanism or process in 
relative isolation, free from the interfering flux of the open world, so as to observe its 
detailed workings or record its characteristic mode of effect and/or to test some 
hypotheses about them" (Bhaskar, 2009: 35). Experiments help to close the open 
system and to make the three domains of reality become one -  so that the events can 
be experienced and traced back to the underlying mechanisms (Bhaskar, 2009). To 
sum up one might say that the critical realist’s scientific approach is to “intervene and 
manipulate an intransitive reality which (...) [is] confront[ed] and change[ed] on the 
basis of socially constructed transitive theory through practice” (Johnson and Duberley, 
2000: 163). However, by doing so, critical realists know that theories are transitive and 
knowledge is fallible -  but, as knowledge is not immune (Sayer, 1992) to empirical 
tests, “ontological realism provides some hope of achieving greater precision over time 
through testing our theories” (Miller and Tsang, 2010: 153). Therefore, any long-term 
success of any transitive theory can be assumed to provide reason to believe, that the 
theory is congruent with the intransitive reality (cf. Hunt’s inductive realism (1990) and 
see KuR (2011) for theories’ examples).
Methodology
As intimated above, a mixture of quantitative and qualitative methods still is a point of 
confusion (of. McEvoy and Richards, 2006 or Olsen, 2004), a fact that can be traced 
back to the underlying paradigms both methods are attributed to: positivism and non­
positivism (of. Philip, 1998). The incommensurability of paradigms, a term closely 
related to Kuhn (1970) and Feyerabend (1962), has led methodological purists like 
Leininger (1994) or Ford-Gilboe et al. (1995) to take the view that because of their 
mutually exclusive assumptions the abovementioned paradigms -  including their 
methods -  cannot be reconciled (cf. Silverman, 2006 or Guba and Lincoln, 1989), a 
point of view which is tantamount to a rejection of a mixed methods approach.
Although critical realism’s methodological implications for research “remain sketchy” 
(Miller and Tsang, 2010: 146 -  see also Wuisman, 2005 or Yeung, 1997), it becomes 
apparent that critical realists do not favour either quantitative or qualitative methods 
(Alvesson and Skoldberg, 2009). Given this, they argue that the choice of methods 
should be dictated by the nature of the research problem. In many cases it is 
suggested that the most effective approach will be to use a combination of quantitative 
and qualitative methods or techniques (McEvoy and Richards, 2006 or Olsen, 2002): 
as most objects of investigation are very complex, mixing both methods helps to focus
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on different aspects, which might otherwise remain secret (cf. Mingers, 2001 or 2006). 
So critical realism can be called “highly pluralist in terms of empirical research 
methods” (Miller and Tsang, 2010: 150). Furthermore, some critical realists differ 
between extensive and intensive research, associated with quantitative, respectively 
qualitative methods (of. Danermark et al., 2002).
3.4.3 Interim Conclusion
So although, to speak with Johnson and Duberley (2000: 191), it does not “feel 
particularly comfortable being pigeonholed to one category”, the researcher would 
characterise himself as a critical realist. Given this, the researcher understands science 
as a process of scientific discovery with the aim to approximate reality by finding, 
explaining and theorising underlying entities and mechanisms -  resting upon 
metaphysical objective reality as well as multiple perceptions of that reality. 
Furthermore, he supports the assumption that all knowledge is theory-laden and fallible 
but also suggests experiments and empirical testing as a way to make the transitive 
theories align with the intransitive entities and mechanisms.
Beyond, having a look at this thesis so far, the study’s intention can be described as 
based upon an abductive or retroductive reasoning: The rather ambiguous findings of a 
metaphor’s impact on recipients within the literature review can be defined as the track 
reading which led to the researcher’s speculation, i.e., the hypothesis, over the 
underlying mechanism: i.e., the cause of a metaphor’s level of target-group-specificity 
and its effect on participants (cf. Miller and Tsang, 2010). Moreover, to control the 
mechanism, reality’s open system will be closed with the help of a multistage mixed- 
methods-experiment, ending up in an evolutionary testing to isolate the mechanism’s 
cause. Following this, Peirce’s three-step approach will be applied: firstly, the 
retroductive step is to explore the data, i.e., the literature, to find a pattern to be 
hypothesised, secondly, this first hypothesis will deductively be refined and worked out 
to become a logical and testable hypothesis which, in a third step, will then be 
inductively \esie6 (cf. Yu, 1994).
So, as intimated above, paradigms that assume a subjective reality (relativism, 
idealism, interpretivism) fall short of the researcher’s assumptions. Furthermore, also 
paradigms that restrict their objective ontology to observables (positivism, naive 
realism) do not fulfil the thesis’ assumptions. However, also other paradigms cannot 
meet the underlying assumptions, e.g. pragmatism. At first glance, pragmatism (the 
paradigm Peirce follows) and scientific/critical realism “share a number of assumptions
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about science, language, and the world” (Cherryholmes, 1992: 13): also pragmatists 
regard scientific research as contextual, being dependent on social, historical or 
political contexts -  leading to a subjective epistemological view. Furthermore, most, if 
not all, followers of pragmatism would agree upon an objective reality (ibid.). However, 
here the difference between the researcher’s and the paradigm’s assumptions lies 
within the assumed aim of scientific research. A pragmatism-definition by one of its 
founders, William James, will help to clarify these differences: as James (1981: 26) 
puts it, “the pragmatic method in such cases is to try to interpret each notion by tracing 
its respective practical consequences. What difference would it practically make to any 
one if this notion rather than that notion were true? If no practical difference whatever 
can be traced, then the alternatives mean practically the same thing, and all dispute is 
idle" -  so pragmatists are first of all interested in consequences, not in reality. Given 
this, pragmatists neither require “metaphysics [n]or an epistemology” (Rorty, 1991: 22) 
as they regard “truth as, in William James’ phrase, what is good for us to believe” (ibid., 
original emphasis). So, as “pragmatists believe the important point is that we should 
give up the idea that we will ever be able to pin down ‘underlying causal entities’” 
(Cherryholmes, 1992: 15) and as “scientific realists take that as their challenge” (ibid.), 
critical realism appears to be the best possible paradigm for the underlying research.
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3.5 Critical Realism -  A critical View
Following a critical realist approach, the researcher is fully aware of the fact, that his 
own assumptions, preferences and views have had an impact upon the other 
paradigms’ assessment (Johnson and Duberley, 2000). Furthermore, critical realism 
also implies to be critical about the own assumptions as well as the underlying 
paradigm -  and to acquiesce to challenging questions. Some of these are discussed in 
the following.
The Issue about being critical
However, critical realism has to put up with the question, when critical realists will stop 
being critical -  or, in other words: on one’s way to approximate reality, when or how 
does one know that one’s theory, concept or picture is reality (cf. Cherryholmes, 
1992)? One might answer this question from a more practical as well as from a more 
philosophical point of view. Practically, the inductive realism, i.e., “the long-term 
success of any scientific theory gives us reason to believe that something like the 
entities and structure postulated by that theory actually exists” (Hunt, 1994: 24) -  so it 
is the goodness, or the predictive power of a theory that says something about its 
closeness to reality. Furthermore, experiments enable the researcher to achieve 
greater precision by adapting and reworking the theories (Miller and Tsang, 2010). 
Thereby, it is not like Thomsen (1986) puts it that critical realists “insist that, by 
correcting errors and rejecting false starts, science converges’ to real answers to given 
questions”. Rather, according to critical realism knowledge stays fallible. So although 
there is a truth that can be known, it does not mean, that in the end the critical realist 
will know the truth (cf. Ackroyd and Fleetwood, 2000 or Miller and Tsang, 2010). At 
this, critical realists need to be (more) realistic, that open up the real domain might be a 
long journey, probably without reaching the journey’s destination. Beyond, however, 
one could also answer the abovementioned question with a more philosophical counter 
question: Should the obvious complexity of approaching reality prevent research from 
doing this -  and by doing so forego theories that (at least) better than others 
approximate reality? Isn’t it research’s basic understanding to give the best possible 
answer -  and at the same time to strive for better answers? Current examples like the 
approach of neuromarketing for advertising research (cf. Hausel, 2008) or even the 
new findings concerning the theory of relativity (Heise, 2011) show that even after a 
long time and/or with new methods of inquiry theories can be revised and adapted. 
However, the question of how to approximate reality also includes questions about the 
empirical domain, i.e., the objects understudy.
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Assumptions about the Object under Study
As explained above, it is with the help of experiments that critical realists aim at closing 
the open system, unifying the three domains and isolating as well as identifying the 
underlying mechanisms. Given this, some critical realists state that it is “the nature of 
the object under study that determines what research methods are applicable, and also 
what knowledge claims one may have” (Danermark et al., 2002: 70) and that the 
researcher’s task is “aiming at identifying the necessary, constituent properties of the 
study object, since these characteristics define what actions the object can produce” 
(ibid.). Following this, it is the study of the object’s nature as well as its properties that 
defines actions, research methods and knowledge claims -  an assumption that 
appears as if “the object of study discloses itself and then tells the researcher how it is 
most appropriately studied” (Alvesson and Skoldberg, 2009: 45). However, this 
assumption should be challenged in two different aspects: concerning a researcher’s 
objectivity as well as concerning reality’s complexity.
First of all, also critical realists should be aware of the fact that is not (only) the object 
under study that delivers actions, methods and claims but that it is also the researcher 
himself, i.e., his philosophical underpinnings and his perception of reality that 
influences, what he will be told by the study object. So critical realists also need to be 
critical about themselves. However, this leads to a corresponding subject within critical 
realism: a researcher’s reflection, or reflexivity (Johnson and Duberley, 2000). As 
intimated above, a researcher’s beliefs and behaviours are not based on reality but on 
reality’s perception. As such, Soros (1994) states that “reflexivity is, in effect, a two-way 
feedback mechanism in which reality helps shape the participants’ thinking and the 
participants’ thinking helps shape reality in an unending process in which thinking and 
reality may come to approach each other but can never become identical”. Given this, 
a researcher’s pre-understandings are every research’s essential background -  which 
also have to be taken in consideration, when evaluating a research’s outcome. As 
Harding (1987: 9) puts it, “the beliefs and the behaviours of the researcher are part of 
the empirical evidence for (or against) the claims advanced in the results of the 
research” -  an issue that starts right at the research’s beginning. Given this, 
researchers should be aware of the fact that they and their pre-understandings have a 
behavioural impact upon methods or settings like e.g. focus groups {methodological 
reflexivity). Furthermore they also should think about and question their own thoughts 
{epistemic reflexivity), when interpreting e.g. qualitative results (cf. Johnson and 
Duberley, 2000). At this, detailed research protocols or additional field notes help to 
reflect and understand these pre-understandings -  also for other researchers (ibid.).
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Secondly, one should be aware of the fact that the nature or the properties of an object 
under investigation are probably far more difficult to understand and to define than one 
might think (cf. Alvesson and Skoldberg, 2009). Furthermore, being not interested in 
the observables but in the underlying structures and mechanisms (and, by doing so, 
standing out from positivism or naive realism), one should also not underestimate to 
find the object under investigation’s structures and mechanisms as well as to isolate 
and understand them (ibid.). Given this, it is even more important to realise a social 
reality’s complexity -  as Lisa Randall, Professor at the Harvard University Department 
of Physics, states that understanding the universe is easier than understanding a 
university organisation’s gender relations (Lisa Randall in Alvesson and Skoldberg, 
2009). So critical realists should be aware of the variety and complexity of social reality 
and by that of the difficulties of grasping the intransitive entities and mechanisms -  
above all as “quite a substantial part of the critical realist framework appears to be 
inspired by the world of physics” (Alvesson and Skoldberg, 2009: 48). This also implies 
that the issue of mechanism should not be understood in a too literal, mechanical 
sense (ibid.).
However, this leads to further assumptions about critical realism’s methodology that is 
applied to the object under study: as intimated above, there seems to be a “gap 
between critical realism’s contribution to philosophy of science and the dearth of 
methodological guidance in this literature” (Miller and Tsang, 2010: 146 -  see also 
Wuisman, 2005 or Yeung, 1997). So the question stated by Walters and Young (2001) 
is a plausible one: “are there robust rules capable of guiding researchers in their 
attempts to uncover the deep structures of reality”? Analysing the literature it somehow 
appears as if the authors will have a point when stating, that critical realism is 
extremely weak concerning that point (ibid.). At this, abductionlretroduction acts as a 
starting point.
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Interim Conclusion
However, despite all the expressed arguments and critique of critical realism the 
researcher will stick to critical, respectively scientific realism as the thesis’ underlying 
paradigm -  as
• the ontological as well as epistemological assumptions fit well with the 
researcher’s pre-understandings
• the critique, albeit justified, in most cases is not about the paradigm’s main 
assumptions but more about its implementation {When will reality be reached? 
How will experiments be conducted? How will mechanisms be isolated?) -  
issues that nevertheless need to be addressed but are no reasons to refrain 
from the paradigm as a whole
So to sum up one might say, as “in many ways critical realism expresses a view of self 
as a deep-digging project, which exposes reality and frees it from the filth and mess 
caused by positivists, postmodernists and their like” (Alvesson and Skoldberg, 2009: 
49), critical realists should be aware of not getting disconnected from reality and should 
not miss the point to be realistic about their paradigm, about the chance of knowing the 
truth in its entirety, as well as about the easiness of closing systems and identifying 
underlying mechanisms. Therefore, all the points of criticism have to be kept in mind 
during the study.
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3.6 Critical Realism and Consumer Research
However, critical/scientific realism has established itself within marketing and 
consumer research, having advocates in theory (cf. Hunt, 1990; 1992; 2010; Easton, 
2002; Perry et al., 1998 or Zinkhan and Hirschheim, 1992) as well as in practice 
(McLoughlin and Easton, 2004; Easton, 2010 or Wallendorf and Arnould, 1991) -  and 
supported also by the German marketers (cf. Vogel, 2006; Baumgarth, 2003; Heinrich, 
2002; KuB, 2011 or Homburg, 2000).
Furthermore, also concerning the analysis of rhetorical figures, respectively metaphors, 
there are certain points of contact: McQuarrie and Mick (1992) assume, that a critical 
pluralism, which can be regarded as critical realism’s precursor (Hunt, 1994), can be of 
avail. They suggest there is a benefit to “combine the best of positivism and 
interpretivism" (McQuarrie and Mick, 1992: 196) -  above all to reach some kind of 
methodological pluralism: “while the interpretivist tradition afforded us rich resources 
for the conceptualization, text analysis, and phenomenological investigation of 
advertising resonance, the positivist tradition provided useful tools for establishing its 
prevalence and effects. Both are necessary to advance advertising theory and the 
understanding of substantive phenomena such as advertising rhetoric” (ibid.). Also, 
McQuarrie (1990) -  mixing up epistemological and methodological levels -  assumes a 
combination of positivist and interpretivist paradigms to be advantageous for metaphor 
research: “perhaps this is an area where the positivistic tradition, with its understanding 
of experimental design, and the interpretivist tradition, with its firm grasp of the role of 
the reader in generating meaning, can usefully come together. Both will be necessary 
to understand what metaphor does or can do in advertisements”. Similar to McQuarrie 
and Mick (1992) also McQuarrie (1990) underlines the importance of mixed methods 
for metaphor research -  an approach that will be explained in detail in the following.
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4. Mixed Methods as Research Design
The idea to combine or to integrate quantitative and qualitative data can be traced back 
to the early 1970s; Sieber (1973) was one of the first to combine surveys and 
interviews within a research. Six years later Cook and Reichardt (1979) identified ten 
different ways of combining quantitative and qualitative data. Since then, the idea to 
mix methods has spread over the time (of. Blake, 1989; Stange and Zyzanski, 1989; 
Greene et al., 1989; Stange et al., 1994; Goering and Strainer, 1996 or Creswell and 
Plano Clark, 2007). The reason to combine, to integrate or to mix qualitative and 
quantitative approaches is the assumption that this combination leads to “a better 
understanding of research problems than either approach alone” (Creswell and Plano 
Clark, 2007: 5). So mixing methods is used to explore variables (e.g. by collecting 
qualitative before quantitative data) or to explain results (e.g. by collecting quantitative 
before qualitative data -  Creswell et al., 2004). To define the issue of mixed methods, 
one firstly needs to describe the terms of methodology, research design and methods:
1. Methodology, as intimated above, can be described as a part of the research’s 
paradigm and contains fundamental assumptions that relate to and guide the 
entire research process (cf. Hay, 2002; Guba and Lincoln, 1994; Van Manen, 
1990 or Creswell and Plano Clark, 2007).
2. Research design can be defined as an action plan, linking the underlying 
philosophical assumptions to specific methods (of. Creswell, 2009 or Crotty 
1998).
3. Methods are more specific and can be defined as the techniques of data 
coliection and data analysis (cf. Van Manen, 1990).
As such, some authors regard mixed methods as a methodology, focusing on the 
underlying philosophical assumptions (of. Creswell and Plano Clark, 2007). Tashakkori 
and Teddlie e.g. (2003: ix -  of. also 1998) call mixed methods “the third methodological 
movement” next to positivism and non-positivism. Others above all focus on mixed 
methods’ methods (cf. Greene et al., 1989 or Onwuegbuzie and Teddlie, 2003 -  of. 
also Elliott, 2005). However, referring to Creswell and Plano Clark (2007), this thesis 
defines mixed methods as the middle ground: a research design with underlying 
philosophical assumptions as well as methods of inquiry. At this the mixing of both 
quantitative and qualitative data requires a certain research paradigm, which in this 
case is critical realism. Furthermore, it also requires the collection, analysis and 
mixture of quantitative and qualitative data in a single study (Creswell and Plano Clark, 
2007). This mixture will be explained within the following purpose statement.
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5. Purpose Statement
This research will be conducted with the help of an exploratory three-phase sequential 
mixed-methods study. The reason for this study is twofold: firstly, until now metaphor 
research has neglected the field of direct marketing. Secondly, there is a general 
heterogeneity of research findings concerning a metaphor’s impact on recipients. The 
main contributing factor that has been assumed responsible for the divergent results is 
the invented construct of a metaphor’s level of target-group-specificity. Therefore, the 
intent of this study is to analyse a target-group-specific metaphor’s impact on a 
recipient’s reaction towards a direct mail -  i.e., the impact on his attention, attitude and 
behaviourai intentions -  and furthermore to reiate these findings to the impact of less- 
respectively, non-target-group-specific metaphors as well as to a target-group-specific 
literal expression, all of them also integrated in the headlines of direct mails. This will 
be done to find out about the moderating effect of a metaphor’s level of specificity, 
among each other but also compared to a literal expression.
The firs t of the three phases will be a qualitative exploration of the target group 
specifications concerning the product, the mailing as well as the metaphor to serve as 
a basis to define the relevant metaphor context, content and quality as well as the 
target-group-specific verbal characteristics. This will be done with the help of a focus 
group, using activity-oriented questions (of. Colucci, 2007) often applied in consumer 
research (cf. Gordon and Langmaid, 1988 or Loudon and Della Bitta, 1993). 
Furthermore, also the approach of semiotics (cf. Barthes, 1967) will help to analyse 
and interpret the results. Following this, the underlying objective is not only to develop 
a target-group-specific mailing containing a target-group-specific product (i.e., the 
target-group-specific test scenario) but also to develop an approach to generate 
metaphors of different levels of target-group-specificity.
In a second step, the extracted and developed metaphors will be tested to find out 
about the specificity level’s influence on a metaphor’s impact on recipients. Therefore 
the metaphors will be inserted in headlines but stay decoupled from the mailing. 
Furthermore, to provide the needed metaphor context, the recipients will be told, that 
these headlines are possible candidates for a distinct product with a specific DSP, 
based on the focus group’s findings. Beyond, the recipients will see all three headlines’ 
versions. So, whereas the focus of the main analysis will be on the mailing, it now will 
be solely on the metaphors itself. Under the argumentation developed above, it can be 
assumed that the iess-specific a metaphor, the less impact on the target group it will
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have. This will be analysed with the help of the approach of Ward and Gaidis (1990), 
who defined the characteristics of comprehension, persuasion and aptness to be 
relevant for a promotional metaphor’s effectiveness.
In a third step the direct mail will be created based on the focus group’s output, 
including product- as well as execution-related features. Then the metaphorical 
headlines tested in step two as well as the target-group-specific literal headline 
developed in step one will be inserted into the mailings. Furthermore, within an 
evolutionary testing, the four mailings will be tested concerning their advertising effect 
on the defined target group. This will be done with the help of quantitative 
questionnaires surveyed in gym interceptions. The mailing’s development will also 
account for the non-target-group-related findings of metaphor research (metaphor 
quantity and positioning) as well as for the findings of direct mail research;
• Firstly, all metaphors will be placed into the mailings elements’ headlines (as 
suggested by metaphor- as well as direct-mail-research). This will be only one 
metaphor (as suggested by metaphor research) and, given this, containing one 
topic (as suggested by direct mail research) throughout all elements.
• In addition, the envelope’s teaser will contain a product related context-specific 
question (as suggested by direct mail research).
• Beyond this, by developing a product based on the target group’s needs and 
wants, the teaser (as suggested by direct mail research) as well as the whole 
mailing (as suggested by metaphor research) will also obtain a certain kind of 
emotional factor or personal relevance.
• Last but not least, as the product will be a fictitious drink, only new customers 
will be addressed (as suggested by direct mail research) -  this furthermore 
helps with control e.g. involvement’s personal factors like prepossessions 
concerning existing products or brands (see below).
The reason for the initial qualitative phase is the need to find out about certain target- 
group-specific characteristics as it can be assumed that (only) a target-group-specific 
metaphor within a target-group-specific mailing will lead to the best possible impact on 
recipients. So firstly one needs to explore a possible target-group-specific metaphor 
context, content and quality as well as the verbal characteristics of the recipients to 
develop the best possible testing object. The in-between stage then is used to verify 
the first stage’s findings with the help of an isolated metaphor-analysis.
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Normally, exploratory designs are used to explore and to develop certain issues such 
as taxonomies or instruments. In this case, the initial qualitative stage helps to explore 
and to develop content, to be more precise, the characteristics of the direct mail as a 
whole {layout, content, metaphors) to reach the best possible impact of metaphors on a 
recipient’s attention, attitude and behavioural intentions.
So the initial qualitative stage provides the essential information to develop an 
optimised mailing -  and by that: to control a metaphor’s moderators. Or, in other 
words: the preceding objectives concerning the approach of target group specificity can 
be assumed to lay the foundation for the main objective concerning the different 
metaphors’ impact on direct mails.
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6. Conceptual Framework and Hypotheses
6.1 The Conceptual Framework
6.1.1 The Idea of target-group-specific Metaphors
6.1.1.1 Metaphors as ad-related Factors
The theoretical basis for the conceptual framework is laid by the results of the literature 
review discussed above. It is assumed that the findings concerning the effects of print 
advertising on attention, attitude formation and behaviourai intentions can be extended 
to the domain of direct mail. As seen above, to influence the advertising effect of a 
direct mail, a metaphor -  as an ad-related factor -  is given various opportunities to 
influence the underlying process as it appears to
1. catch/influence the recipient’s attention,
2. (more) directly influence his beliefs and feelings towards the ad as well as 
(more) indirectly towards the brand or product and
3. have an indirect impact on a recipient’s behavioural (e.g. purchase) intentions.
4. Furthermore it seems to influence the recipient’s involvement, which can e.g. 
lead to an increased attention level of the recipient -  affecting the whole 
advertising-effect-process.
Faciors. e.g.:
Attitude towards Direct Mail in General 
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Fig. 6.1 ; Conceptual Fram ework for analysing the Impact of Metaphors  
on a Direct M ail’s Advertising Effect (Author’s own)
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Figure 6.1 again displays the partial model based on the literature review. As a partial 
model this framework is not entitled to be exhaustive but to reflect the main topic in a 
straight and understandable way. This model suggests the dt/a//fy of attitude formation, 
including cognition and affect (see above). Furthermore it shows the variables of 
attention, attitude, behavioural intentions and involvement, serving as indicators to 
evaluate metaphor’s impact on a mailing’s advertising effect.
6.1.1.2 Consumer-related Factors
Besides, not only a metaphor as an ad-related factor but also consumer-related 
factors, i.e., recipient’s personal or individual taciors, are integrated within the model as 
these are also supposed to influence e.g. a recipient’s attention or attitude. Although an 
exhaustive consideration of all possible personal factors would go beyond the scope of 
this work, the important domains will be taken into account (see above -  of. Muehling 
and McCann, 1993 or MacKenzie and Lutz, 1989), which are
• predispositions like the attitude towards advertisement in general, towards the 
advertising brand or towards the product
• demographic and psychological characteristics {age, metaphor complexity or 
codes/connotations)
• a consumer’s mood or feelings generated by an ad
Predispositions
Research has shown that predispositions like attitude towards advertising in general 
(of. Lutz, 1985; MacKenzie and Lutz, 1989; Mehta 2000 or Mehta and Purvis, 1995) or 
towards a brand in general (of. Messmer, 1979 or Edell and Burke, 1987 -  see also 
Schlichthorst, 2006) can be suggested to influence a recipient’s attention as well as the 
attitude towards a specific ad (Mehta and Purvis, 1995). Furthermore, as the evaluation 
of advertisements and, by this, ad avoidance seem to vary by media (e.g. TV vs. radio 
vs. direct mail, see Elliott and Speck, 1998), it can be concluded that it is the attitude 
towards direct mail in general which plays the most important role -  and therefore has 
to be paid attention to (for public perception of direct mail cf. Howard-Brown, 1999; 
Elliott and Speck, 1998 or Stafford et al., 2003). Therefore, the attitude towards 
advertising, respectively direct maii in general has been queried and therefore 
monitored by opening questions within the two quantitative analyses. Furthermore, 
further predispositions have been excluded in the preparatory stage: firstly, the 
relevance of the advertised product category (fitness drinks) has also been queried 
within the opening questions, acting as a sine qua non to participate. Secondly,
114
predispositions towards specific existing brands or products have been disempowered 
by inventing a fictitious fitness drink.
Demographic and psychological Characteristics
Similar to the advertising attitude, also demographic and personal factors have been 
monitored by opening questions
• demographic factors like age, family status or people in household
* individual personal factors like sports regularity, sports main impetus or fitness 
drink expectation
Furthermore, further psychological factors have been assessed before the quantitative 
research to secure an optimal level of target-group-specificity: here, the qualitative 
research's aim was to find out about the target-group-specific needs and wants 
concerning product, promotional communication as well as metaphor to develop the 
mailing in a target-group-specific way.
Moods and Feelings
Last but not least a recipient’s mood or feelings generated by an ad are assumed to 
play a vital role for the construct of Aad. Given this, some authors add these feelings to 
the group of personal/individual factors -  e.g. Edell and Burke (1987). They state that 
"feelings appear to be properties of the individual" (ibid.: 430) and reason that "feelings 
[...] may not be appropriate descriptors of ads" (ibid.). On the other hand, these feelings 
do occur when recipients do interact with ads -  more precisely, as an emotional 
response to a particular ad (cf. OIney et al., 1991). So these feelings might best be 
described as an interaction of ad-related factors (e.g. metaphors) and consumer- 
related factors: the recipient interacts with the ad (or, in this case, with a direct mail), 
which is exactly what this research is about to measure when analysing the rather 
emotional/affective part of the Aad-construct.
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6.1.1.3 Consumer- and ad-related Factors in Interaction
Furthermore, this argumentation can be enlarged; it can be generally assumed that it is 
the interaction, the fit of certain consumer- and ad-related factors, i.e., the ad’s target- 
group-specificity, that is not only decisive for the recipients’ moods and feelings but for 
a metaphor’s impact in general, i.e., its influence on a direct mail’s advertising effect 
(see also figure 6.2).
Consurnonrelotcd Foe 'S.
Attitude towards Direct Mail 
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essential for 
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" Metaphors 
Ad Content 
Ad Design
Ad/Metaphor Complexity
Fig. 6.2: Consumer- and ad-related Factors in Interaction 
(Author’s own)
As intimated above, with reference to the third group of factors defined above, the 
promoted offer within the mailing will act as a constant situational factor.
6.1.2 Advertisement and Direct Mail: Formal Differences
As intimated above, a measuring of the effects of a target-group-specific metaphor on 
a direct mail’s advertising effect needs to take into account the formal differences of 
advertisements and direct mails. First of all, the envelope poses an obstacle between 
recipient and mailing content. So a mailing’s opening rate or opening probability plays 
a decisive role for a mailing’s advertising effect. Furthermore, there should be an 
element that stimulates the interactive, the dialogical demand of direct mail, 
encouraging the recipient to take immediate action (e.g. a response card promoting 
information material and/or a special offer). Beyond, compared to an advertisement, 
direct mails consist of different constituent parts (e.g. envelope, letter, brochure, 
response device) that have to be taken into account. Figure 6.3 displays the relations 
and variables in a direct mail response process for a mailing that consists of its key 
elements: envelope, letter, brochure and response device.
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Figure 6.3 as well as the introduced framework serve as a foundation for the design 
and development of the more detailed hypotheses that have to be tested by the 
research.
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6.2 Metaphors and the Key Elements of Direct Mail: Hypotheses
6.2.1 Introduction
Concerning the proposed research, the analysis will focus on the impact of target- 
group-specific metaphors in direct mails. Here two domains will be analysed:
• Firstly the opening rate -  exploring the question, if an envelope with a target- 
group-specific metaphorical teaser will have a higher opening rate than
o ones using a less, respectively non-target-group-specific metaphorical 
teasers
o one using a literal teaser, acting as the target-group-specific metaphor’s 
equivalent
• Secondly, the advertising effect -  exploring the impact of different metaphors 
and a literal expression on a mailing’s advertising effect and analysing, if a 
mailing that uses a target-group-specific metaphor will have a greater 
advertising effect than
o ones using a less, respectively a non-target-group-specific metaphor 
o one using a literal expression, acting as the target-group-specific 
metaphor’s literal equivalent
At this, all metaphorical as well as literal utterances will be placed within the mailings’ 
openings: As intimated in the review above, teasers, respectively headlines, presenting 
the USP, prime benefit or offer in a central idea (of. Bird, 2000 or Arens, 1999), can be 
assumed to play a vital role for the impact of direct mails -  corresponding to the area of 
print advertising (of. Caples, 1975; Cohen, 1988a; Ogiivy, 1963; Malickson and Nason, 
1982; Rothschild, 1987; Zeigler and Johnson, 1981 or Hitchon, 1991). Supplementary, 
research in the area of promotional communication did also analyse the impact of 
metaphors and other rhetorical figures when placed in print ads’ headlines (cf. 
McQuarrie and Mick, 2009; Tom and Eves, 1999 or Nelson and Hitchon, 1995) -  with 
largely positive results (see above for more details).
So concerning the underlying thesis, all four different expressions -  all the same, if 
metaphorical or literal -  will be placed within the constituent parts’ headlines. By doing 
so, also the moderating variable of metaphor positioning will be defined, to act as one 
of the mailing’s constant factors.
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6.2.2 Metaphor Positioning as a constant Factor
Supportive to the importance of headlines for the underlying thesis, research suggests 
that the earlier metaphors are used the better they act in terms of impact (cf. Sopory, 
2008; Sopory and Dillard, 2002 or Ashley, 2004). So, as intimated above, within this 
thesis the metaphors will constantly be positioned in the openings of the mailings’ key 
elements, i.e., in the headlines, respectively in the envelope’s teaser. However, before 
having a closer look at the research’s hypotheses, another moderating variable -  
namely metaphor quantity -  will be focused on.
6.2.3 Metaphor Quantity as a constant Factor
The discussion about the metaphor positioning in a way also leads to a second 
moderating variable: metaphor quantity. As intimated above, research concerning the 
effects of rhetorical figures showed that the use of more than one rhetorical figure in a 
message in some cases led to diminishing effects among recipients. As also described 
before, the analysed mailings will contain the target-group-specific metaphor in all 
element’s openings -  not least as the central idea (of. Bird, 2000 or Arens, 1999) within 
the headline is recommended to be carried out continuously from envelope teaser to 
letter headline (cf. Thomas and Housden, 2002) and, beyond that, to brochure and 
response device headline (cf. Roberts and Berger, 1999). However, the call for less 
metaphors on the one hand and the use of metaphors throughout the mailings’ 
elements on the other are not contradictory to each other as it can be assumed that 
here the repetition of the metaphor will not be perceived as different and therefore as 
more metaphors but as a consequential continuation of the central idea throughout the 
different mailing elements. So following the results of the literature review, the research 
will minimise the number of different metaphors used.
6.2.4 First Domain of Hypotheses: Opening Rate
As intimated above, the opening of the envelope is a sine qua non for a mailing’s 
success. Furthermore, a teaser can be suggested to influence a recipient’s opening 
behaviour. However, this opening behaviour also reflects an envelope’s advertising 
effect, as it is a result of a recipient’s level of attention and attitude, resulting in a 
certain behavioural intention. So concerning the research’s main objectives, the 
opening rate does also reflect a recipient’s behavioural intentions.
Here it will be tested, how the opening rate changes subject to different teasers -  
namely to the use of a target-group-specific metaphorical, a less target-group-specific
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metaphorical, a non-target-group-specific metaphorical and a target-group-specific 
literal teaser. Therefore, the hypothesis to be tested is:
H1: There is no difference between a target-group-specific metaphorical teaser, a
less target-group-specific metaphorical teaser, a non-target-group-specific 
metaphorical teaser and a target-group-specific literal teaser concerning a 
mailing’s opening rate.
6.2.5 Second Domain of Hypotheses: Advertising Effect
As intimated above, the work’s main objective is to compare the advertising effect of a 
mailing containing a target-group-specific metaphor within its openings to mailings 
containing
• a less target-group-specific metaphor
• a non-target-group-specific metaphor
• a target-group-specific literal expression 
within their openings.
Given this, opening refers to the headlines of the mailing’s constitutive elements next to 
the envelope -  i.e., the letter, brochure and response device. So the resultant 
hypotheses are:
H2: There is no difference between a direct mail containing a target-group-specific
metaphorical headline and those containing a less target-group-specific 
metaphorical headline, a non-target-group specific metaphorical, and a target- 
group-specific literal headline concerning their advertising effect.
This means: There is no difference throughout all four versions concerning the 
recipients’
• H2a: attention
• H2b: attitude towards the mail
• H2c: attitude towards the product
• H2d: behavioural intentions (e.g. purchase intention)
Here, all hypotheses will be taken up again in the specific sections below.
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7. Experimental Design
7.1 General Provisions
7.1.1 How will Data be measured? Experiment vs. Field Study
Since direct mails as a direct marketing tool are “asking for action” (Bird, 2000: 43), the 
effectiveness of a mailing can be very easily estimated by its response rate (of. 
Gordon, 1989; Greenfield, 1996 or Kachorek, 1991). So to find out which mailing is 
more effective in terms of response, a split run testing of different mailing versions will 
surely let one version emerge victorious. However, there are (at least) two reasons for 
this piece of research not to resort to field studies -  one concerning field study’s 
explanatory power and another concerning its execution.
Firstly, a field study like a split run testing is, above all, focused on results. The 
underlying processes, however, remain some kind of a black box (see above). So 
testing certainly gives evidence what does work -  but not, why. Experiments, on the 
other hand, do also focus on the black boxes’ content and ask for the why (Bird, 2000). 
Or, as Dean (1998: 21) puts it, “only an experiment allows conclusions to be drawn 
about cause and effect”. So, if direct mail effectiveness is not only limited to response 
or purchase but also includes latent variables like attention or attitude to find out about 
the mailing’s advertising effect, further information is needed -  information that can 
only be given by the recipients.
The second reason not to resort to field studies relates to the limited extent of this 
research: As the average response rate of a direct mail is around 2% or even less (of. 
Smith and Taylor, 2004 or Meisner, 2006), the needed sample size of the different 
versions to be tested would necessitate a high amount of direct mails to be sent out 
and would therefore be beyond the scope of the proposed research for reasons of 
expense (postage, print outs, getting addresses etc.). Furthermore, shedding iight on 
the recipient’s black box would also involve subsequent telephone interviews or a 
second evaluation-mailing which would lead to even more costs. Furthermore, as the 
mailing will be about a fictitious brand and product to avoid prior brand and/or product 
experiences, profiting by a real field study situation would mean not to clarify the 
receiver about the fiction of the mailing -  a kind of purposive deception which is 
ethically questionable. However, to clarify the receiver would, on the other hand, undo 
the field study’s advantage of a real life situation. So to sum up one might say that 
concerning the underlying research an experiment is preferred.
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7.1.2 Experiments and Direct Mail Research: A good Match?
As intimated above, not least to gain insight into the consumer’s black box, advertising 
research has very often been conducted with the help of laboratory experiments. 
However, this approach is also viewed critically. In his meta analysis ‘Have laboratory 
experiments become detached from advertiser goals?’ McQuarrie (1998) instances six 
factors that he considers to be responsible for a breakup of experiments and 
advertising reality -  and that are ignored by 70% to 95% of the experiments published 
between 1990 and 1997 (ibid.). However, many of these factors seem not to apply to 
direct mails, which in turn strongly militates in favour of conducting a direct mail 
experiment. The six points of criticism are (McQuarrie, 1998: 16):
“Advertisements are embedded and not the focus of attention”
McQuarrie criticises that laboratory experiments forcing exposure to advertising will 
lead to an artificial situation as it is the “TV programming or print editorial in which the 
advertisement is embedded that primarily engages the audience” (1998: 16). However, 
different to TV or print a direct mail is in a way decoupled from an entertaining or 
editorial surrounding: the opening of the envelope and the reading of the mailing seem 
to happen willfully and not accidentally, also called the mail moment (cf. Stone and 
Jacobs, 2008). At this the mailing does not compete with other content and therefore is 
the focus of attention.
“Advertisements attempt to influence choice"
Furthermore, McQuarrie (1998: 16) states that “the ultimate goal of advertising is to 
alter the choice behavior of the audience in order to enhance sales and profitability. 
Awareness, beliefs, liking, recall, and so forth are only intermediate conditions or sub­
goals.” So, being fully aware of the fact that “specific advertisements can, in fact, exert 
a positive effect on attitudes, while exerting a negative or no effect on choice behavior” 
(ibid.), the proposed research will avoid tunnel vision and will not only focus on so- 
called intermediate conditions but also on behaviour(-al intentions).
“Advertisements are subject to competitive interference”
Moreover, McQuarrie (ibid.) is right when he states that “an experiment that isolates a 
brand from all competitive messages thus creates a special situation seldom enjoyed 
by advertisers in the world” (ibid.). As noted earlier, direct mails’ messages are, in a 
way, isolated -  i.e., decoupled from other competitive messages. Furthermore, this 
research will use a fictitious product and brand in an evolutionary testing to focus on 
and to isolate the metaphor’s impact. So this kind of isolation happens on purpose.
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“Advertisements must influence choice after a delay”
When McQuarrie states, that “except for direct response or point-of-purchase 
advertising, advertisements must create an enduring impact if they are to succeed” 
(ibid.), he himself points out the difference: as the underlying research is about direct 
mail, which on its part calls for immediate action, it aims at getting a recipient's direct 
response (see above).
“Advertisements may be repeated”
Besides, McQuarrie notices that an “experiment that provides only a single exposure 
may underestimate the impact of an advertising approach that benefits from repetition” 
(ibid.). However, as direct mail is seldom supported by other media and, above all, 
calls to act immediately, it often needs to work after only a single exposure.
“Much advertising is for familiar brands”
A critique that applies to the proposed research is that “an experiment that uses an 
unfamiliar brand is studying processes of attitude formation, which is not the same 
phenomenon as attitude change” (ibid.). Therefore, this issue has to be kept in view as 
a limitation of the proposed research. On the other hand, however, this research tries 
to isolate the metaphorical impact, as past ad exposures, brand familiarity and/or prior 
brand/product attitude might also distort a metaphor's impact.
To sum up one might say that the points of criticism instanced by McQuarrie (1998) in 
most cases do not or only partially apply to the proposed research. Nevertheless there 
will be an eye kept on the mentioned issues throughout the research.
7.1.3 Target-Group-Specific Metaphors need a specific Target Group
As intimated above, consumers do have certain predispositions, e.g. towards media or 
products. So if one wants to develop a fictitious product for a direct mail to test a target- 
group-specific metaphor’s impact, one should select a product category or branch the 
consumer looks upon favourably when thinking of receiving direct mailings. When 
asked, from which product category one wants to receive more or -  at least -  the same 
amount of direct mailings in the future, German consumers most often chose the food 
and beverages sector (GfK, 2008). Furthermore, Howard-Brown (1999) found out, that 
consumer’s perception of direct mail within the leisure time sector is very positive. So a 
possible fictitious product promoted by direct mail that is basically considered 
favourably by the recipients and assures the needed level of invoivement and 
emotional factor (see above) might be a combination of a drink and leisure time
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activities -  which could result in a sports or fitness drink. Furthermore, after analysing 
the consumption habits of people using fitness drinks with the help of the market- 
media-study Typology of Wishes (www.tdwi.de, see appendix A for analysis), the target 
group to be aimed at will be women aged 19-39, who at least v is it fitness centres 
occasionally. Furthermore, to broaden up the target group, the research aims not only 
at those that already consume fitness drinks but also at those that could at least 
imagine to buy such a drink. As the drink’s USP and promotional communication will 
be developed within this work, also the focus group’s participants will belong to that 
target group. Furthermore, the drink’s promotional communication will be also tested 
within a fitness centre environment.
To legitimate the use of a certain target group and to raise the findings’ credibility, 
Ferber (1977) regards certain preceding criteria as important. In the following, these 
criteria are related to the proposed research (see also below for a more detailed 
discussion of credibility and trustworthiness):
1. Relevance o f the sample to the topic under study
As fitness drinks are above all consumed by women who do sports on a regular basis 
and as these women especially work out in fitness centres, a suitable place to run 
across the target group will be in a gym. So product, mailing and metaphor will be 
developed within a focus group consisting of representative women. Furthermore, the 
questionnaires will also be conducted in different fitness centres (see below for a more 
detailed explanation).
2. Sample size must be adequate fo r analyticai purposes
The sample sizes of the focus group (n = 7) as well as of the questionnaire 
respondents (100 per version) will be up to standard (see below).
3. The subjects should be representative o f the population being studied
The proposed sampling will be a quota sampling (of. Kromrey, 2009). In this respect, 
the target group is defined by specific criteria (see above and below):
• Gender: female
• Age: 19-39
• Membership in a fitness center and continuous (more than once a month) 
practicing
• Could imagine to use / use of fitness drinks
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• Three underlying quotas 
o Family status 
o People in household 
o Net household income
However, it has to be noted that there is a difference between representative in terms 
of characteristic participants on the one hand (which can be provided for) and the 
representativeness of the sample on the other (which cannot be provided for -  cf. 
Stewart et al., 2007 and see below).
As can be seen, the preceding criteria relevance, sample size and representativeness 
are almost fully fulfilled within the thesis. So an experimental design with a specific 
target group seems to be an appropriate choice of measurement.
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7.2 Experimental Design in Detail
As seen above, to test the abovementioned hypotheses an experimental design would 
be most suitable. At this, table 7.1 will provide an overview of the experimental design.
Evolutionary design
 ^    _  _
Developing product, mailing as well as metaphor 
Testing the Impact of met^)hws with different specificity levels
___________________E m
Testing the different mailings advertising effects
Phase 3: Quantitative Interviews: The
Tab. 7.1; Experimental Design in Detail
Given this, it is a two-step approach in achieving the objectives:
Whereas phase 1 is about to develop the different variably specific metaphors and the 
literal expression as well as the target-group-specific test scenario, it is phase 3 that 
deals with a target-group-specific metaphor's impact on a direct mail’s advertising 
effect -  basing on the preceding objectives already achieved.
7.2.1 Evolutionary Testing
To test the abovementioned hypotheses, four different versions of the mailing and four 
different versions of the envelope are being created -  in detail containing
1. target-group-specific metaphorical teasers/headlines
2. less target-group-specific metaphorical teasers/headlines
3. non-target-group-specific metaphorical teasers/headlines
4. literal target-group-specific teasers/headlines
The testing will be an evolutionary testing, i.e., a testing where all of the mailing’s 
elements are kept identical except the factor being analysed (Nash, 2000). So except 
for the headlines, the layout of the mailings will basically stay the same “to improve 
internal validity by controlling for extraneous sources of stylistic variation” (McQuarrie 
and Mick, 2003: 580).
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7.2.2 Fictitious Brand and Product
The mailings to be tested are mailings created by a professional art director and 
copywriter, solely for the proposed research. As intimated above, these mailings will 
promote a fictitious brand, product and offer. This will be done to avoid brand or 
product experience, which can be assumed to have great influence on involvement 
{personal factors, see above), attitude towards a brand or the purchase intention (of. 
Winter, 1973 or Schlichthorst, 2006) and thus might distort the metaphor’s impact.
What follows next after the general section about the thesis’ methodology are two parts 
dealing with the specific methods and topics of
• the qualitative approach as well as
• the quantitative approach.
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8. Qualitative Analysis: Focus Groups
8.1 Introduction
As explained before, a qualitative analysis of the target group’s specific characteristics, 
thoughts and likings is needed to create the product, the metaphor as well as the direct 
mail as a whole in a target-group-specific way. Here, focus groups including acitivity- 
oriented questions will help to figure out the thoughts and feelings of the recipients. 
After clarifying the question ‘What is a focus group?’ by having a look at its definition 
and appliance, a technique used in focus groups becomes the focal point of attention, 
namely activity-oriented questions. In a third step the focus will be on this research’s 
distinct approach, including thoughts about size and sample, as well as about the 
group’s course o f action. After the group’s approach, the group’s analysis will be the 
centre of interest, including the distinct proceeding as well as the introduction of 
semiotics as a technique to decode as well as decode advertising’s meaning. 
Furthermore, the chapter will touch on an analysis of trustworthiness as a quality 
factor as well as ways to reach it. Beyond, in a final step, the chapter will discuss the 
research’s first and second step’s link; the use of the focus group’s results as 
benchmarks for developing an approach to define different levels of a metaphor’s 
target-group-specificity.
8.2 Definition
Focus groups belong to the class of non-standardised interviews on a group basis, also 
called group interviews (of. Saunders et al., 2007). As such group interviews try to take 
advantage of a common behaviour of humans as social beings: the fact that people like 
getting together, talking over certain topics they are engaged in and to exchange views 
(Colucci, 2007). Thereby, compared to one-to-one interviews, group interviews aim at 
group interactions, at highly dynamic and therefore productive discussions resulting in 
synergistic effects (of. Green et al., 2003). So group interviews can be assumed to lead 
to an output that is more than the sum total of every individual’s output (of. Lederman, 
1990 or Saunders et al., 2007).
Furthermore, the dynamics and the synergistic potential of group interaction can be 
considered to be most distinct within a focus group (cf. Green et al., 2003): a focus 
group is focused on a specific topic (Lederman, 1990), with the participants of the 
group being selected because of certain common characteristics relating to that topic 
(cf. Burrows and Kendall, 1997 or Krueger and Casey, 2009). So it can be assumed 
that because of that homogeneity the results of the participants’ interaction are richer
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and deeper not only compared to the results obtained by interviewing individuals but 
also compared to non-focused, more heterogeneous groups (cf. Thomas et al., 1995). 
So, as Krueger and Casey (2009: 2) put it, “a focus group isn’t just getting a bunch of 
people together to talk. A focus group is a special type of group in terms of purpose, 
size, composition and procedures”. This is also considered to result from a “’group-of- 
like-kind’ context” (Lederman, 1990: 118) within focus groups, creating a permissive 
atmosphere which lets the participants be carried away to talk about feelings, thoughts 
or behaviours in a more candid way: “focus groups work when participants feel 
comfortable, respected and free to give their opinion without being judged. The intent 
of the focus group is to promote self-disclosure among participants” (Krueger and 
Casey, 2009: 4).
So at first sight the dynamics and the synergistic potential of focus groups seem to 
meet the requirements of the qualitative analysis needed to explore the specific 
research topic. However, the next chapter will gain a deeper insight into the 
applicability of focus groups against the background of the underlying research.
8.3 Appliance
As focus groups are extremely versatile they can be used at nearly any point in a 
research programme. Stewart et al. (2007: 41 et seq.) have outlined the prevalent uses 
of focus groups, which include to:
1. obtain general background information about a topic of interest
2. generate research hypotheses which can be submitted to further research and 
can be tested using more quantitative approaches
3. stimulate creative concepts as well as new ideas
4. diagnose potential problems with a new programme, service or product
5. generate impressions of e.g. products, services, programmes, institutions or 
other objects of interest
6. learn, how respondents talk about a phenomenon of interest, which in turn can 
support the design of questionnaires, survey instruments, or other research 
tools that might be employed in more quantitative research
7. interpret qualitative results that have been previously obtained
Following this, it seems quite common to use focus groups’ versatility in the areas of 
marketing and new product development (cf. Donoghue, 2000 or Greenbaum, 1993). 
Furthermore, Krueger and Casey (2009: 3) note that “the sensible strategy is to stay in 
touch with people. Products have undergone major revisions in design, packaging, and
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advertising due to findings in focus groups. Advertising campaigns often focus on what 
consumers consider to be the positive attributes of the product or on how the product 
makes them feel” -  which is exactly what this thesis is about to study. As intimated 
above, this work’s aim is to find out about the target group’s characteristics and about 
their needs and wants, thoughts and feelings concerning the product, the mailing as 
well as the metaphor to be designed. To do this in a target-group-specific way one 
needs to have general background information (1), stimulate ideas and creative 
concepts (3), generate impressions of product, mailing and metaphor (5) as well as 
learn how the respondents talk (6) to get the authenticity, credibility, codes and 
connotations one needs. To sum up one might say that focus groups are a suitable 
instrument for this research, not only because of their interactivity and synergistic 
potential but also because of the aspired application. At this, Bloor et al. (2001: 13) call 
this kind of focus group studies “pre-pilot focus groups” as they are exploratory in 
nature and are used at the beginning of the research process.
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8.4 Activity-oriented Questions as a Focus Group Technique
A moderator of focus groups has to walk a fine line. On the one hand he should avoid 
taking the lead, being directive and dominating. On the other hand he nonetheless 
needs to manage the group to focus on the discussion’s topic. However, there are 
certain approaches that can be assumed to support this walk. One approach is to use 
more activity-oriented questions (of. Colucci, 2007), also called focusing exercises (cf. 
Bloor et al., 2001). In doing this, these kinds of questions or exercises help the 
moderator to more easily engage the participants by e.g. asking them to list, rank or 
rate attributes, features or associations. By doing so these techniques provide a 
different way to elicit answers and to enhance and stimulate discussions, which firstly 
more involves and creates enjoyment for the participants and secondly helps to focus 
the participant’s attention on the topic of the discussion (Colucci, 2007). Furthermore, 
these more activity-oriented -  and also more focused -  questions have yet another 
advantage: they help to analyse the output as they make the following comparison and 
analysis of the results more straightforward (ibid.). At this, there are different kinds of 
activity-oriented questions, respectively focus exercises (cf. Krueger and Casey, 2009 
or Colucci, 2007):
• Rating questions/scales
Rating scales can be used to identify topics or fields that seem to be worth 
discussing in more detail. The topics can be either prepared previously by the 
moderator or can be collected by the participants during the discussion.
• Ranking scales
Another possibility next to rating is ranking topics. Here participants can rank 
lists concerning the importance of certain attributes or topics. Similar to rating 
exercises, the lists can be previously prepared or elaborated within the group.
• Sentence completion
A very typical task within focus groups is to complete sentences, ranging from 
rather unstructured questions like "Living conscious means...” to more semi­
structured one’s like "What I like most on product xy is...”. These completion 
tasks are in a way related to the next category called label generation! 
association.
• Label generation/association
Label generation or association tasks are basically about answering questions. 
Within this the range is from answering questions like "Name the first three 
words that come to your mind when you think of ...” to writing fictitious book 
titles, news bulletins or advertising slogans.
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So it can be considered that aspects of completion-, association- as well as choice- 
ordering-tasks {ranking and rating) will help to find out about the recipients’ thoughts 
and likings concerning product, mailing and metaphor. To explain this, the exact 
approach as well as use of the techniques will be explained in the following.
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8.5 Focus Groups: The Approach
8.5.1 Size and Sampling
8.5.1.1 Size
The size of a focus group is most often recommended to be between six and ten 
people (of. Lewis, 2000; Lederman, 1990; Lamnek, 1995 or Morgan, 1998). Krueger 
and Casey (2009) even advise smaller groups (five to eight persons), as larger groups 
are not only more difficult to control but also as they constrain the individual’s 
opportunity to share his or her insights and observations. Following these suggestions, 
the focus group will be conducted with seven people -  on the one hand to leave space 
for the individual and on the other hand not to ‘overcurtail’ the range of experiences, 
thoughts and ideas (as obviously fewer people will also have fewer experiences and 
ideas).
8.5.1.2 Sampling
Because of their rather small size, focus groups are limited concerning the 
generalisability of their findings, not least because these small-sized groups lack 
representativeness (Stewart et al., 2007; Gibbs, 1997 or Krueger and Casey, 2009). As 
this furthermore means that sampling does not necessarily imply randomisation to 
remove the bias of selection (it rather would be inappropriate because of sampling’s 
purposiveness, see below and cf. Krueger and Casey, 2009) it simultaneously offers 
the possibility of convenience sampling (Stewart et al., 2007). However, this does not 
clear the moderator of considering the group’s characteristics: because although a 
focus group most often possesses an imperfect representativeness in a scientific way, 
it nevertheless must consist of a representative group in terms of characteristic 
members of the group at focus (cf. Stewart et al., 2007). As already intimated above, 
participants are selected because they share distinct characteristics that relate to the 
topic of the study. This required homogeneity necessitates a purposive sampling, 
“matching the sample used in the focus group to the objectives of the research” 
(Stewart et al., 2007: 54). So referring to this current study, the sampling will be 
convenience sampling that takes care of the homogeneity regarding the group’s topic. 
As such the participants will be selected from a fitness centre in Cologne, Germany, 
and will have the following characteristics in common (see above):
• Women aged 19 to 39, that
• work out regularly in fitness centres -  e.g. with the help of gym machines or 
in fitness classes. Furthermore, these women
• do (or can at least imagine to) use fitness drinks.
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8.5.2 Focus Group Course of Action
The focus group will mainly cover three main topics:
1. The product: "What should the perfect fitness drink be like?”
2. The mailing: "What should the drink’s promotional communication look like?”
3. The metaphor: "What is the drink freely-associated with?”
At this, the numerical order will be the order of execution:
• firstly, to get used to the topic
• secondly, to get more abstract and translate the elaborated and identified items 
into headlines and visuals
• thirdly, to get even more abstract and translate headlines and visuals into 
metaphors
Furthermore, activity-oriented questions can be combined in a single exercise (cf. 
Colucci 2007 or Donoghue, 2000). By doing so, association and choice ordering can 
be merged to one exercise to build on each other, by which the association task 
delivers product attributes that can be rated and ranked within the choice ordering task.
Accordingly, part one will be executed with a combination of different techniques, i.e., 
a multitasking exercise, consisting of completion task, pile sort and ranking (of. 
Colucci, 2007):
1. The participants are asked to complete a sentence (important here: to ask clear 
questions and pose clear sentences, cf. Yeager, 2003).
2. The participants categorise their answers and name the categories. After that, 
the lists and categories are discussed. If needed, items can be removed or 
additional items can be added.
3. The items will be ranked.
Part two will be executed with a so-called campaign strategy (Krueger, 1998b):
The participants are asked to develop a fitness drink ad or campaign to find out about 
pictures, colours, bullet points or headlines for the mailing’s message execution. They 
are given papers, colours, magazines etc. to create their own promotional 
communication. To simplify matters and to focus on the main points of visuals and 
language elements, the promotional communication to be developed will not be a 
mailing but an advertisement -  not least as people are more used to print ads than 
mailings and to avoid discussions about a mailing’s elements, sizes or folding 
techniques. After the ads have been developed, they will be discussed and rated.
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Part three will be executed with the help of a free-association task. Here, the 
participants will be asked to find associations for a fitness drink. Similar to part one, 
these associations will be listed and ranked. Beyond this, these findings will further act 
as a basis to develop the different levels of a metaphor’s target-group-specificity.
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8.6 Focus Group Analysis
8.6.1 The Approach
The analysis of the focus group will be a two-pronged approach:
1. firstly, the analysis of the elaborated results
2. secondly, the analysis of the process to arrive at these results
The Result’s Analysis
As intimated above, concerning the drink’s as well as the metaphor’s findings, one can 
take the results at face value. So although association tasks can have a rather high 
level of projectivity, e.g. when metaphors are used as a vehicle to find out about the 
(underlying) target (of. Oswick and Montgomery, 1999; Grady et al., 1996 or Hussey 
and Duncombe, 1999), here one can take the participants -  literally -  at their words. 
This also helps to minimise the chance of projective misinterpretations (of. Yeager, 
2003). In the case of the campaign strategy and the developed mood boards one might 
also say that the finished boards can be taken at face value. However, here the 
approach of semiotics will help to interpret the different boards’ latent meanings (see 
below). Furthermore, within a second step not the focus group’s results but the process 
to get these results will be of central interest -  as Krueger (1998a) calls it, going 
beyond words.
The Process’ Analysis
Here the analysis moves away from the results and will have a look at the process, i.e., 
the way the group arrived at the results -  answering questions like (of. Krueger, 
1998a):
• How did the participants behave?
• Have there been dominant participants?
• Did their dominant behaviour e.g. influence the ranking?
Supportive Material
A tape recorder, field notes as well as flip charts and response forms (the listed and 
ranked categories/items, the developed campaigns, the developed and rated 
metaphors) are used as supportive materials.
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8.6.2 Semiotics
8.6.2.1 Introduction
As intimated above, also the campaign strategy’s mood boards could be taken at face 
value. However, the approach of semiotics will be of great help to get the different 
boards’ latent meanings. As explained before, “for a message to be communicated 
successfully, it should be meaningful to the recipient” (Fill, 2009: 249, emphasis 
added), a fact that also applies for advertising, respectively direct mail messages. As 
such the issue of meaning can be assumed to be essential for marketing and 
consumption. As Mick et al. (2004: 1) put it, “from product design and packaging to 
advertising and retailing, marketers are continually seeking to strategically facilitate 
meanings that contribute positively to brand images, purchase likelihood, satisfaction, 
and the like”. However, they seem to do it with good cause, as “consumers are 
continually acquiring, using, sharing experiences, and disposing in substantial 
accordance with the meanings they attribute to products, ads, purchase sites, and so 
forth” (ibid.).
But how, as Williamson (1978) put it, does advertising create meaning?
As intimated above, meaning is not somehow contained in the world -  e.g. in 
advertisements, books or products -  and then transmitted to us. Rather we actively 
create meaning, following a distinct interplay of (mainly unaware) codes or signs (of. 
Hjelm, 2002). Mick (1986: 196) describes the consumer world as “a web of meanings 
among consumers and marketers woven from signs and symbols ensconced in their 
cultural space and time”. Here, the academic discipline whose subject matter is “the 
communication of any messages whatever” (Jakobson, 1973: 32) as well as “the 
system of signs that underlie them” (Sebeok, 1985:1) could be of great help to explain, 
how ads or direct mails provide products or services with this meaning (cf. Zakia and 
Nadin, 1987). Its name is semiotics.
8.6.2.2 Semiotics: A Way to decode Advertising’s Meaning
Semiotics (from the Greek semeion, meaning sign) can be defined as the study of 
signs (cf. Sebeok, 1991 or Chandler, 2005). Following this, semiotics deals with 
everything that can be understood as a sign (Eco, 1976) and -  involving these signs -  
considers “how messages are, successively, generated, encoded, transmitted, 
decoded, and interpreted, and how this entire transaction (semiosis) is worked upon 
the context” (Sebeok, 2001: 128). As such all semiotic considerations and concepts
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rest upon the sign as their basic construct, serving as the essential element for 
communication and -  therefore -  meaning. So semiotics offers a structure to study as 
well as to analyse how signs create meaning in a particular environments, e.g. 
concerning advertising or direct mail (cf. Zakia, 1987). By doing so, semiotics serves 
“as a very useful set of tools for identifying many of the formal patterns that work to 
make meaning in many aspects of our culture, particularly the media” (Streeter, 1998).
The integration of semiotics into advertising research, as one of the oldest and largest 
semiotic research fields, originated more or less in France (Barthes, 1967; Durand, 
1987 or Porcher, 1976). Semiotics-based research acts as an addition as well as 
expansion to the rather classic communication models (of. Shannon and Weaver, 1949 
and see above), helping to better understand (Mick et al., 2004):
• pictorial messages
• the selection and conception of ad elements per se
• the latent meanings next to the rather outspoken communicated 
product-features and benefits
Summing up one might suggest, that semiotics will be qualified to serve as the 
approach to analyse the results. At this, the underlying thesis will use Barthes’ 
approach to analyse the focus group’s mood boards (because of the thesis’ limited 
scope the work has to forego semiotics’ history -  for a good review see e.g. Mick et al., 
2004 or Chandler, 2005).
S.6.2.3 The Barthesian Approach
Barthes expands the classical Saussurean (cf. de Saussure, 1983) approach from the 
immaterial sign of sound and thought to a modern understanding of semiology. 
Barthes’ focus is not on the linguistic sign per se but rather on applying the linguistic 
approach to non-verbal and rather material signs one is surrounded by, e.g. to 
architecture, art, photography or media -  and by that also to advertising (of. Barthes, 
1972 or Chandler, 2005). By doing so, Barthes enlarges de Saussure’s thoughts by 
introducing different levels of signification, i.e., different levels of meaning:
• a first-order signification
• a second-order signification
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Concerning promotional communication, Barthes (1972) focuses on communication’s 
implicit messages, e.g. those of print ads (of. Beasley and Danesi, 2002). Following 
Barthes, ads or commercials -  but also logos, brand names or package designs -  can 
be interpreted at two levels: at a surface and at an underlying, deeper level (ibid.). 
Following this, specific signs or codes on a surface level trace to and reflect the 
underlying, implicit or concealed meaning that can only be decoded, if the recipient 
understands the signs and codes. Barthes (1972) calls the surface level a first-order- 
signifioation or the level of denotation. A denotation describes the simple, obvious, 
common sense or literal meaning, the objective semantic content -  or: the entry in the 
dictionary (of. Chandler, 2005). The second-order-signification then takes the first- 
order, i.e., the denotative meaning as a signifier to produce a second signified, a 
second-order meaning: a so-called connotation. The second-order meaning (or 
connotation) is determined by the socio-cultural and personal associations, 
experiences, beliefs, attitudes or expressions produced by the addressee decoding a 
text or picture (cf. Chandler, 2005; Langrehr and Caywood, 1995 or Behler, 2010). In 
the case of a pictured rose (as a flower on a surface, i.e., denotational level) the 
connotations might be love or passion (of. Streeter, 1998).
So following Barthes (1988), texts, objects, or events in a way signify more than 
themselves, i.e., their literal meaning. Rather, cultural and personal circumstances add 
a second-order meaning attached to a sign. However, as with literal and figurative 
language, it is difficult to get a clear distinction between denotation and connotation (of. 
Chandler, 2005). Referring to advertisement, Barthes used the example of visitors from 
another planet to illustrate the relationship of denotation and connotation: here the only 
denotational-interpreting visitors would probably get a wrong or imperfect interpretation 
of an ad (for example: what means ‘Come to Marlboro Country’ in the classic ad?). It 
seems as if it is rather the denotational level as well as the connotational interpretation 
to receive the total message. Following this, one needs the underlying code to gain the 
shared -  and intended -  connotations (cf. Langrehr and Caywood, 1995).
In conjunction with the issues of codes and connotations, Barthes (1972) introduces 
the issue of (cultural) myths, also to be understood as higher levels of signification and 
therefore of meaning. Here, myths can be defined as a “chain of concepts widely 
accepted throughout a culture, by which its members conceptualize or understand a 
particular topic or part of their social experience” (Behler, 2010). As such denotation 
and connotation do create myths, which by themselves generate signs as well as 
codes -  and, again, serve to maintain them (of. Barthes, 1972 and Chandler, 2005).
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By doing so, a “code (like a grammar) incorporates rules for combining signs into 
messages and for attaching signs to meaningful concepts” (Mick et al., 2004; 11). So 
codes are maps of meaning that are deduced from cultural as well as social knowledge 
(McKeown, 1998) -  becoming a system of ideas that provide “ways of making sense of 
the world” (Streeter, 1998). Following this, codes function as culturally based 
frameworks wherein signs do make sense (of. Chandler, 2005). Here, culture has not 
something to do with history, anthropology or appreciating art but with “studying the 
ways that people communicate with each other, consciously and unconsciously, 
through things like language, visual images and music” (Lawes, 2002: 2, emphasis in 
the original) -  which makes it a taylor-made tool for understanding topics like 
advertising (Lawes, 2002). Accordingly producing as well as interpreting texts or 
pictures like the mood-boards need the existence o f codes for communication (of. 
Jakobson, 1971 -  and see below).
To introduce the theoretical construct of myths as well as to show their functioning and 
cuiture-specificity, Behler (2010) uses the example of the myths of c/fy vs. countryside. 
Today most people conjoin -  or mythologise -  countryside with attributes like natural, 
peaceful, good, or spiritually refreshing. In turn, most of us relate city to attributes like 
unnaturalness, constriction, work, tension or stress. However, as an example of 
cuIture-specificity, in the eighteenth century the city was mythologised as polite and 
good -  whereas the countryside was seen as rude, bad and uncivilised. Furthermore, 
certain myth-codes can be used to activate the underlying myths: imagine an 
advertisement showing a happy family having a picnic right in a meadow next to a 
stream, with the mother preparing the food, father and son playing soccer and the 
daughter frolicking with the dog. This ad will trigger people’s myths of the countryside, 
family, good life, happiness, work-and-leisure and so on (ibid.). Or, in other words, one 
can understand -  and decode -  this ad only if one has these myths (of. also Barthes 
(1977) analysis of the Panzani food-ad). Given this, it becomes clear that coding 
always includes the issues of encoding and decoding: creation and interpretation of 
texts or pictures can also be described as to encode and decode it. Following Chandler 
(2005, original emphasis), decoding is not only about “basic recognition and 
comprehension of what a text 'says' but also the interpretation and evaluation of its 
meaning with reference to relevant codes” -  or, in other words ''what is 'meant' is 
invariably more than what is 'said'” (ibid. -  see also Smith, 1988 or Olson, 1994). So 
encoding a text (or also pictures or ads) makes it necessary to refer to relevant codes 
shared by the decoders.
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For the underlying research this means to learn the codes of the target group to be 
able to decode the mood boards as well as to encode the mailing, so that the target 
group can decode it in the intended manner. But how does meaning occur in a 
practical manner?
How meaning comes off
The literature review of Mick et al. (2004) outlines that the issue of how meaning 
happens is approached by focusing on structure as well as on the process of signs. 
Here semiotic approaches often carry out so-called componential analyses:
• firstly, they unitise signs and sub-sign-elements of the topic being studied (e.g. 
advertising, clothing or malls)
• secondly, these signs will be analysed concerning similarities and differences of 
the sign selection and organisation -  with the aim to identify certain codes
Given this, this approach will also be conducted to analyse the focus group’s results -
based on the distinction between denotation and connotation introduced above (of. 
Barthes, 1972; see also Hjelmslev, 1961 and Eco, 1976).
8.S.2.4 Interim Conclusion
One might now say that
1. the aim of the conducted research is to find out about the impact of target-group- 
specific metaphors on a direct mail’s advertising effect.
2. As intimated above, it is not only the target-group-specific metaphor that deserves 
special attention but also the domains of
• the target group per se,
• the target-group-specific product, containing a specific benefitlUSP, as well as
• the target-group-specific execution, i.e., a target-group-specific message as
well as translationlcoding
Given this, semiotics can help to fulfil these requirements. Semiotics is focused on the 
structure of meaning-producing events, with the verbal and nonverbal signs as the 
essential unit. Concerning the underlying research this means that the meaning- 
producing event direct mail is on the one hand a sign by itself but, on the other hand, 
by doing so consists of different sub-signs -  i.e. not only the different metaphors but 
also words in general, the product’s benefits, colours or pictured people. These sub­
signs interact to form messages within the mailing as the meaning-producing event. 
Given this, the direct mail’s meaning -  what it stands for -  results from the recipient’s
141
interpretation (Langrehr and Caywood, 1995). So the recipient will only recognise, 
comprehend, interpret and evaluate the mail in the intended manner if he is able to 
decode it correctly -  i.e., by referring to relevant codes, connotations or myths. 
Following this, all-dominant for the interaction of signs to produce the intended 
meaning is the signs’ encoding and decoding. The necessary codes or interpretation- 
rules are (only) known by people from the interpretive community -  or, as McQuarrie 
and Mick (1992) call it, from the culturally-constituted code environment where the 
message is exchanged.
So to analyse the impact of target-group-specific metaphors also means to follow these 
rules, i.e., to combine the signs in a way that enables the recipient to recognise and 
comprehend the interacting signs and resulting messages as well as to interpret and 
evaluate their (i.e., the mailing’s) meaning. So the aim is (inter alia) to construct a 
“semiotic world in order to persuade their audience of the essential ‘rightness’ of 
purchasing the product or service advertised” (Harris, 1989 -  emphasis added). Given 
this, semiotics helps researchers or advertisers by working backwards (Rupani, 2006), 
trying to answer the question: “How do consumers construe the consumer world?” 
(Mick, 1986: 206). Concerning this research, semiotics will help to decode the focus 
group’s mood boards -  and, by doing so, will help to construe the underlying target- 
group-specific consumer world.
8.6.3 Thoughts about Trustworthiness
As Krueger and Casey (2009) state, the purpose drives the analysis. In this case, the 
purpose is to generate answers to the questions concerning the product, the mailing as 
well as the metaphor. Here, as intimated above, most of the results can directly (and 
therefore without any interpretation) flow into the mailing execution.
Furthermore, according to Krueger and Casey (2009), a focus group analysis should 
be systematic, verifiable, sequential and continuous. All four attributes will be 
explained and dealt with in the following analysis-section. Beyond, if one speaks about 
an analysis’ quality, one soon will arrive at the issues of reliability and validity -  
controversial subjects not only in the context of focus groups but also referring to all 
qualitative approaches. Here, the approach of trustworthiness offers a way to go 
beyond the qualitative vs. quantitative dispute (cf. Marshall and Rossman, 2006). 
Following this, Lincoln and Guba (1985) developed four criteria to define a qualitative 
inquiry’s trustworthiness, credibility, transferability, dependability and 
confirmabiiity, which will also be dealt with later on in the analysis-section.
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8.6.4 Focus Group Results as Basis of Specificity Definition
After the analysis, the focus group’s results will find their way into the development of 
the mailing to be tested within the second quantitative approach. However, before the 
mailing will be tested, the metaphors containing different levels of target-group- 
specificity need to be developed and tested. As worked out above, target-group- 
specificity is dependent on (inter alia) the metaphor context, content and quality as well 
as the verbal characteristics of the recipients. Beyond, as also worked out above, the 
focus group gives evidence about the preferred attributes of the drink and of the 
promotional communication as well as about the preferred associations. So the 
findings of the focus group serve as benchmarks to define an ideal target-group- 
specificity level with respect to a metaphor’s moderating variables identified above -  
and by doing so, achieving the parameters to determine/develop the less and non- 
target-group-specific metaphors.
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9. The Quantitative Analysis: General Provisions
9.1 Introduction
As intimated above, the qualitative focus group (including the qualitative definition/ 
development of the metaphors) is followed by the quantitative part of the analysis: in a 
first step to quantitatively evaluate the focus group's findings by analysing the 
metaphors (as the last step of the preceding objectives) and -  in a second step -  to 
finally analyse the different mailings (as the main objective). Here, first of all the 
quantitative approach of data collection will be explained. It will be pointed out, why 
face-to-face interviews are the appropriate approach to conduct the data. After that the 
sampling procedure as well as the questionnaire design will be explained. Following 
the data collection, light will be shed on the data analysis.
9.2 The Approach: Quantitative Face-to-Face Interviews
As the proposed research is not only interested in action and behaviour but also in 
latent constructs like attention or attitude, a survey is needed. In order to do this, 
different research strategies can be differentiated, inter alia face to face interviews, 
mailed questionnaires and telephone interviews. As explained before, a sending of 
mailings and questionnaires is no option here. So within the underlying research the 
direct mails will not be sent but given to the recipients -  with the questionnaires being 
filled in on the spot. By that one profits by the advantages of face-to-face interviews: 
although this kind of interview can be considered to be the more time consuming way 
of conducting research, it can also be assumed to be the more detailed and rich -  as 
the direct contact offers an immediate possibility to validate the data (of. Denscombe, 
2003 or Hague, 2006). Beyond, face-to-face interviews also allow for a more targeted, 
direct marketing-like approach that will, by reducing wastage, be more efficient as the 
interviewer can carefully select potential respondents (Denscombe, 2003).
The interviews were conducted by the researcher himself as well as two female 
interviewers, who, at times, supported the researcher -  not least for the sake of time 
saving. In order to provide validity both female interviewers
• are used to the field of advertising and market research and have worked as 
consultants for two of the biggest advertising agencies in Germany, which also 
included market-research-activity
• did also function as peer reviewers concerning the focus group results as well 
as concerning the questionnaires and have therefore been fully familiar with the 
topic
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9.3 Sampling
9.3.1 Quota-Sampling: Fitness Centre Intercept
For most research it is not possible to analyse the whole population of interest or target 
population, i.e., the group of people one wants the findings about. Given this, 
researchers normally take a selection of the target population to analyse it. The 
selected set of individuals can be called a sample. Ideally, the sample mirrors the 
population, i.e., there are no differences between the sample and the target population 
characteristics (cf. Remenyi et al., 1998).
Basically, one can differ between probability and non-probability sampling (cf. Remenyi 
et al., 1998). As the name implies, in probability-samples every element or sample of 
the target population is chosen randomly and the chance, or probability, of each 
sample to be selected from the population is known and -  at best -  equal (of. Saunders 
et al., 2007). Therefore, probability sampling is also called representative sampling 
(ibid.). Here, the researcher’s (subjective) influence on the sampling process, 
respectively on the chosen elements or samples, is excluded as far as possible -  and 
therefore a possible selection bias (of. Royer and Zarlowski, 2001). By doing so it 
represents the target population. In contrast, within non-probability, also called 
judgemental sampling (cf. Saunders et al., 2007) the chance of the samples is not 
known -  as it rather depends on some sort of subjective judgement by the researcher. 
As such, samples are not chosen randomly but by the researcher (cf. Remenyi et al., 
1998) -  with the risk of a subjective selection bias. Given this, some authors argue, 
that non-probability sampling is not suited for statistical inferences (cf. Saunders et al.,
2007).
However, to conduct probability sampling, one needs a sampling frame or a sampling 
unit, i.e., a basis for the random selection. As explained above, the specific target 
group lets one assume that fitness centres, respectively their members, are the most 
appropriate place/interviewees for the research. However, investigations have shown 
that it is hardly possible to get access to the register of members because of data 
privacy, so a randomisation of the target group turns out to be impossible. 
Furthermore, also for other options the sampling frame will be the weak spot.
Given this, the underlying research uses a quota-sampling-approach. However, in case 
where there is no sampling frame, i.e., a suitable list, the method of quota sampling 
seems appropriate (cf. Royer and Zarlowski, 2001; Saunders et al., 2007 or Doherty,
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1994). In fact this kind of sampling can be defined as a probability-based sampling 
method (Doherty, 1994). Quota refers to the fact that the sample mirrors the population 
concerning various quota variables -  so population as well as sample have the same 
quotas, i.e., the same distributions concerning e.g. age, sex, income or education. By 
doing so, one might say that quota sampling is the most representative non-probability 
sampling technique “that allows us to obtain a relatively representative sample of a 
population (Royer and Zarlowski, 2001: 153). However, in the case of small samples a 
quota sampling can even have certain advantages over probability sampling -  e.g. 
concerning random sampling errors (cf. Prein et al., 1994). So the underlying research 
is based on the method of quota sampling working as a functional basis for inferential 
statistics -  an approach commonly used in market research (cf. North, 2000).
The Quotas
Here, the quotas concerning the sampling are based on
• Gender: female
• Age: 19-39
• Membership in a fitness center and continuous (more than once a month) 
practicing
• use of fitness drinks (from 'daily use’ to ‘once in a month or seldom’)
In comparison to the target group, the quotas' basic population does include women 
that (at least occasionally) consume fitness drinks: within the analysis, the target group 
also includes those that could imagine to use a drink (however, to be upfront with it, 
within the research itself, all participants that could imagine to use fitness drink also did 
so -  even though sometimes rather rarely). As both quantitative testings are conducted 
in Cologne, Germany, the quotas should best possible reflect the distribution of the 
target group’s characteristics within this area. Here, the Typology of Wishes 
(www.tdwi.de) offers estimated quotas (TDW 2010 III, calculated in August, 2010) for 
the area of North Rhine-Westphalia, which is the federal state the city of Cologne is 
located in. The quotas are based on the following socio-demografic characteristics: 
family status, people in household and net household income. Here, table 9.1 
summarises the characteristics’ percentages.
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1. Family Status
'  V .'flîSA Af
single without 11 %
a partner
single, 
cohabiting 40 %
with a partner
married 42 %
have been
married 
(e.g. divorced, 
widowed)
7 %
2. People m Household
1 person , 18 %
2 person's 18 %
3 persons , 40  %
. 4  persons .;' - 18 %
3. Net Household Income 
(Earnings, Pensions, Interest, 
Dividends, Rental Income and 
also social Transfers from e.g. 
family members (e.g. parents))
500 until
< 1 000 Euro
1000 until
< 1.500 Euro
1.500 until 
< 2 .000 Euro
2 .000  until 
< 2 .500  Euro
Total 100%
5 persons 'J 
and more '.
Total
6%
100%
2 .5 00  until 
< 3 .000 Euro
3000 Euro 
and more
Total
4%
9 %
8 %
6 %
1 6 %
57 %  
100%
Tab. 9.1. The relevant Quotas of the Study
9.3.2 Sample Size
The size of a sample to a large extent depends on the size of the underlying 
population. Here, as the definition of the target group has shown, one can estimate a 
population of several hundred thousand women within the area of Germany. So one 
needs to prospect for sample size guidelines for large populations.
Here the calculated sample size is based on a formula for large populations (of. 
Berekhoven et al., 2004; Mayer, 2009 or Denz, 1989, which can be traced back to 
Cochran, 1977 -  see appendix B. for a detailed explanation). The thesis will rely on a 
precision level of ± 10% as well as on a confidence interval of 2 (95,5%), which leads 
to a sample size of 100 (cf. Sudman, 1976). Following this, the sample size of 100 
serves as a basis for quantitative analyses. However, as the first analysis will be a 
within-subjects-design (i.e., every participant gets all three headlines to be evaluated), 
in total 100 questionnaires were conducted to test the different headlines. This 
happened in two different centres, each of them with a size of 50. The second
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quantitative analysis was conducted with a size of 4 x 100 questionnaires, as every 
participant only got one of the four mailing versions. Here, the questionnaires were 
conducted in four different centres, with 100 in each.
To randomly choose fitness centres, a list of all relevant fitness centres (relevant 
means: offering fitness courses and/or fitness equipment) in Cologne was made in 
alphabetical order. Furthermore, centres were chosen randomly with the help of 
random numbers (Reichardt and Reichardt, 1991) and contacted. If they gave in the 
permission, the interviews were conducted. In case a centre rejected the request, a 
next centre was chosen randomly -  and so on.
148
9.4 The Measurement
9.4.1 How to measure latent Constructs
As intimated above, issues like comprehension or cognitive responses are so-called 
latent constructs, as they themselves are intangible and unobservable -  and therefore 
unmeasureable. To measure them, these theoretical entities need to be 
operationalised into one or more items (of. Sloan et al., 2002), i.e., single questions or 
statements that stand alone or are used together with other related questions as a part 
of a measurement index (ibid.). Very often, indices with more than one item -  so-called 
multi-item indices -  are also called multi-item scales (ibid.), which has to be 
differentiated from an item’s response categories (e.g. agree, neither agree nor 
disagree, disagree -  cf. Likert-scales, see below).
However, although single questions are beneficial through their ease of administration 
and will be suitable for distinct and unambiguous topics (for example: “Have you ever 
been on holiday in the UK?”), the prevailing opinion is that multi-item scales have a 
relative advantage to the single-item questions -  above all when measuring latent 
constructs (cf. Sloan et al., 2002; Gardner et al., 1998 or Johnson and Harris, 2002):
• As random measurement errors will appear, single-item questions implicate 
these errors, whereas the average or sum of a multi-item score will average out 
these errors, as every item of the index is intended to measure the underlying 
construct (cf. Nunnally and Bernstein, 1994 or Sloan et al., 2002).
• Furthermore, single-item questions are said to lack precision, as individual
items are challenged to distinguish between acute degrees of a construct (cf. 
Gliem and Gliem, 2003).
• Furthermore, single-item questions are also assumed to lack scope: as Mclver
and Carmines (1981: 15) put it, “it is very unlikely that a single item can fully 
represent a complex theoretical concept or any specific attribute for that 
matter” -  i.e., capturing the details and richness of more complex constructs (cf. 
Sloan et al., 2002).
So this research will agree with Gliem and Gliem (2003: 82), stating that “single-item 
questions pertaining to a construct are not reliable and should not be used in drawing 
conclusions”. Therefore, here all latent constructs will be measured with the help of 
multi-item indices, respectively scales. Furthermore, the question concerning the 
opening probability, which can be defined as distinct and unambiguous (see above), 
will be measured with one item.
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As in most cases, the reliability, i.e., the internal consistency, is measured with the help 
of Cron bach's alpha. As this alpha rises with the number of items (of. Pallant, 2007), 
the averaging out of random errors sometimes leads researchers to increase the item- 
number to raise the level of reliability (of. Sloan et al., 2002). Therefore, one has to take 
care that the wish for internal consistency should not go to the expense of validity (cf. 
Sloan et al., 2002). So the number of items should be deliberate -  not least as a 
shorter questionnaire is also an effective way to minimise response errors caused by 
fatigue or boredom (of. Schmitt and Stults, 1986 or Schriesheim and Eisenbach, 1990). 
Following this. Cook et al. (1981) found out, that a number of three items is sufficient 
for reaching an adequate internal consistency reliability. Hence, adding more items 
seems to lead to progressively less impact on a scale’s reliability (cf. Carmines and 
Zeller, 1979). Furthermore, as intimated above, Cortina’s (1993) results let one assume 
that also scales with a low item intercorrelation can have a high internal consistency 
just by having many items -  findings that also argue for a smaller number of items.
Stating that the “primary purpose of using any scale, multiple-item or not, is to gain 
information”, Drolet and Morrison (2001: 197) focus on the information content of 
multiple-item scales, discovering, that already from the third item onwards the 
incremental information content will be very small. Furthermore, results imply, as 
intimated above, that multiple items can also negatively affect the information content: 
“results of this study suggest that as the number of items grows, respondents are more 
likely to engage in mindless response behavior. Thus, the cost of asking the same 
question more than once or twice appears higher than the cost of survey time only” 
(Drolet and Morrison, 2001: 200).
To strike a balance between the internal consistency on the one hand and the 
incremental information as well as the fatigue of the respondents on the other, the 
underlying research uses a number of three items to measure each construct -  except 
for measuring the opening rate (see above and below).
Likert-scale
Once latent constructs like attitude have been translated into items, e.g. into questions 
or statements, the respondents need to answer these questions or rate these 
statements. Probably one of the most frequently used scaling techniques within survey 
questionnaires are Likert-type scales (cf. Saunders et al., 2007 or Cook et al., 1981), 
not least, as they are argued to be most useful for measuring opinions and behavioural 
research (cf. Kerlinger, 1986). With the original Likert-attitude-scale (1932) consisting
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of 5 points, today different scales are used to collect opinions -  ranging from 2- to 9- 
point or even higher (of. Saunders et al., 2007). As research suggests, that a scale’s 
internal consistency raises up to 5 points and then remains rather constant (cf. Lissitz 
and Green, 1975 -  for a preference of a 7-point Likert scale see Finstad, 2010), this 
thesis will stick to the original Likert scale points. Another reason is the adoption of 
Rohrmann’s (1978; 2007) scale qualifiers to support Likert’s quasi-interval level -  as 
explained in the following.
However, there is disagreement concerning the assumed measurement level of Likert- 
scales (cf. Pallant, 2007). This is of prime importance for the analysis, as it guides the 
use of the tests; for example in the case of a parametric test like the independent t-test 
the level should be interval or ratio. Referring to Likert-scales, some researchers (cf. 
Cohen et al., 2000) say that Likert-scales only have ordinal level because the intervals 
between the categories cannot be presumed to be equal. Others (cf. Blumberg et al.,
2008) assume that //scales are likely Xo have constant intervals, they can be treated as 
interval data (cf. also Knapp, 1990 or Blaikie, 2003). Here, the thesis follows Rohrmann 
(1978; 2006), who has developed and tested scale qualifiers e.g. for agreement, 
frequency or probability that can be assumed to have equidistant intervals. Therefore, 
this thesis will stick to his German agreement-scale, which also consists of 5 points. 
Furthermore, the qualifiers were supported by correspondingly using the icons of [ - - / - /  
0 / + / ++] to underline the interval level (of. also Rohrmann, 1978).
Furthermore, several Monte Carlo studies suggest that also if  a Likert scale would not 
be (perfectly) on an interval level, its influence on results would be calculable: “for 
many statistical tests, rather severe departures do not seem to affect Type I and Type 
II errors dramatically" (Jaccard and Wan, 1996: 4). Beyond this, the scales will be used 
within multi-item scales and it can be assumed that for “multiple-item scales the 
assumption of interval level measurement is more tenable” (cf. Remenyi et al., 1998: 
155).
Following this, this research will assume Likert-scales to have an interval level.
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9.4.2 Avoiding Measurement Errors: Reliabiiity and Validity
As every research is interested in a certain issue or topic, this research’s aim is to find 
out about their true state. However, there is a risk of difference between the true state 
on the one hand -  and the measured state on the other (provided by a measurement 
instrument, e.g. a questionnaire): the so-called measurement error (of. Carmines and 
Zeller, 1979).
These measurement errors can be further subdivided into random and systematic 
errors (cf. Waltz et al., 2010). Whereas random errors are caused by chance factors 
when measuring a phenomenon and occur in an unsystematic manner, systematic 
errors have a systematic biasing influence. Two concepts that deal with these kinds of 
measurement errors are the reliability and validity of measurement instruments.
Whereas the reliability of a measurement instrument is directly influenced by the 
consistency of its results (i.e., by the occurrence of random error) the validity of an 
instrument deals, inter alia, with the question, if it measures, what it is purport to 
measure (i.e., with its systematic error -  of. Bartholomew, 1996). Following are the 
implications for this research’s questionnaires.
9.4.2.1 Reliability
As intimated above, the reliability of a questionnaire shows how consistent and stable it 
is (Remenyi et al., 1998). So a questionnaire’s reliability is about its robustness, i.e., if it 
will achieve consistent findings under non-consistent circumstances (e.g. time, 
conditions, interviewers -  cf. Saunders et al., 2007). Here, the underlying research will 
analyse the reliability with the help of the internal consistency, measuring the 
consistency of responses across questions. This will be done with the help of 
Cronbach’s coefficient alpha (Saunders, et al., 2007).
However, although a questionnaire’s reliability (i.e., avoiding random errors) is a 
conditio sine qua non for its validity, a reliable questionnaire is not already a valid one, 
as questions can be consistently, i.e., systematically interpreted in a non-intended 
manner. So, one also needs to have a look at the questionnaire’s validity.
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g.4.2.2 Validity
On closer examination, validity turns out to be a very complex issue, not least as there 
is “an awful lot of confusion in the methodological literature that stems from the wide 
variety of labels that are used to describe the validity of measures' (Trochim, 2006a). 
However, the thesis will -  within the bounds of the work's limited scope -  try to shed 
some light on the issue of validity.
Although the validation of research was always a worthwhile issue for research, the 
American Psychological Association (APA) introduced its validity standards only in 
1954 (for a good overview see Shepard, 1993, see also Cron bach and Meehl, 1955). 
Among these were the issues of content, predictive, concurrent and construct validity 
(American Psychological Association, 1954). Since then, validity theory has developed 
over time, with the result that many researchers have summarised predictive and 
concurrent validity under the name of criterion-related validity, leading to the three 
categories of content, criterion-related as well as construct valid ity -  a classification 
that holds good for many researchers until today (of. Saunders et al., 2007; Creswell, 
2002; Bartz, 1999 or Gay and Airasian, 1999). Simultaneously, the APA became aware 
of the interdependence of these three issues, stating that the "aspects of validity can 
be discussed independently, but only for convenience. They are interrelated 
operationally and logically; only rarely is one of them alone important in a particular 
situation" (American Psychological Association, 1974: 26). Following this, content, 
criterion-related and construct validity should not be seen as three independent and 
separate ways to validity but as one interdependent way, combining deductive logic as 
well as inductive empiricism -  as “all validation requires the combination of logical 
argument and empirical evidence needed to support those inferences” (Shepard, 1993: 
406). In the following the thesis will consider the three interrelated issues of validity.
Content Validity
Content Validity: The Approach
As Trochim’s (2006b) term translation validity implies, content validity is a rather 
deductive and logic concept, assessing a construct’s translation into operationalisation. 
So content validity asks, if the questions of a questionnaire accurately represent -  i.e., 
reflect -  the theoretical construct they purport to measure (of. Crocker and Algina, 
1986; DeVellis, 2003 or Gregory, 2007).
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However, in case of latent constructs like comprehension, attitude or affective 
responses, where questions that can be drawn from the underlying domain are rather 
unlimited, to contain all the aspects a domain offers can become almost impossible -  a 
fact that makes content validity a rather qualitative than quantitative approach (cf. 
Crocker and Algina, 1986; DeVellis, 2003 or Gregory, 2007). Therefore, content validity 
also becomes a rather logical than statistical issue, as it includes literature reviews, 
qualitative interviews of respondents and/or the help of experts (of. Saunders et al., 
2007 or Crocker, 2003).
As intimated above, what makes content validity important is its point in time in a 
research: content validity depends largely on how a measurement instrument is 
developed (of. Waltz et al., 2010). Following this, there are certain approaches to gain 
content validity (cf. Higgins and Straub, 2006 referring to Lynn, 1986 and Carmines 
and Zeller, 1979; Crocker and Algina, 1986 or Waltz et al., 2010). To sum up one might 
say that all suggest
• an adequate definition of the domain of interest providing a basis, e.g. based on 
a literature review
• the collection of possible items
• the help of experts on the one hand as well as potential respondents on the 
other to select the items as well as to optimise the selection
Following are some thoughts about the degree of the underlying questionnaire’s 
content validity.
Defining the Domain of Interest
As both main issues of the quantitative analyses {target-group-specificity of metaphors 
as well as its impact on a direct mail’s advertising effect) have been widely explained 
and defined within the underlying thesis, one might say that the theoretical foundation 
for a high content validity is given.
Item Collection
As constructs like comprehension or cognitive/affective responses, attitude towards the 
ad or purchase/behavioural intentions are common practice within marketing literature, 
the questionnaire’s items are based on pre-existing scales, respectively research. 
Furthermore, the development of the individual scales is based on metaphors’ 
characteristics and will be explained in the following.
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Involving potential Respondents
However, as almost all latent constructs as well as items have been used in different 
research approaches and as the selection of items has been guided by precise 
specifications resulting from the literature review, i.e., also from previous research, one 
can assume that there should be a certain expert-factor included as all the constructs 
and items are based on relevant theory. Nevertheless, the questionnaire was shown to 
a marketing expert dealing with market research. Furthermore, all respondents were 
asked to comment on the questionnaire’s content and suggest improvement during its 
pretesting. This, however, lets one assume that the underlying measurement 
instrument, i.e., the questionnaire, offers a high degree of content validity.
Content Validity -  Status quo: Many Scales, few Validity
Although there are many scales that have been used for measuring advertising effect’s 
latent constructs, less is reported, and therefore known, about their validity (of. Bruner 
et al., 2005, for a general discussion on marketing scales see Churchill, 1979). Given 
this, the rising number of different scales measuring the same constructs leads to a 
lack of standardisation and avoids their getting proved and tested -  and therefore 
(more) valid -  questionnaires (Bruner, 2001). Bruner (1998) found that of 75 scales 
measuring the construct of Aad, almost half of them contained item-compilations that 
have never been used before. This, combined with the rather less effort to test and/or 
report issues of validity makes it difficult to find out
• if a scale measures what it intends to measure -  as at best a scale is tested in 
multiple studies to find out about its psychonometric properties (of. Cronbach, 
1971 or Peter, 1981) or to examine all facets of generalisation needed for wide 
application (of. Rentz, 1987 or Finn and Kayandé, 1997)
• if two scales really measure the same construct -  e.g. Aad (cf. Bruner’s (2001) 
comparison of two Aad-scales, pointing out the differences and dangers)
So, if someone -  instead of using an existing scale -  develops a new scale (or, as in 
most cases, a new compilation of items), this approach is recommended to be justified,
i.e., adequately reasoned (of. Bruner, 2001). Given this, one kind of Justification is 
giving evidence of the scale’s psychometric quality (ibid.) -  for instance by testing the 
scale’s reliability as well as validity (see above and below).
155
Furthermore, another justification is not based on evidence but on explanation: so 
preferring a newly developed scale to an already existing one should be explained by 
the researcher (cf. Churchill, 1979 or Varadarajan, 1996). In the case of the underlying 
thesis, as pointed out below, explanations are e.g.
• the modification of the comprehension-scale due to translation-issues,
• the new compilation of items mainly due to specific metaphor characteristics 
(and the lack of scales relevant to these characteristics) or
• the use of three items due to the reduction of the questionnaire
In order to achieve validity, the work followed the scale selection and usage process 
recommended by Bruner (2001).
However, the lack of generalisation, i.e., of existing scales suitable for the underlying 
research project, does also affect the other validity constructs -  e.g. the criterion- 
related validity.
Criterion-related Validity
Criterion-related validity does not focus on the concept’s translation or 
operationalisation itself but on the operationalisation’s performance against a certain 
criterion. Criterion-related validity is about predicting how the concept’s 
operationalisation will perform and about inferring from the operationalisation’s test 
scores to a (somehow) related criterion (of. Trochim, 2006a). As such it can be defined 
as “the degree to which the concept under consideration enables one to predict the 
value of some other concept that constitutes the criterion” (Zaltman et al., 1973: 104).
Furthermore, there are different types of criterion-related validity (of. Zaltman et al., 
1973 or Trochim, 2006a), varying in the criteria they use as Judgement standard (e.g. 
instrument or event) and concerning the time (e.g. predictive/forecasting or concurrent/ 
simultaneous). Here, one can basically differ between predictive and concurrent 
validity.
Criterion-related Validity: Predictive Validity
The predictive validity aims at the predictive utility of a test or a questionnaire to 
predict related criteria -  e.g. of a GMAT-test to forecast performance in graduate 
school or college (of. Thanasegaran, 2009). A high correlation, i.e., a high predictive 
validity, reveals that an operationalisation -  e.g. a questionnaire -  “can correctly predict 
something that we theoretically think it should be able to predict” (Trochim, 2006a).
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Criterion-related Validity: Concurrent Validity
The concurrent validity aims at the utility of a test or questionnaire to detect (statistical) 
relationships at (approximately) the same time -  e.g. between groups that have been 
measured with the same measurement instrument or between instruments.
Here, high correlations between a new developed questionnaire and existing, proven 
questionnaires often serve as evidence of a high concurrent validity (cf. Gregory, 
2007). Therefore, a test with a high concurrent validity can provide “a shortcut for 
obtaining information that might otherwise require the extended investment of 
professional time” (ibid.: 125).
Concerning the proposed research, to measure the operationalisation’s criterion- 
related validity poses a challenge
• as the construct of target-group-specific metaphor is a new, and therefore a 
non-explored one, there are neither any operationalisations (e.g. 
questionnaires) nor any results that can be consulted for defining the criterion- 
related validity’s degree, i.e., no external criteria (for the general challenge of 
finding external criteria for latent constructs see Bortz and Doring, 2006)
• the same applies for the research area of metaphor and direct mail
• furthermore, also widening the construct and using existing tests that measure 
a metaphor’s impact e.g. on an advertisement’s advertising effect can also not 
be consulted, as
o results concerning a metaphor’s effect are ambiguous -  a fact that led to
the development of the issue of target-group-speoificity as a variable 
which can be assumed to explain the result’s variations 
o beyond this, even if there would be a certain research’s results that
could serve as a criterion, the items used in the questionnaire would 
differ, as the underlying items (at least as far as the researcher knows) 
have never been used before -  and therefore might lead to a non­
comparable situation
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So, as the research
• aims at explaining the inconsistencies of the literature review’s results by 
inventing a new construct (target-group-specificity), which is translated into new 
multi-item scales, and
• furthermore applies this new approach to a new research field (metaphor and 
direct mail),
there seems to be no starting point for testing a criterion-related validity using existing 
research. Furthermore, the restricted time and scope of this research does not allow 
carrying out any tests to serve as the required criteria to test this type of validity. What 
follows next is the last type of validity to be discussed: construct validity.
Construct Validity
Construct validity deals with latent constructs like attitude or purchase intention and 
their measures. As Peter (1981: 133) with regard to marketing explains, “because 
construct validity pertains to the degree of correspondence between constructs and 
their measures, construct validity is a necessary condition for theory development and 
testing”. As such construct validity can be defined in a narrower as well as in a broader 
sense.
Whereas the broader view of construct validity aims strongly at the interdependence of 
the three validity-criteria (i.e., content, criterion-related, construct -  of. Peter, 1981), in 
a narrower sense construct validity means to determine, if the variables that are used 
to measure a phenomenon also represent this phenomenon in a good way (Drucker- 
Godard et al., 2001). In understanding this, the process of construct validation can be 
defined as “investigating a measure’s scores to see whether they perform as the 
construct is postulated to perform” (Peter, 1981: 142). So, if one compares criterion- 
related and construct validity, the difference becomes clear: it is not only about results 
but about the relation of theory and output -  or, as Trochim (2006c) calls it, the “land of 
theory” and the “land of observation”. As this type of validity aims at a congruence 
between the theoretical concept on the one hand and the outputs on the other, a way 
to ensure construct validity is to analyse
• if different variables that are theoretically related, i.e., aiming at the same 
construct, do also correlate strongly (the so-called convergent validity), and
• if variables that are theoretically not related do lack relation (the so-called 
discriminant vaWdlty -  cf. Drucker-Godard et al., 2001 or Trochim, 2006a)
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To measure correlation between items, there are several approaches: to begin with, 
one can e.g. use the multitrait-multimethod matrix (MTMM) invented by Campbell and 
Fiske (1959). Another way to measure construct validity is to fall back on exploratory or 
confirmatory factor analysis (of. Carmines and Zeller, 1979). Furthermore, a high inter­
item correlation, i.e., a high internal consistency, does also provide support for 
construct validity (cf. Peter, 1981 or Brualdi, 1999). Last but not least, another sign of 
construct validity is, if empirical results are as theoretically expected (Bortz and Doring, 
2006 -  see also Brualdi, 1999).
What does this mean for the underlying research?
Firstly, this implies, that the constructs of content-, criterion-related- as well as 
construct-valldity need to be examined as interrelated issues. Secondly, this means 
that in one way or other this exploratory piece of work will reach its limits: Although the 
degree of content validity can be suggested as relatively high, the exploratory 
approach does lack external criteria to relate to -  and therefore the degree of 
criterion-related validity is unknown. Regarding construct validity, the multitrait- 
multimethod matrix goes beyond the scope of this research, as it, as the name implies, 
needs multi methods, at best a minimum of three (of. Peter, 1981). To test construct 
validity, the underlying research will fall back on factor analysis, to be more precise: on 
confirmatory factor analysis (CFA). Compared to exploratory factor analyses (EFA), 
whose aim it is to “discover the nature of constructs” (DeCoster, 1998: 1), i.e., to look 
for potential factor structures when analysing a set of observed variables without 
predefining an outcome’s structure (cf. Child, 1990 or Suhr, 2011), the confirmatory 
analysis deals with a “specified set of constructs” (DeCoster, 1998: 1) to test and verify 
preconceived factor structures concerning an observed variable’s set. Theory and/or 
past research outcomes can serve as a basis for the factor structures to be tested 
empirically (cf. Suhr, 2011). However, the CFA can only be conducted for the second 
quantitative analysis, since such analyses do need a very large sample size (of. 
Pallant, 2007): Tabachnick and Fidell (2007) speak of least 300, or -  under certain 
circumstances -  at least 150 cases. Furthermore, Nunnally and Bernstein (1994) 
suggest a 10 to 1 ratio of samples and tested items and Mitchell (1993) assumes that 
there should be 10 to 20 times as many cases as variables (cf. also Stevens, 2002). As 
the tests are face-to-face interviews, these assumptions can only be partly met within 
the time and scope of the research: here, the second quantitative analysis, featuring a 
sample size of 400, will be analysed with the help of a CFA. However, for the first 
analysis, the thesis will rely on the internal consistency as well as the use of a good 
theoretical basis for construct validity (see above).
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9.5 The Questionnaire
A further important aspect is the questionnaire design. As Saunders et al. (2007: 364) 
put it, “the internal validity and reliability of the data you collect and the response rate 
you achieve depend, to a large extent, on the design of your questions, the structure of 
your questionnaire and the rigour of your pilot testing”. As pilot testing will follow within 
the next section, the thesis will now focus on the design issue, assumed to be an 
important lever to improve questionnaire results (of. Fowler, 1995). In doing this it 
becomes clear that questionnaire design involves not only the questions perse  or their 
structure but the whole questionnaire appearance. Here, the “perception of burden” 
(Czaja and Blair, 2005: 100, original emphasis), guiding the potential respondent’s 
decision to participate is not only influenced by the questions themselves, but also by 
issues like the (perceived) length of the questionnaire, the size of the type, the length 
of the questions or the complexity of the questionnaire itself (Czaja and Blair, 2005). So 
appearance seems to be about questions as well as layout, as it includes contentual as 
well as creative issues. The following part will focus on these two topics, starting with 
the questionnaire content.
9.5.1 Designing the Questionnaire: Contentual Issues
Referring to content, every questionnaire has several constitutive parts:
• the introduction
• the structure
• the questions themselves
9.5.1.1 The Questionnaire’s Introduction
Basically, the introduction needs to cover several topics -  which inter alia are (cf. Czaja 
and Blair, 2005):
1. What is the study about?
2. Who is conducting the study?
3. Who is the sponsor / who is behind the study?
4. Why is the study important / why is it worth participating?
5. What will be done with the study results?
Here, all these questions will be answered within the first page. Next to the study 
explanation there is also the University of Surrey Logo on the front as well as the 
researcher’s address and university-number.
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Furthermore, as this is not a self-administered questionnaire, the researcher himself 
can explain the study’s aims to the participant.
9.5.1.2 The Structure and Flow
To make it easier to follow and therefore more interesting for the respondent, the 
sequence of the questionnaire’s questions should follow a logical flow (of. Saunders et 
al., 2007 or Raab-Steiner and Benesch, 2008). Concerning the first questionnaire this 
structure results from the logical flow of metaphor-, respectively headline-evaluation:
• Is it comprehensible?
• Is it apt?
• Does it lead to affective/cognitive responses -  and further
• to behavioural intentions?
Furthermore, here the logical flow is supported by the questionnaire’s clear intentions: 
different to the second testing, here the participants are told, that they have to rate 
headlines against the background of a certain product. Furthermore, because of the 
within-subjects-design, they see all headlines and can compare.
Concerning the second quantitative analysis, here the logical flow results from the 
issues of direct mail and advertising effect -  firstly starting with the mailing’s opening 
and secondly dealing with the mailing’s content. Concerning the latter, the questions 
follow the logical flow of advertising effect:
• starting with the recipient’s sine qua non for the attitudinal change (attention),
• via her attitude towards the mail as well as the product
• and, finally, ending up at the attitude’s consequences (behavioural intentions).
Furthermore, prior to these sections, in both questionnaires there will be a section 
containing opening as well as differentiating questions to support the quota sampling 
as well as to identify and subclassify the target group (of. Saunders et al., 2007). To 
achieve this, all differentiating questions deal with the participants as well as their 
dispositions concerning sports and fitness drink -  i.e., are closely related to the 
mailing’s content and, therefore, do not interrupt the logical flow.
However, as intimated above, it is not only the structure that makes a questionnaire 
logical, interesting and answerable but also the questions themselves.
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9.5.1.3 The Questions themselves
Before having a look at the single questions, respectively statements, there are some 
basic rules to keep in mind to support answerability as well as to avoid respondent 
errors or item non-response. In general, the thesis tried to assure that all statements/ 
questions are (of. Czaja and Blair, 2005 or Raab-Steiner and Benesch, 2008):
• relevant to the central topic explained within the introduction
• applicable to and answerable by most of the participants
• interesting
Furthermore, above all for analytical and objectivity purposes, a closed question format 
is to be preferred (of. Raab-Steiner and Benesch, 2008). Beyond this, it has to be 
ensured, that the overall length of the questionnaire is reasonable for the participants 
(cf. Saunders et al., 2007; Raab-Steiner and Benesch, 2008 or Czaja and Blair, 2005). 
Czaja and Blair (2005) advise between four and eight pages are right for a 
questionnaire’s length. However, containing four pages the underlying questionnaires 
seem appropriate.
The Opening and Differentiating Questions
Concerning the underlying research, both quantitative analyses are opened up by 
using opening and differentiating questions.
Opening Questions
The opening questions help to monitor the underlying quotas. Here the questions and 
answer categories are as followed
• Family status
o single, without partner 
o single, cohabiting with partner 
o married
o have been married (e.g. divorced, widowed)
• People in household
o 1 person 
o 2 persons 
o 3 persons 
o 4 persons 
o 5 persons and more
16 2
• Net household income
o 500 until <1000 € 
o 1000 until <1500 €
o 1500 until <2000 €
o 2000 until <2500 €
o 2500 until <3000 €
o 3000 € and more
Differentiating Questions
Although the underlying target group can be described as clear-cut, to find out more 
about the group's specifics, i.e., the recipient’s personal socio-demographic and 
psychological factors (see above), the analysis will raise the variance in characteristics 
by certain lead-in questions -  including further variables to better profile and 
subclassify the target group. These variables are:
Age
Here, it might be interesting to subdivide the age group of 19-39 -  to find out which 
group responds best to the target-group-specific metaphor. At this, the subgroups are
• 19-24 years
• 25-29 years
• 30-34 years
• 35-39 years
Sports Regularity
As explained above, working out regularly -  or, as the Typology of Wishes 
(www.tdwi.de), puts it, ‘at least occasionally’ -  serves as a must for belonging to the 
target group. Here, ‘regularly’, or ‘at least occasionally’ has been defined as ‘more than 
once in a month’. However, to analyse the relationship of the target group’s sports 
regularity and the metaphor’s, respectively the mailing’s impact, the regularity has been 
further subclassified. The categories are:
• more often than 2 times a week
• 2 times a week
• 1 time a week
• less than 1 time a week but more often than once in a month
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Sports ' Impetus /  main Driving Force
Furthermore, the questionnaire asks the participants, why they mainly do sports. As 
such the research tries to gain knowledge about the relationship of a primary sports 
driver and the estimation of the different metaphors (first quantitative analysis), 
respectively, mailings (second quantitative analysis). Given this, the tdwi specifies 
seven different reasons, respectively categories for doing sports;
• compensatory movement
• social recognition
• stress relief
• success, performance
• body awareness
• group experience
• health, health prevention
To simplify matters the seven different categories were summarised to three -  so 
participants had to decide, if they do sports mainly:
• for fun, because it is good for their minds
(comprising group experience, social recognition, stress relief)
• because it is good for their bodies
(comprising health/health prevention, body awareness, compensatory 
movement)
• because of performance-Zsuccess-reasons 
(e.g. to loose weight, to train for a marathon)
Fitness Drink Expectation
Beyond this, although the qualitative analysis suggests, that an ideal USP for a fitness 
drink is its ability to burn fat (see below), it can be assumed that people consume 
fitness drinks for many different reasons. The reason to introduce variables concerning 
the recipient’s main fitness drink expectation is to find out about the expectation’s 
influence on the different metaphor’s/mailings’ evaluations. Therefore, the main 
categories refer to the main categories given by the participants of the focus group
• main expectation: taste
• main expectation: thirst quenching, refreshing
• main expectation: functioning (e.g. isotonic, strength giving etc.)
• main expectation: ingredients (e.g. low calories, natural ingredients)
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Attitude towards Advertising /  Direct Mail in general
Next to factors like age, sports’ main impetus or fitness drink expectations, another 
issue of prime importance for the underlying research is the recipient’s predisposition 
towards advertising in general (first analysis), respectively direct mail in general 
(second analysis). Since a recipient’s predisposition towards advertising seems to vary 
across different types of media (e.g. TV vs. mail) and as it can be assumed that these 
personal predispositions influence a recipient’s Involvement (see above), one might be 
well advised to also analyse the participant’s attitude towards advertising related to the 
underlying type of media. Here, the categories for the issue of attitude towards 
advertising/direct mail in general are:
• rather positive
• neutral
• rather negative
Frequency of Fitness Drink Consumption
Furthermore, when testing the mailing within the second analysis, a question 
addressed to those who already consume fitness drinks was included about their 
consumption frequency. Here, the consumption-categories are (with slight changes) 
again geared to the categories of the tdwi market-media-study:
• more often than once a weak
• once a week
• less than once a week, more than once a month
• once a month or less
9.5.2 Designing the Questionnaire: Creative Issues
As intimated above, a questionnaire’s success is not only dependent on content but 
also on its visual design, i.e., its layout (cf. Schwarz et al., 1998) -  a parameter that for
a long time has been neglected by researchers (Dillman et al., 2009). It can be
assumed, that visual design helps respondents to
• organise questionnaire information, by
• focusing their attention to relevant parts, and, by doing so
• guide them through self-administered questionnaires like an interviewer would 
within a face-to-face interview or a telephone survey (cf. Dillman et al., 2009).
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However, although the visual design suggestions above all aim at self-administered 
questionnaires and this study’s questionnaires will be accomplished face-to-face, these 
questionnaires nevertheless have been designed to be as respondent-friendly as 
possible with respect to (of. e.g. Smyth et al., 2006 or Dillman et al., 2009)
• graphical language (e.g. fonts, font size, colour, brightness etc.)
• numerical language (e.g. the use numbers to suggest a certain order) as well as
• symbolic language (e.g. culturally based symbols such as arrows)
Here the grouping principles of Gestalt psychology are assumed to form a basis for the 
perception of relationships among the information presented within the questionnaire 
(of. Palmer, 1999 or Tourangeau et al., 2004 -  see also Smyth et al., 2006 or Dillman, 
2007) and served as a basis for the questionnaire design (a questionnaire’s example 
can be found within the appendix).
9.5.3 A Questionnaire’s Pretest
9.5.3.1 The Reasons for Pretesting
Pretesting questionnaires can be defined as a study’s dress rehearsal (cf. Del Greco 
and Walop, 1987). Therefore, pretests are a sine qua non for every research -  and are 
also required if similar studies with similar items or questions have already been 
conducted (cf. Raithel, 2008 or Czaja, 1998). Pretesting has different aims: in this 
case, it will be used for item revision as well as item analysis (cf. Raab-Steiner and 
Benesch, 2008; Raithel, 2008 or Czaja, 1998 -  see also Dillman, 1978 or Converse 
and Presser, 1986):
item Revision
• Comprehension
o Do participants have difficulties in understanding certain questions, 
words, terms or concepts? 
o Do participants interpret the questions and task as intended by the 
researcher?
o Do the sections/items have some kind of logical flow, respectively a 
thread recognised by the recipients?
• Attention/Burden/Interest
o How long does it take to complete the questionnaire? 
o Are the participants interested in the questionnaire?
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Item Analysis
Within the context of a pretest also the reliability, here defined as the test’s internal 
consistency, can be tested -  with the aim to find out, if specific items combined to 
measure a specific construct (e.g. attention) are suitable to measure this construct; or if 
they have to be revised.
Now, after it has been explained, why pretests are conducted, it will be pointed out, 
how they were conducted in this study.
9.5.S.2 The Pretesting-Approach
The pretesting was a two-step approach:
1. Firstly, there were two individual interviews to improve the questionnaire 
concerning the comprehension- and time-issues. It was a participating or 
declared pretest (cf. Colorado State, 2011 or Czaja, 1998) -  i.e., both recipients 
were conscious that this pretesting was a practice run. Here, the so-called 
think-aloud technique was applied (cf. Bolton, 1993 or Raab-Steiner and 
Benesch, 2008), so both were requested to verbalise their thoughts when the 
questionnaire was conducted.
2. Secondly, there was an undeclared pretest (cf. Colorado State, 2011 or Czaja, 
1998), i.e., the participants did not know that answering the questions and 
evaluating the statements was a practice run. The research was conducted 
within a field testing (cf. Czaja, 1998). Furthermore the test followed a common 
approach to optimise pretesting: after the undeclared pretesting, the 
participants had the chance to leave comments to specific questionnaire items 
(cf. Czaja, 1998). Normally, if such comments do reveal major comprehension 
problems, the pretesting should be repeated. In case of minor comments, it is 
sufficient to change the questionnaire for the main testing.
Concerning a pretest’s sample size, Sudman (1983) recommends a size of 20-50, 
Sheatsley (1983) speaks of 12-25 participants, furthermore Willis (2005) advocates 5- 
15 people and Porst (2000) as well as Czaja (1998) advise at least 20 recipients. Not 
least to comply with the statistical requirements (cf. Pallant, 2007), here the pretestings 
had a sample size of 20 participants.
167
Ill: THE RESEARCH: EXECUTION AND RESULTS
1. Introduction
After section I, which provided the thesis’ theoretical foundation by outlining its basic 
idea and bringing together the various domains to identify the topic as well as the 
research gaps, and after section II, which supplied the research’s underlying paradigm 
as well as design as a basis for the methods to collect and analyse the data needed to 
fill the research gaps, section III deals with the data collection as well as the 
analysis to answer the research question -  and, by doing so, with achieving the 
research’s underlying objectives.
Following this, chapter 2 serves as the research’s essential basis, as it investigates 
the target group’s preferences. Here, the qualitative focus group’s aim is not only 
to find out about the group’s metaphor-preferences but also about the preferences 
concerning the product/USP and the promotional communication’s execution. All these 
findings will be used to develop a target-group-specific product with a target-group- 
specific USP promoted in a target-group-specific d/recf ma//-  which then in the end will 
be supplemented with variably specific metaphorical headlines as well as with a target- 
group-specific literal headline.
At this, chapter 3 explains, how the focus group’s findings concerning the target- 
group-specific metaphor will be used to qualitatively define the less, and the non- 
target-group-specific metaphor as well as a literal target-group-specific 
equivalent. Both chapters pursue the preceding objectives of developing the variably 
specific metaphors as well as the target-group-specific test scenario as a whole.
Chapter 4 then will quantitatively evaluate the three qualitatively developed 
metaphors. Here, participants will rate the metaphors of different target-group- 
specificity concerning their suitability to promote the fitness drink developed within the 
focus group. Given this, the metaphors will be embedded in promotional headlines but 
not in the direct mail itself. As explained above, this intermediate step, although not 
being a research’s objective in the proper sense as it does not help to answer the 
research question, will nevertheless be of great help as it supports the main objectives 
results’ interpretation.
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After finding out about the metaphorical headlines’ effects on participants, in chapter 5 
these headlines will be embedded into the direct mail. Here, the three metaphorical 
versions will be supplemented with the literal target-group-specific version. 
Furthermore, the promoted product, the product’s USP as well as the direct mail’s 
design are based on the focus group’s findings. The four different mailings will again be 
tested with the help of a quantitative questionnaire -  with the research’s main objective 
to compare the different versions’ advertising effects. Different to the first quantitative 
analysis in chapter 4, this will be no within-subjects but a between-subjects testing. 
Figure 1.1 will again display the thesis-roadmap, including the framed section III.
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2. The Qualitative Focus Group
2.1 Fundamentals
Before dicussing the focus group’s analysis some issues have to be brought up that 
are fundamental for the analysis’ quality -  referring to the approach’s preparation as 
well as to its execution.
2.1.1 Size and Sampling of the Participants
The focus group conducted consisted of seven women who met the requirements of 
the focus group participants:
• Women aged 19 to 39, that
• work out regularly in fitness centres -  e.g. with the help of gym machines or 
in fitness classes. Furthermore, these women
• do (or can at least imagine to) use fitness or sports drinks.
The participants were selected with the help of purposive sampling (Kromrey, 2009) 
that on the one hand takes care of the homogeneity regarding the group’s topic and on 
the other hand -  within this homogeneity -  arranges for a certain heterogeneity 
regarding the (level of) education, age or sports interests. Following this, the women 
were purposively selected from a fitness centre in Cologne, Germany. Table 2.1 gives 
supplementary details concerning the participants:
Participant Age Education Fitness club Sporte interestsmember next to fitness
A 33 Degree qualified (Marketing) Yes
Running, Horseback Riding, 
Inline Skating
Nurse Horseback Riding 
; Walking, R 
Surfing, Yoga
led Law -  right 
at-home-mom
30 I Carpenter
Running (Marathon), Cycling
I student (Chemistry) - i Yes * Running, Skiing
s Running, Judo, Surfing
Tab. 2.1: Details of the Focus Group Participants
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2.1.2 The Execution’s Quality Characteristics
Following Krueger (1998a), there are certain quality characteristics of a focus group 
and its analysis -  characteristics that served as a basis for the conducted research:
• a disciplined process and systematic steps
• a defined protocol of analysis
• feedback loops, and
• verifiable results/trustworthiness
Disciplined Process and Systematic Steps
As intimated above, the focus group mainly covered three topics, which where
1. The drink: ‘‘What should the perfect fitness/sports drink be like?”
2. The mailing: ‘‘What should the drink’s promotional communication look like?”
3. The metaphor: “What is the drink freely-associated with?”
As intimated above, the focus group dealt with these three topics within three different 
steps:
• first, getting used to the topic of fitness drink
• second -  getting more abstract -  translating the elaborated and identified items 
concerning the fitness drink into statements and mood boards for the mailing
• third, again getting more abstract, translating these statements and mood 
boards into metaphorical associations
As stated above, each step used clear, brief and reasonable activity-oriented questions 
(cf. Krueger, 1998b). Here, the topic guide {drink, mailing, metaphor) was approached 
by a two-step questioning route (ibid.):
• starting with activity-oriented questions to collect data (e.g. drink’s or 
promotional communication’s attributes) and
• ending up with questions to rate and rank this data
Furthermore, every step was rounded off with a so-called all-thlngs-considered- 
question as an ending question to make sure that no important point was forgotten (of. 
Krueger, 1998a).
172
Last but not least the moderator was cautious with giving examples: examples were 
only used in the last step to explain the task as well as to help the participants along 
when they had run out of ideas. However, these examples are marked and special 
regard was given to them within the analysis.
Defined Protocol of Analysis
As explained above, the analysis will be a two-pronged approach -  analysing the 
results as well as the way to the results (i.e., the course of action).
Feedback
There have been different approaches to get feedback. First of all, the moderator tried 
to get immediate feedback directly within the focus group itself. However, within the 
focus group, participants were involved in defining categories, coding, analysing and 
interpreting. Furthermore, also after the focus group participants were asked to 
comment on the analysis’ results as well as on the developed mailing. In addition, a 
peer reviewer also gave feedback on results and mailing.
Trustworthiness
Last but not least, the trustworthiness of the focus group’s results was analysed. As 
stated above, Krueger and Casey (2009) give four critical attributes of a focus group 
analysis -  systematic, sequential, verifiable and continuous -  which have been applied 
to the underlying research. Furthermore, the approach was analysed concerning its 
credibility, transferability, dependability and confirmability, (cf. Lincoln and Guba, 
1985).
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2.2 The Analysis
2.2.1 First Pillar: The Results
2.2.1.1 First Step: The Drink 
The Completion Task
The participants were asked to complete the following statement:
“For me a fitness drink’s most important thing is ...”
(„Das Wichtigste fur mich bei einem Fitness-Drink ist...“)
With regard to this it has to be noted that the participants were told to think about 
possible attributes that seem to be doable, all the same if drinks with these attributes 
are on the market -  respectively, if they know them -  or not (e.g. although there is no 
skin-tightening fitness drink in the market until now, at least as far as the researcher 
knows, there is e.g. a skin-tightening cream, so skin-tightening could be a possible 
attribute).
Furthermore, the women were requested to firstly think about their favourite product 
attributes by themselves. After that they were asked to choose their personal top-four- 
attributes. These attributes were collected at a blackboard and -  in a next step -  pile 
sorted (i.e., coded, respectively categorised) and discussed by the group. At this, the 
categories were defined by the group and the attributes were subordinated. By doing 
so, some attributes were merged to subgroups by the participants (e.g. encouraging 
metabolism and fat burning become burning fat).
Table 2.2 shows the participants’ favourite attributes, sorted into categories. The 
numbers in brackets show the times an attribute was mentioned when it was put forth 
more than once by the group. Looking at the results, some issues seem remarkable:
1. It seems as if all relevant categories are named and filled with attributes.
2. Broadest consensus is to be found concerning the attribute of natural taste (six 
mentions), followed by the attributes of thirst quenching (three mentions) as well 
as refreshing (also three mentions).
3. Compared to the categories of taste and non-sport-specific impact the category 
of sport-specific impact is the one with the most entries (10) -  but also seems to 
be the most divisive one, recording not less than seven different attributes.
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Here it has to be noted that the attribute of visual appearance (highlighted in grey) was 
supplemented by one of the participants at the end of the first step’s discussion as the 
result of the all-things-considered-question.
Categories Ingredients Taste
Low Natural Taste
carbonated (2) (6)
Impact/
Value,
non-sport-
specific
Refreshing (3)
Impact/
Value,
sport-specific
Increasing  
Muscles (2)
Visual
Appearance
Visual
Appearance
Only Natural 
Additives (2)
Few /No
Calories
. Thirst  ^ Tightening
■ Quenching (3) ; Skin
I
<
Reducing 
Sw eatSaturating
Increasing 
Endurance 
P  j  TvidinciPmy g
E & gy(2% "'"'P
Burning Fat 
(2)
FRF
------ :----- j 4— .  . . V . . . . : . __ . .
Frequency 5 r. 10
Tab. 2.2: Participants’ favourite Drink-Attributes
Up to now, there are certain categories and subgroups. Furthermore, one might 
assume that first conclusions can be drawn from the number of entries to the 
importance of attributes.
The Participants’ Ratings
In a next step, the participants were asked to rate the attributes. This happened 
irrespective of the categories, as the research aims for a USP or main-benefit across 
categories, not per category as this makes it a lot easier for the communication within 
the mailing. Here participants were asked to rank the first, second and third place and 
to assign points to the places (cf. Seifert, 2010):
• three points for their most-favoured attribute
• two points for the runner-up
• one point for their third place
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This quantitative rating by numerical values is quite common among activity-oriented 
questions or projective techniques (cf. Burns and Lennon, 1993 or Gordon and 
Langmaid, 1988) and is close to choice ordering, where participants have to evaluate 
with attributes from least to most important (cf. Gordon and Langmaid, 1988). By 
assigning points this helps to make the results more comparable and avoids situations 
where one has to decide, if an attribute with e.g. four 2"'^  places is more or less 
important than one getting three places. However, the analysis also requires 
ranking, i.e., the times attributes have reached first, second and third places -  not to 
rely too much on the numerical values (however, Barnard and Ehrenberg (1990: 480) 
found, that a scaling (rating) and ranking of product attribute beliefs have a strong 
tendency to “place the competing brands in the same relative positions for each 
attribute”).
The points’ allocation led to 42 points in total -  with a maximum score for a single 
association of 21. This rating was like a ballot vote -  i.e., the participants assigned the 
points without being seen by the others. However, the rating led to an unanimous 
decision -  concerning rating as well as ranking:
1. Fat burning (17 points -  five times 1®^ place, one time 2"'*)
Fat burning gained 17 out of 21 possible points -  which can be called a very
distinct result. Five participants gave the maximum points and one participant 
gave two points -  only one participant that was in marathon preparation training 
for her sixth marathon regarded the attribute ot increased fat burning not as that 
important (see below).
2. Increasing endurance (5 points -  one time 1®* place, one time 2"'^ )
After the leading attribute followed the attribute of increasing endurance (by 
the way gaining the maximum score of the marathon-minded participant).
3. 3.1 Only natural additives (4 points -  one time 1®\ one time 3"^ )^
3.2 Refreshing (4 points -  two times 2"^ )
3.3 Natural Taste (4 points -  one time 2"^ , two times 3’’'*)
All three attributes gained 4 points -  however, when the participants were
asked to rank these three, the natural additives took the lead, followed by the 
refreshing factor.
4. Few I less calories (3 points -  one time 2"'*’ one time 3"^ )^
5. 5.1 Increasing muscles (2 points -  one time 2" )^
5.2 Avoiding sore muscles (2 points -  two times 3'^ '^ )
6. Visual appearance (1 point -  one time 3'^ '^ )
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Interpretation
Remarkably, the attribute of taste, although mentioned by all but one participant in the 
beginning, only ranked fifth in the end whereas the attribute of fat burning, which was 
only mentioned by two, has finally become the undisputed winning-attribute. This clear 
result and the underlying process can be attributed to the synergistic effects of group 
discussions -  or, as Krueger (1998a) calls it, a change triggered by new evidence 
given by the group members. But what caused the change? Here it can be suggested 
that the other five participants in a way just did not think of such a possibility in the 
beginning -  and were all the more enthusiastic, when they realised the alternative of fat 
burning. So it was within the discussion where the group has become aware of the 
possibilities such a drink can have. Thus, at the end of part one, as part of this 
participants’ realisation the attribute of taste lost importance -  and the sport-specific 
impact gained it. The group (almost) unanimously agreed on fat burning, supportively 
commenting (in some cases not to be taken too seriously):
“If that would be a drink, I would drink it”
(„Wenn das ein Drink war, ich würd den trinken")
“That would be awesome”
( „Das war toll")
“I don’t care how it tastes as long as it works”
(„Egal, wie’s schmeckt, Hauptsache es wirkt")
“I don’t care about the ingredients either”
(„lst auch egal was drin 1st")
“I ’li always drink the one that burns the belly fat“ 
(„lch trink dann immer den, der den Bauch wegmacht")
However, the one participant that was not interested in fat burning after all was a 
marathon runner in preparation training for her next run. So it seems that if one runs 
20-40 kilometres a week one appreciates an increasing endurance factor within a 
fitness drink more than a fat burning function.
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2.2.1.2 Second Step: The Mailing 
Campaign-Strategy I Mood-Board
As intimated above, the second step’s aim is to translate the elaborated and identified 
items into an advertising or mood board -  as a basis for the mailing to be developed.
The participants were asked to imagine a fictitious print ad that ideally promotes the 
drink and its attributes. Furthermore, they were requested to describe these ads by 
developing so-called mood boards -  i.e., statements, terms, pictures and/or objects 
brought together on a piece of paper. For this purpose the women could draw pictures, 
write statements or revert to different newspapers and magazines of various areas and 
topics to look for suitable pictures, images or headlines (Krueger (1998b) calls such an 
approach a campaign strategy -  see above).
As some people are not used to such (creative) tasks and therefore might feel 
insecure, here the participants were allowed to form two-person-teams. Following this, 
two teams formed -  which led to five different approaches. After finishing the mood 
boards, every participant/group showcased her/their approach to the others.
However, by letting the participants showcase -  and by that explain -  their mood 
boards as well as the boards’ intentions, the results get a communicative validation 
{kommunikative Validierung, of. Naderer, 2007). Here it is assumed that the researcher 
should avoid trying to analyse the mood boards all by himself but relying on the experts 
of the mood boards’ codes (see above): the participants themselves. By doing so one 
assures a coherence between the non-verbal (mood board) and the verbal 
(expression). Due to the limited scope of the research, the interested reader can find 
the mood boards’ analysis in the appendix C.
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Interim Analysis
Regarding the different mood boards it was found that all of them look slightly 
different -  on the one hand concerning their content and on the other concerning their 
approach, their abstractness or their level of detail. As already stated above this might 
be due to
• a certain (lack) of experience the participants have concerning such tasks
• a different way of thinking (e.g. more abstract vs. more concrete)
• a lack of the right picture and/or
• problems to translate their thoughts into statements and images
When watching the participants doing the mood boards it soon became clear how 
difficult it seemed for them to find suitable pictures (all comments are from the time 
when the participants designed their mood boards);
“I am not satisfied [with the mood board]”
(„lch bin nicht zufrieden [mit dem Mood Board]”)
“It is in that respect difficuit, as you don’t find the pictures you imagine...
(„lch finde, es ist insofern schwer, als das Du die Bilder, die Du dir vorstellst 
nicht findest...")
“Then one has to say: OK, I take that but normaily it should be like this 
and that -  that’s just how it is”
(“Da muss man halt sagen, ich nehm mal das, aber eigentlich soil es soundso 
sein...“)
“I don’t find what I am looking for...! ”
(„lch find nich', was ich such!")
“Now I do something -  but I’ll tell you straight away: it should not look 
like this...”
(„lch mach jetzt was -  aber ich sag gleich: so soils nicht sein...")
Ironically hinting at the fact that this is her first mood board:
“My mood boards are always crap ”
(„Meine Mood Boards sind sowieso immer scheiRe")
“Can’t be shown...”
(„Kann man gar nicht vorzeigen...")
“You all stole the best pictures...!”
(„lhr habtja die besten Bilder geklaut...!")
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Anyway, the more important fact is: there are also consistencies within the boards, i.e., 
certain codes to learn from:
On a denotative Level
1. Women
• all five presentations showed women (although, however, their presentation 
was slightly different -  not least because of the lack of suitable pictures)
• furthermore, all are related to sport (three boards (B, D, E) showed women 
working out, one showed a woman after sports stretching (A), one refers to 
sport on a verbal level (C))
• all women are good looking, athletic, in shape, almost of the same age
2. Outside: although all of the participants are fitness centre members and join 
the centres on a regular basis, most of the boards referred to sports 
surroundings outside
3. Drink: all boards included the drink, respectively the bottle
On a connotative Level
all but one referred to the attribute of fat burning -  although not stated explicitly 
as a must by the researcher:
1. approach A refers to the issue of fat burning by a medical / scientific 
statement
2. approach D and E do so by the used headlines
3. furthermore, approach C relates to fat burning more implicitly by stating that 
“the fewest do sports [like jogging or swimming] to increase their endurance but 
to look good and get a nice bum”
Although the introducing question “now that you have elaborated your favourite 
attributes -  fat burning, endurance increasing -  if  you now open a magazine and you 
see an ad for this drink: What does it look like?” did mention fat burning next to 
increasing endurance, it in a way did not stipulate the attributes’ use, reference or 
appearance. To sum up one might say: it seems, as if an agreement is reached about 
what is shown on the ad (e.g. woman, related to sports, good looking /  in shape, the 
drink) -  but not how. However, it appears as though the participants were not 
completely satisfied with their results, the boards helped them to become aware of 
certain attributes: similar to step one the participants seemed to go through a certain 
consciousness-process about a preferred ad’s elements and their appearing -  as will 
be shown within the next chapter.
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The Participants’ Ratings 
The Results
Following the first step, the plan was to also rate the approaches. Compared to the 
rating of the drink’s attributes here the rating seemed more difficult -  not least as the 
mood boards, although possessing common denominators, looked different and as the 
participants were not too happy with their results. So instead of rating whole mood 
boards another way could be to rate different attributes of the mood boards. The 
participants themselves suggested not to rate the approaches as a whole but to extract 
single attributes, features or characteristics: As one participant mentioned; “I don’t think 
that I would necessarily stick to my layout, but I would combine it with different 
elements of the other approaches” -  an approach well received by the others. So the 
group discussed and elaborated different elements and characteristics (i.e., codes) of a 
preferred drink’s communication. Among these are;
1. Elements needed within the mailing
• Showing a (single) woman doing sports
• This woman has to be dynamic and sporty. Furthermore, she has 
to be credible, sympathetic, approachable and suggestive of 
having fun -  but not fake, posed or contrived. However, it seems very 
important that the fun-factor is not posed or exaggerated but authentic 
(“No star but a normal person” (participant’s comment)). So one might 
say that people “need not to smile for the camera ” (participant’s 
comment) to be sympathetic and to show that they have fun {sympathy 
by authenticity). In this context the group referred to the picture of the 
running girl on mood board E.
• Referring to the issue of fat burning
• Hard facts/evidence: Giving evidence by e.g. a scientific statement that 
the fitness drink works, i.e., burns fat. Furthermore, statements about 
the natural ingredients and/or nutrition facts are appreciated but not as 
important as the fat burning issue (“One statement, at most two: ‘50% 
fat burning -  and 100% natural’. And with a graph...” (participant’s 
comment)).
• Showing the drink: bottle and drink itself need to be visible (“One has 
quickly to realise, what it’s about” (participant’s comment); “Show it big 
on the front” (another comment)). The liquid should be fresh and clear, 
not viscid -  possibly coloured.
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2. Characteristics
• Aesthetical, puristical, not confusing and overloaded -  and by that 
appealing
(here referring to mood board E, reducing to the main points)
• Authentical and credible -  not posed
• Dynamic and sporty
In the following the group discussion is examined.
The Group Discussion
As already mentioned, this rating was not a rating of the participant’s mood boards as a 
whole but a discussion of certain attributes. Furthermore, compared to the drink’s 
attributes rating this rating was not a ballot vote but an open discussion -  not least as 
the ad’s (or mailing’s) attributes needed to be extracted and elaborated by the group to 
gain the needed codes and connotations for the mailing to be tested. However, it can 
be seen that the attributes that have been consistent throughout the mood boards (e.g. 
a {single) woman doing sports, reference to fat burning, showing the drink, see above 
and below) also became favourite elements of the group. Furthermore, the drink’s 
favourite attribute -  fat burning -  is also among the mailing’s favourite attributes with 
regards to content.
Beyond this, after outlining the leading aspects there was no further rating among 
these aspects, not least as here one does not need a winning attribute like fat burning 
when developing the mailing but different details or attributes to design it. Furthermore, 
compared to an ad, developing a mailing with an even higher depth of information is no 
e/f/7er/or but more like an as-well-as, i.e., a combination of different things, like a recipe 
or a puzzle.
The group’s Discussion
Generally speaking, there was a familiar atmosphere, an atmosphere of trust -  and in 
most cases an atmosphere of consent. The aesthetical and puristical aspects were 
adopted with no argument, the same with the dynamic/sporty aspect, with showing the 
drink or with showing a woman doing sports. However, there were also two topics that 
needed to be discussed.
Firstly, it was the topic of hard factsievidence -  which in a way was more of a 
secondary area of conflict. Here, although all participants agreed that evidence is
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important, the discussion moved away from the importance of such a statement to its 
credibility. Following this, some participants had second thoughts and were -  in a way 
generally -  suspicious of advertising messages. However, in the end the credibility 
discussion had no bearing on the evidence topic -  or, in other words, the unanimous 
opinion was: if  the drink really helps to burn fat, show and say It.
Secondly, there was another topic of discussion dealing with the main element of all 
mood boards: the woman. The question here: how should the woman doing sports 
look -  and in this context -  how should the atmosphere be? The bones of contention 
here were the terms fhendly/sympathetic and fun to be coded, i.e., translated into a 
visual language:
• On the one hand opinions are voiced that call for a friendly and sympathetic 
woman as well as for a fun atmosphere (“if the picture shown doesn’t convey 
fun to me, I won’t buy the drink” (participant’s comment)): i.e., the group wants a 
friendly and sympathetic person, not one, that plays hard to get, acts as if cool.
• On the other hand it was questioned how this can be visualised: when hearing 
of fun, friendly and sympathetic, some seemed to think of posed or faked 
situations, of women behaving contrived and of exaggerated pictures (like, in a 
way, those often used in advertising).
• An informative response provided some comments (“no star but a normal 
person”; “need not to smile for the camera”) and the reference to the picture of 
the running girl on mood board E.
So the challenge here was to define or to translate attributes like fun, friendly and 
sympathetic in a way that is not posed, faked or exaggerated. By doing so, the group 
elaborated a common denominator as a basis for the pictures: authenticity or 
credibility. So, as already intimated above, nobody needs “to smile for the camera” 
(participant’s comment) to be sympathetic and to show that she has fun. Rather, 
sympathy and fun here is shown/translated by the authenticity and credibility of the 
visualised persons. Similar to the process that occurred in step one, this development 
within the group can be traced back to the focus group’s synergistic potential.
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Interim Conclusion
So to sum up one might say, that the mailing will show
B. Denotational Level
1. A woman doing sports
2. The drink, including the liquid
3. A reference to fat burning
4. Hard Facts/Evidence
Connotational Level
The focus on hard facts on the one hand and the authenticity on the other crystallises 
one issue; credibility (comparable to Barthes’ (1977) italianicity). The non-posed, non 
exaggerated, “no star but a normal person’’-attitude lets one assume, that all 
participants are sceptical about promotional communication in general. They want to 
be not a resident of adland -  but, however, they nevertheless want to believe {if it 
works, say and show it). Here, too much of a good thing seems to be no good. 
Furthermore, the visual translation should be
1. dynamic and sporty as well as
2. aesthetic and puristic
Symbolic Concept ^
“Drink xy is your Partner, credible, reliable, authentic -  try me and trust me.”
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2.2.1.3 Third Step: The Metaphor 
The Completion Task
Until now, the analysis has just found out about
• a fitness drink’s favourite attributes, as well as about
• the favourite attributes’ codes concerning its promotional communication as well 
as the denotational and connotational levels
The third and last step aimed at finding out about another -  one might say the -  main 
issue of the underlying research: a suitable metaphor the drink can be associated with. 
Therefore, the participants were requested to complete the following statement:
“XY [name of the drink] is (like)...”
(„XY ist fur mich (w ie)...“)
In relation to the first step, the participants were asked, if they wanted to think about 
their favourite associations by themselves. However, as for most participants such 
association tasks seem to be an unfamiliar territory (similar to the mood boards), the 
participants decided to think about suitable associations as a group (“that will be more 
creative”, participant’s comment). The following table shows the elaborated 
associations -  in German as well as in English. Here it has to be said that due to 
cultural as well as language differences the associations and their meanings 
sometimes cannot be translated exactly, i.e., one to one -  an issue that will be 
discussed in more detail later on.
However, although it is stated above that the word like often is a recognition feature of 
similes and furthermore that similes and metaphors are not the same but different here 
the word like was used in brackets to underline the associative aspect -  as the 
sentence “XY is like...” is better understood than ‘XY is ...’ in terms of the associative 
task assignment. However, there was no ‘like’ in the subsequent headlines.
Table 2.3 shows the associations in the chronological order -  i.e., in the order of 
mentioning. To explain the task to the participants, the researcher gave two examples 
of possible associations (no. 1 and 2, highlighted in grey). After association no. 15 
{Ferrari) the group ran out of ideas and therefore the researcher put forward some 
possible associations that were prepared before the start of the focus group (i.e., 
without knowing and therefore without accounting for the results of step one and two).
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Here it has to be said that no. 16-18 (also highlighted in grey) were three out of the six 
associations proposed -  at this the group disapproved of associations like ‘a warm 
summer rain’ (German: ein warmer Sommerregen), ‘the energy-reserve-arouser’ 
(German: der Energiereserven-Wecker) or ‘bodyguard’ (German: also Bodyguard). 
However, the final association (no. 19) was again provided by the group.
1 j W eilness/spa-w eekend Ein W ellness-W ochenende ;
2 My work out to drink Mein W ork-out zum  Trinken ;
1 3 1 Like good sex j
i \
W ie guter Sex j
Î
4 * Training partner Trainingspartner
1 5
1 1 
I Personal trainer j Personaltrainer i
6 i Short break
I . " . ' . - 1
Kurzurlaub ’
i 7 Î Sporting enjoyment | SpaB am Sport i
8 j-Tum m y-aw ay-tra iner ( Bauch-w eg-T rainer
i 9 i Mini diet with maximum success :
1 1
Mini-Diât mit Maxi-Erfolg ?
i
10
I  ■ ■
Power ! Pow er :
i 11 1 Pure fitness |
1 ^
Fitness pur |
12 [ Combustion engine i
r  - - f
Verbrennungsmotor
I 13 1 Bio-diesel/-gasoline i Bio-Kraftstoff Î
14
1 My highest/most esteem ed  
i feel-good-factor j
Mein hochster W ohlfühlfaktor ]
! 15 Î Ferrari |
1 1
Ferrari |
16 Performance improver Leistungssteigerer
17 3 Charge batteiy = r Akku vqll (aufladen)
M
Killer (fat, feminine curves, | 
' i fat pad, excess kilos) |
Killer (Fett, Kurven. Polster)
1 19 1 Beauty from within j
1 1
Schonheit von innen i
i
Tab. 2.3: Participants’ favourite Drink-Associations
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The Participants’ Ratings
After the collection of various associations the participants were requested to rate the 
associations. Similar to step one they were requested to assign six points in total:
• three points for the association most-favoured
• two points for the runner-up
• one point for the third place
In relation to step one, there were 42 points in total, with a maximum score for a single 
association of 21. Furthermore, the associations with a grey background are the ones 
that have been proposed by the researcher. The rating’s results are as follows (table 
2.4);
Place
la
Association
Tummy-away-trainer
Rating
12
Ranking
1b Combustion engine 
Killer
{ f a t ,  f e m i n i n e  c u r v e s ,  
f a t  p a d ,  e x c e s s  k i l o s )
I 12
14 ■ Power
 ^: : I : %  : : S p - : :  ^ .
5 Performance improver
' 6 ! My work out to drink
2
I 8
A weiiness-/spa-weeker)d
Sporting enjoyment
My highest/most esteemed feel- 
good-factor
M m
Three times 1 ' 
One time 2^ '^  
One time 3'^ *^
Two times 1^* 
Three times 2ndn
One time T 
One time 2;îlâp
One time 3‘" 
One time 1
One time 2
2 One time 2""*
Two times 3 
i Two times 3' 
i One time 3'^ '^
Tab. 2.4: Participants’ Association-Ratings
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Interpretation
First of all it has to be noted that the top-two associations are associations that were 
not proposed by the researcher but provided by the group. So the group did not seem 
to be led astray by the associations put forward by the moderator (e.g. by thinking that 
proposed associations are, in a way, better or worthwhile). Furthermore, it is 
remarkable to note that the top-three associations (making 71.4% of all points their 
own) deal with the drink’s top attribute discovered in the first step: fat burning. Whereas 
the killer kills fat pads or excess kilos, the combustion engine burns it and the tummy- 
away-trainer works them off. Furthermore, all but one participant gave their top scores 
to one of the fat-burning associations (however, the marathon-participant assigned her 
three points to the power-association -  but her two points to the killer). So one might 
say that -  as a first finding -  in this case every association dealing with fat burning 
outperformed those that do not.
However, as the drink’s focus is on fat burning, it seems as if the favourite 
association’s focus needs to be on fat burning, too. Any abstraction, any step away of 
the association’s content from that focal point (of course one burns fat if one does work 
out, also if one gets a personal trainer, a training partner or someone that improves 
one’s performance) seems to be less received among the participants. So the 
metaphor’s target has to say it outright: tummy-away-trainer, killer or combustion 
engine.
But why did the trainer- and the engine- outperform the killer-association? Perhaps, as 
the leading two were elaborated by the participants -  and not proposed by the 
researcher. Or perhaps the participants prefer certain terms to others. However, there 
might be another reason, which becomes clear when one tries to code the 
associations. It might be because of the targets’ conceptual domains (see table 2.5):
Association/
Conceptual Domain
Metaphor’s Target
LTum m y-aw ay-Trainer • =. : Sports (trainer) |
I __  's
Combustion engine i Car (engine)
Fat pad killer (e.g.) L War (killer)
Tab. 2.5: The Conceptual Dom ains of the leading Associations
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The three top-associations belong to different areas, i.e., to conceptual domains (cf. 
Lakoff and Johnson, 1980): the domains of sports (trainer), cars (combustion engine) 
and war (killer).
However, as intimated above, the associations containing a component directly aiming 
at fat burning have outrivaled those that did not. Now, among these, the conceptual 
domains seem to decide the preferences. Here, the domain of war (killer) can be 
considered to be too aggressive. This assumption seems to be consistent with a 
comment of one of the participants during the discussion of the association killer, 
mentioning that she regarded the association as borderline. So, to sum it up, the 
second finding might be: if  an association deals with fat burning, metaphor’s 
conceptual domain seems to be the cruciai factor.
Furthermore, when having a look at the two leading associations and its domains 
{sports, cars), it is remarkable that apparently the car domain seem to work as well as 
the sports domain (a result that could have been expected for male participants). 
However, one reason for this result seems to be the terms' closeness of the favourite 
attribute on the one (Fettverbrennunq) and of the association on the other hand 
(Verbrennungsmotor): in German, Verbrennungsmotor (combustion engine) and 
Fettverbrennung (fat burning) both based on the term Verbrennung. So in the area of 
sports, Verbrennung is almost always related to fat burning (see below).
When catering to that issue during the focus group one participant mentioned:
“The main element of a combustion engine is above all combustion -  not the engine. 
And with bio/natural [referring to the association bio-diesel, also belonging to the car’s 
domain] the bio-/natural-aspect would have been the important aspect -  but it seems 
as if it was not that important”. When enquiring again -  not least to gain an idea which 
association to prefer -  the group confirmed this view. However, also within the 
discussion, different to combustion engine the suggestion of ‘tummy-away-trainer’ by 
one participant led to an immediate agreement of three other participants.
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Furthermore, another supporting issue is the frequency of the sports-domain (or code) 
within the leading associations (see table 2.6):
Number Association
1 • Tum m y-away-trainer
Domain/Coding
Sports
-4-
Combustion engine ■ Car
1 Killer (fet, feminine curves. " 
1 fat pad, excess kilos)
j Power Sports / Engineering 
(Computer, engines)
.#011110111 Performance improver Sports / Engineering
10
11
My Work-out to drink 
Wellness- /  Spa-Weekend
Sporting Enjoyment
(Computer, engines)
Sports
Wellness I Reward oneself
Sports
My highest / most esteem ed  
feel-good-factor
W ellness /  Reward oneself
Tab. 2.6: The Associations’ Conceptual Domains -  an Overview
So what does this mean?
1. It seems that those associations/metaphors that contain the drink’s preferred 
USP, its benefit, outperformed those that do not.
2. It furthermore can be suggested that if an association is about fat burning, the 
conceptual domain becomes a crucial factor.
3. A question remaining is: How crucial is this factor?
One the one hand it seems as if the conceptual domain can disqualify certain 
associations -  on the other hand it looks as if it is not that decisive -  and maybe 
(just) the liking of a term tips the scale
• the car-domain survived because of a strong first fat-burning-component
• other sports-domains did not help to increase the association’s 
popularity {personai-trainer-ltraining-partner-associaUons did not get 
any points)
190
However, this question cannot -  and above all needs not -  be answered within this 
research. Here, the fummy-away-fra/ner-association serves as the basis of the 
underlying research -  not least as it seems that the participants seemed to be 
distracted by the corresponding word component Verbrennung. Furthermore, the 
Bauch-weg-Trainer (tummy-away-trainer) is also the name of a piece of sports 
equipment that has been sold in Germany. Therefore, the term is quite common and 
used (94.600 google hits for “Bauch-weg-Trainer” and 526.000 for “Bauch-weg” 
(05.07.2011)) -  however (in this case fortunately, see above and below for metaphor 
quality) not in conjunction with fitness drinks.
Before carrying on with the development of the mailing, the next part will deal with the 
second pillar of the analysis: the journey -  followed by some thoughts about the 
analysis’ trustworthiness.
2.2.2 Second Pillar: The Process
Now, after analysing the results of the group one will have a closer look at the Journey 
to get there. One thing that is particularly noticeable here is that the issue of fat burning 
seems to permeate throughout all three steps -  and by that throughout different levels 
of rising abstraction -  although it has not been explicitly asked for.
Step one showed the possible synergistic effects of focus groups, when the attribute of 
fat burning started its success -  one might say almost appearing from nowhere. So, as 
already stated above, it was within the discussion the group has become aware of the 
possibilities such a drink can have. Within step two, the fat burning aspect appears in 
different expressions in all but one mood board. Last but not least, in step three -  
although mentioned rather late within the group (the sixth, respectively tenth 
association named by the participants), the fat burning topic again took the lead after 
the participant’s rating.
However, one might say that this attribute, topic or result appears as the proper and 
worthy supplier of the context and content of the mailing as well as the metaphor to be 
developed -  and also appears as a result of the synergistic potential of focus groups as
a process o f ‘getting conscious’.
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However, it did not seem as if the participants followed certain people or a focus 
group’s subgroup -  but only their own thoughts and feelings:
• As already stated above, in step one the rating happened with the help of a 
ballot vote. Here it seems as if the result was based on the fact that the 
participants -  more or less -  discovered the possibilities during the discussion.
• Furthermore, in step two the mood boards were developed independently of 
one another, with the fat-burning-topic expressed differently throughout the 
creation of the boards.
• In step three, the mentioning of ‘tummy-away-trainer’ led to an immediate 
agreement of three other participants (e.g. the mentioning of ‘combustion 
engine’, however, this did not cause any immediate reactions).
Basically it has to be said that the group seemed to be very harmonic -  leading to an 
enjoyable and respectful discussion, where everybody had her say and was involved. 
The activity-oriented questionings, where everybody had to complete sentences or had 
to give a rating added to the feedback. Furthermore, the fact that step two and three 
allowed group work {the development o f mood boards respectively the thought about 
associations) appeared to avoid the overextending of the participants. In addition the 
step’s rising abstraction level seemed to prepare the participants as they became 
acquainted with the topic. Beyond this, the discontent concerning the mood boards 
(problems with finding the right picture etc.) can, to some extent, also be traced back to 
a certain insecurity because such work also reveals something o f the participant 
herself. However, also the contentual splitting up of the group into the marathon 
participant on the one hand (focusing a more extreme approach: strength and 
endurance) and the non-competitive athletes on the other hand (focusing on fat 
burning) was very rational and to the point -  and therefore very manageable for the 
moderation as well as for the analysis.
So to sum up one might say that the focus group’s journey -  i.e., the way, how the 
results were reached and how the group behaved -  does not give any reason to 
challenge or to question the abovementioned results. Here, the activity-oriented 
questionings as well as the ratings delivered rather unambiguous results that mutually 
prove true: from a projective point of view, a tummy-away-trainer or a combustion 
engine can be translated as fat burning as the main benefit and vice versa. 
Furthermore, also the mood boards’ elements can be traced back to fat burning. Here, 
however, it depends on how much the participants attended the (rather implicit) order 
to pay attention to step one’s results when doing step two and three -  which could limit
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the results’ explanatory power. On the other hand, the information value of step one is 
the most important as -  also in the mailing -  both the following steps logically depend 
on the basic step one. So the unambiguous result of the first step does accord to a 
much greater importance.
However, as the behaviour of the group also does not lead to any oppositional 
assumptions, the researcher will rely on the focus group’s results, referring to Reyn 
Kinzey (Krueger, 1998a: 85), who states that a focus group is “first and foremost based 
on people’s self-reports of their own behavior and attitudes. We are not 
psychoanalysts. Our first duty is to report what people have said about their own 
behavior and attitudes. [...] (A)ny speculation I might offer on ‘what they were really 
thinking’ is just that: speculation. It doesn’t have any place in the report”.
Before arriving at the result’s implementation, some thoughts about the focus group’s 
as well as the analysis’ trustworthiness will follow.
2.2.3 The Focus Group’s Quality: Thoughts about Trustworthiness
“The problem drives the analysis”, a citation of Krueger (1998a: 4), focuses on a main 
issue of research: taking one’s choice between qualitative and quantitative 
approaches. In this case, the pre-pilot exploratory focus group seems best to find out 
about the topic’s virgin soil with regards to content: target-group-specific attributes 
about a potential fitness drink’s USP, preferred promotional communication attributes 
as well as associations (i.e., in this case, metaphors). As intimated above, this 
implicates certain challenges concerning the approach’s reliability and validity -  or, in 
other words -  concerning its trustworthiness. As stated above, Krueger and Casey 
(2009) give four critical attributes that decide about a focus group analysis’ quality: 
according to the authors, it has to be systematic, sequential, verifiable and 
continuous.
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2.2.3.1 The Analysis: Systematic, sequential, verifiable and continuous 
Systematic Analysis
A systematic process must follow a prescribed and sequential process (Krueger, 
1998a). As explained above, the conducted focus group was based on a defined three- 
step approach to find out about the drink (1), the mailing (2) and the metaphor (3). In 
doing this, all steps had precise instructions concerning the activity-oriented tasks as 
well as the rating. However, the lack of a point allocation in step two was due to the 
fact that here the aim was not to find about the USP but about the suitable promotional 
communication’s ingredients.
Key Questions
Furthermore, Krueger (1998a) mentions key questions as a key fact. Here, clear and 
simple questions were used to support the analysis (Yeager, 2003). Furthermore, when 
stating the questions, the participants were given enough time to acquaint themselves 
with the topic, to remember personal attitudes and to listen to the other participants -  
not till then did the rating sections start (cf. Krueger, 1998a).
Capturing Data
Another fact Krueger (1998a) mentions to support a sequential analysis is the use of 
electronic means to capture and to handle the data. The underlying study was not only 
electronically recorded but can also resort to the developed mood boards as well as to 
the rated attributes. The combination of activity-oriented as well as clear and simple 
asked questions was used to simplify the analysis -  not least as in this case the steps’ 
results can directly (and therefore non-projectively) flow into the mailing execution (see 
above).
Participant Verification
Last but not least, Krueger (1998a) advised to include the participants -  during as well 
as after the analysis. Here, the participants commented on the results during the focus 
group. Furthermore, the group’s course of action was based on communicative 
validation (Naderer, 2007). The analysis’ results as well as the developed mailing were 
shown to some of the participants to get their verification -  with very positive results 
(“Perfect”, “Wow, does it really exist now?”, “I would try it right away” (participants’ 
comment)).
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Sequential Analysis
Following Krueger and Casey (2009: 116), the analysis must be a sequential, an 
“evolving process of enlightenment”, which starts right at the beginning with the 
configuration of the group, continues by developing the questions as well as their 
order, goes on with a debriefing after the focus group and ends in the analytic 
sequence.
Referring to the underlying research
• the group was made up on the one hand to get a homogeneous group that 
reproduces the target group and on the other hand to get a heterogeneous 
profile within the homogeneity
• the questions were kept clear and simple to simplify answering as well as 
analysing
• the order of the questions was chosen consciously to develop more abstract 
responses from step to step
• right after the focus group the results were debriefed with a peer reviewer -  
ending up in the analytic sequence (see above and below)
Verifiable Analysis
Verification ties in the abovementioned path of evidence: to verify an analysis there 
must be enough data to reconstruct this path -  e.g. to enable another researcher to 
reproduce the analysis. Therefore, the underlying research can revert to electronic 
recordings as well as to the developed mood boards and the ranked sentence 
completion attributes. Furthermore, as this research aims right at the results given by 
the participants -  i.e., the metaphors are not used projectively but taken at their face 
value -  the analysis is more easily reconstructed.
Continuous Analysis
Different to quantitative analyses, there is no exact point in qualitative studies, where 
the collection of data ends and the analysis begins. Rather collection and analysis run 
simultaneously -  in fact, drawing conclusions and analysing along the way right from 
the beginning can even support data collection. In this case, the whole process, the 
whole focus group’s course of action was an interplay of collecting and analysing 
data -  for example:
• In step one the drink’s attributes are not only collected but rated, i.e., analysed, 
by the group’s participants.
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• Furthermore, in step two the participants analysed their mood boards and 
figured out the most important elements of the drink's promotional 
communication -  e.g. also by breaking down different points of view.
• Beyond this, similar to step one and two, the participants also analysed the 
associations in step three -  figuring out that the drink’s USP finds its way into 
the favourite associations.
• The results of step one (the finding of the drink’s USP) in a way provide the 
basis for step two (mood boards) as well as step three.
• Last but not least in the third step the moderator asked more in-depth questions 
to find out more about the popularity of the car domain association.
However, if one speaks about an analysis’ quality, one soon will arrive at the issues of 
reliability and validity -  controversial issues to all qualitative approaches.
2.2 3.2 The Analysis’ Reliability and Validity
The reliability of a technique or an instrument refers to its general consistency and 
stability (cf. Remenyi et al., 1998). As Drucker-Godard et al. (2001; 201) put it, “to be 
reliable, a measuring instrument must allow different observers to measure the same 
subject with the same instrument and arrive at the same results, or permit an observer 
to use the same instrument to arrive at similar measures of the same subject at 
different times”. Validity, on the other hand, deals with the question if a technique or an 
instrument measures what it is supposed to measure (Drucker-Godard et al., 2001) -  
or, as Saunders et al. (2007: 150) put it “validity is concerned with whether the findings 
are about what they appear to be about”.
As intimated above, regarding focus groups and projective techniques reliability and 
validity stay points of contention: focus groups as well as activity-oriented questions 
are indicted for having a lack of reliability and validity (cf. Lunt and Livingstone, 1996 or 
Donoghue, 2000). However, one might assume that it is not the usefulness of 
qualitative data that is questioned, but rather the criteria by which their quality can be 
judged (Phillimore and Goodson, 2004). Lunt and Livingstone (1996) point out that 
reliability and validity have, above all, positivistic roots and are inseparably linked to 
quantitative approaches -  a fact that makes them irrelevant for qualitative research. 
Following this, the criterion of trustworthiness has been invented, a comprehensive 
approach that goes beyond the qualitative vs. quantitative dispute (cf. Marshall and 
Rossman, 2006). Furthermore, among others (cf. Denzin, 1997 or Lather, 1993)
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Lincoln and Guba (1985) enhance this approach by developing criteria (table 2.7) for 
qualitative inquiry’s trustworthiness that parallel the quantitative terminology; credibility, 
transferability, dependability and confirmability. These criteria in a way correspond to 
Krueger and Casey’s (2009) critical attributes of sequential and verifiable analysis -  
however, in a more detailed manner.
Qualitative Terms Corresponding
for Trustworthiness Quantitative Term s
 '
Credibility:
How truthful are particular findings?
Transferability:
How replicable are the findings to 
another setting or group?
Dependability:
Are the results consistent and reprodu
Confirm ability:
How neutral are the findings?
Internal Validity
a # #
External Validity
, Reliability
Objectivity
Tab. 2.7: Criteria of Thrustworthiness
Credibility
Credibility specifies the attempt to establish a believability of the research -  above all 
from the perspective of the participants. So the research has to be “ approved by the 
constructors of the multiple realities being studied” (Lincoln and Guba, 1985: 296) as 
they are the only ones who can judge, if the results reflect their (i.e., the participant’s) 
perception of a topic. To support the credibility of the proposed research, the 
researcher uses
• referential adequacy by giving contextual information to support analysis and 
interpretation -  e.g. background information of the participants, the collected 
and rated attributes or associations, the mood boards, citations or the recorded 
focus group
• member checks by letting participants see the mailing
• peer debriefing by inviting a peer to explore and to challenge aspects of the 
inquiry
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Transferability
Transferability deals with the critique against qualitative research, that findings are 
based on small and non-representative samples descending from non-random 
sampling procedures -  and because of that cannot be generalised. However, one can 
differ between statistical and analytical generalisation (cf. Yin, 1994): whereas a 
statistical generalisation from the sample to a population is most often not possible, an 
analytical generalisation, i.e., a generalisation from one case to other cases belonging 
to the theory involved, is possible -  “provided the researcher knows and gives details 
about the context of the study, integrates findings with existent literature and describes 
how related objects are similar” (Decrop, 2004: 159). So to enhance transferability, the 
analysis should prepare a thick description (Geertz, 1973), i.e., the broadest possible 
information of the data, displayed in a reasonable way so that interested researchers 
can understand and reproduce the findings. Here, the activity-oriented and clear posed 
questions, the completion tasks and, above all, the rating provide a good basis to 
understand and to comprehend the analysis. Beyond, transferability is additionally 
supported by the detailed description of the results and the process as well as by the 
citations, mood boards and -  if needed -  by the recording.
Dependability
As introduced above, the (positivistic/quantitative) criterion of reliability rests upon 
consistent instruments as well as upon replicable and repeatable data collection. 
Lincoln and Guba (1985) counter that as in the real world change is to be expected as 
it is nearly impossible to get the same results if one observes the same thing twice. 
Rather situations and the knowledge obtained are bound in time and context, value 
and culture. So replicability becomes “nonsense because of the ever-changing nature 
of the social world” (Phillimore and Goodson, 2004: 160). Dependability allows for that 
ever-changing nature -  in this case:
• by the use of a peer reviewer as well as participants for a second opinion
• by leaving some kind of audit trail that helps people to redraw how the 
researcher came to the conclusions -  not least supported by the detailed 
analysis of the focus group's results and process
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Confirmability
Confirmability can be equated with the criterion of objectivity. However, as it is quite 
difficult for a social researcher to be totally objective (cf. also Guba and Lincoln, 1994 -  
see also the chapter about critical realism), the data analysis process has to be made 
objective by giving access to gathered data. That will help to appraise the way major 
interpretations emerged from the empirical data. Here, again,
• a peer reviewer reviewed the analysis
• a reflexive journal in terms of the detailed analysis gives information about the 
focus group, the analysis and results as well as about the participants and the 
researcher himself (Lincoln and Guba, 1985)
Furthermore, as already stated above, the activity-oriented and clear posed questions, 
the completion tasks as well as the ratings can be supposed to support the analysis’ 
credibility, dependability, transferability as well as confirmability.
Last but not least, next to Lincoln and Guba’s (1985) criteria the research will also meet 
Krueger and Casey’s (2009) requirement for a sequential and continuous analysis -
i.e., taking care of the fact that the qualitative analysis is an evolving process, where 
data collection and data analysis can also happen simultaneously.
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2.2.4 What has happened? Final Conclusions
The objective of the conducted focus group was to gain target-group-specific 
knowledge which serves as a basis for the development of the mailing for a women’s 
fitness drink that is used to test and to analyse the impact of target-group-specific 
metaphors on respondents. To be more precise, the focus group’s purpose aimed at 
three different topics:
1. the fictitious drink’s USP or main benefit
2. the preferred attributes and characteristics of a fictitious promotional 
communication
3. the preferred association -  leading to a preferred target-group-specific metaphor
The results of these pursued preceding objectives seem unambiguous:
• The main benefit is supposed to be fat burning.
• The promotional communication should be
o aesthetic and puristic,
o authentic and credible as well as
o dynamic and sporty -
o showing a credible, sympathetic, approachable woman doing sports and
having fun.
o Furthermore the communication needs hard facts, respectively evidence
concerning the drink’s benefit: fat burning, 
o Last but not least the fresh and clear drink needs to be shown.
• The preferred associations deal with the drink’s main benefit: fat burning.
At this, there were two associations from different domains neck and neck:
o the drink as a ‘tummy-away-trainer’
o the drink as a ‘combustion engine’
Here the research preferred the first association to the second as the basis of 
the underlying research as it seems even more suitable
o first of all as the participants seemed to be distracted by the
corresponding word component Verbrennung (combustion), as -  in 
German -  it is not only the main part of the main benefit but also of the 
association (see above).
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o Secondly, as the mentioning of ‘tummy-away-trainer’ during the 
discussion led to an immediate agreement of the group’s participants -  
contrary to the ‘combustion engine’, 
o Thirdly, because of the high profile of the conceptual domain of sports. 
Furthemore, as Ottati et al. (1999) found that sports-related metaphors 
only led to persuasive effects among recipients who liked sports -  which 
implies that metaphorical effects are also domain-related -  one can 
assume, that because of the underlying target group a sports-domain 
will be well received, also compared to the domain of cars
As both associations are based on the drink’s main benefit and as both outperformed 
the rivalling associations, either of the two would serve this research’s purpose -  
however, relating to the abovementioned reasons, here the sports-domain association 
is preferred. To sum up one might say that the process as well as the results seem 
coherent and harmonious.
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2.3 The Mailing as the Results’ Output 
The Elements
Following the results above, the mailing's creative implementation will be based on 
certain denotational as well as connotational input. As intimated above, the mailing 
consists of (see appendix D.5 for the mailing as well as D.6 for the mailing’s semiotic 
derivation)
• an envelope
• a letter
• a flyer
• a response card
So as the flyer’s aim is to “to dramatize the benefits and illustrate the features of the 
product” (Throckmorton, 1997: 122) and by doing so, create a world the recipients will 
be -  at best -  projected into, the flyer will unite all the relevant focus group’s findings. 
So on a denotational level, it will contain a woman doing sports as well as the drink, 
including the liquid, furthermore a reference to fat burning underlined by hard facts. As 
such the mailing will have two key pictures: a running woman and the drink, i.e., the 
drink’s bottle. On a connotational level, the woman appears non-posed and non­
exaggerated but authentic. The fact that she is not the centre of the picture -  and 
therefore, in a way, also not the centre of attention -  underlines the visual’s credibility 
and authenticity. Furthermore, supportive of this might be the fact that the woman does 
not look directly into the camera. However, she seems to be very satisfied and at one 
with the world. As intimated above, another key picture is the drink itself. Both 
pictures are composed to become the mailing’s key visual on the flyer’s first page. 
Beyond this, the drink’s clear liquid is shown on the letter as well as in the flyer as a 
cyclic element. Furthermore, the flyer gives evidence about the drink’s fat burning 
impact -  firstly, with a graph combined with a scientific testimonial on the inside pages, 
secondly with a consumer’s testimonial on the back and thirdly with the invention of the 
minus-community, were people can share their experiences.
The response card does underline the mailing’s hard facts/evidence-character and its 
symbolic concept which is about credibility, reliability and authenticity by offering a 
drink’s trial with money-back-guarantee -  saying trust us and try us. The card shows 
spinning bikes in a fitness centre, which can be understood as an invitation to 
participate.
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The letter, showing the drink’s liquid as well as the flyer’s key visual, explains the offer 
and tries to take an authentic and rather not posed position -  more like a subtle 
salesman.
The envelope will contain the different teaser -  picking up the colour-code, which 
perpetuates throughout the mailing’s elements.
Furthermore, the design of the mailing has -  as a matter of principle -  been kept 
aesthetic, authentic and puristic as well as dynamic and sporty. Beyond, also the text 
is focused on hard facts and evidence as well as on authenticity and credibility. At this, 
the mailing, the mailing’s text as well as the mailing’s derivation on a denotational and 
connotational level can be found in the appendix.
The Content in general and the Drink’s Name
As intimated above, the mailing’s key issue is fat burning, based on hard facts. 
Furthermore, a sideline communication deals with the drink’s only natural additives (the 
group’s number three attribute). In order to reinforce the drink’s USP, the drink has 
been called MINUS -  not only as it is short, puristical and good to remember but also 
as it is self-explaining, referring to the drink’s main attribute: burning fat and, by doing 
so, loosing weight.
The evolutionary Testing: The Headlines
As the testing is an evolutionary testing, only the headlines change. In doing this, the 
varying metaphors as well as the literal term are positioned on every mailing part’s 
opening headline. Furthermore, they are used on all but one page of the flyer.
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3. Defining Target-group-specificity: An Approach
3.1 Introduction
As stated above, the underlying research will analyse and compare the impact of 
target-group-specific, and less as well as non-target-group-specific metaphors used in 
a direct mail -  among each other but also to a target-group-specific literal equivalent. 
This analysis, however, makes it not only necessary to develop a target-group-specific 
mailing with a target-group-specific metaphor but also to define the less- as well as the 
non-target-group-specific metaphors as well as the literal statement as part of the 
research’s preceding objectives. As indicated above, a target-group-specificity is 
dependent on (inter alia) the metaphor context, content and quality as well as the 
verbal ability, language, codes and connotations of the recipients. Beyond this, as also 
indicated above, the thesis now has identified the preferred attributes of the drink and 
of the promotional communication as well as the preferred associations. But what are 
the implications -  i.e., what does this mean for the target-group-specificity and for the 
less and non-target-group-specific metaphors?
To answer these questions the approach is to focus on the target-group-specific- 
metaphor ‘tummy-away-trainer’ and its context-, content- as well as quality- 
characteristics -  to use these as benchmarks or clues to define and develop a 
taxonomy for the less and non-target-group-specific terms.
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3.2 Thoughts about the Metaphors and the literal Equivalent 
to be tested
3.2.1 The target-group-specific Metaphor
3.2.1.1 Thoughts about Metaphor Context
As stated above, at best the metaphor context serves as knowledge provider as well as 
knowledge indicator -  relating to the recipient’s available knowledge and bridging the 
gap between the given and the needed knowledge to fully understand the metaphor. 
Here the areas of culture, genre and product/situation knowledge seem to be of great 
importance. But what does this mean in this specific case?
Genre-specific Knowledge
As Forceville (1996: 67), puts it, “if we approach an advertisement -  or any other text, 
for that matter -  we seldom do so innocently”, so in this case, when receiving the 
mailing, it can be assumed that the participants know that this is some kind of 
promotional communication -  and use their genre-specific knowledge. However, the 
genre-specific knowledge will not play any role within this context.
Product/situation Knowledge
One might assume that a target-group-specific metaphor will work best in a target- 
group-specific ad or mailing: the recipients should, at best, know and like the product -  
find it attractive and desirable -  to best possibly decode the metaphor, which will then 
unfold its impact. This needs a fitting of target group and target productltopic. In this 
case the topic of fat burning can be assumed to be of great interest for the target group 
the mailing caters to. Furthermore, the focus group has revealed certain other mailing- 
attributes and characteristics that will be accounted for. However, one has to secure, 
that the quantitative analysis really gets through to the recipients the mailing aims at. 
So to make sure that all interviewees have the needed knowledge as well as the 
interest, the questionnaire will make an enquiry about the interest in sports as well as 
in fitness drinks as opening and admission questions.
Cultural Knowledge
As intimated above, cultural knowledge is also important to decode advertisement- or 
mailing-messages. This does not only refer to the correct decoding of the metaphor but 
also to the correct decoding of the mailing as a whole, i.e., words and pictures on a 
denotational as well as connotational level. Therefore, cultural knowledge should not 
be restricted to clichés, sayings or cultural conventions but also include “the ways that
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people communicate with each other, consciously and unconsciously, through things 
like language, visual images and music” (Lawes, 2002). Furthermore, cultural 
knowledge does, of course, also include the metaphor decoding. As Phillips (1997: 78) 
states, "if an ad does not make literal sense, consumers may assume that figurative 
ideas are being used, and process the ad according to learned cultural conventions”.
However, as stated above, because of the evolutionary testing with the context staying 
the same to isolate the metaphorical impact (not least as the extent of this work does 
not allow for the complexity of changing headlines and context) it is the metaphor itself 
that gains big importance. So it is the metaphor’s content that is in the spotlight -  a fact 
that also affects the context-content-relationship and brings back the context, although 
fixed, into focus.
3.2.1.2 Thoughts about Metaphor Content
In addition to the issue of product/situation in the area of context, it is the knowledge 
and liking of the metaphor that decides about the metaphor’s effectiveness. Here, the 
results of the qualitative analysis imply that the metaphor ‘tummy-away-trainer’ was 
favoured because
• it highlights the drink’s main benefit
• by referring to a domain that is also liked by the participants: sports.
Furthermore, as it is also a question of the metaphor target’s knowledge, the ‘tummy- 
away-trainer’ can be assumed to be in an optimal situation -  as it is well known as a 
sports equipment, but not in connection with fitness drinks. Furthermore, if a 
respondent in the study does not know the sports equipment, she will nevertheless 
understand the metaphor, as she will decode the association as referring to a fictitious 
human coach. Beyond this, it is not only the knowledge of the metaphor’s target but 
also the underlying domain. As stated above, Ottati et al. (1999) found out that a 
sports metaphor did lead to increased elaboration and argument sensitivity only among 
people who liked sports. In this case one can assume that the recipients (not least 
because of the selected target group) do like sports.
So what happens here is that the chosen metaphor fits like a jigsaw piece into the 
context-content relationship -  as an understandable and likeable translation of the 
drink’s favourite benefit, acting as a knowledge provider and indicator, bridging the gap 
between fitness drink on the one hand and sports on the other. This means that also 
within an evolutionary testing with a static context the changing of a headline to a less
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target-group-specific metaphor will also change the context-content-relationship. So it 
might not only be that there is a lack of knowledge and/or liking concerning the 
metaphor’s content, but also an open gap between given and needed knowledge or a 
wrong focus concerning the metaphor’s context, making metaphor decoding more 
difficult.
3.2.1.3 Thoughts about Metaphor Quality
As stated above, it can be assumed that a metaphor’s impact is also dependent on the 
quality of the metaphor: if the recipients -  due to their cultural- and genre-specific 
knowledge -  are able to detect the metaphor, it is the process of decoding that decides 
whether the metaphor is successful or not. Questions arising here are:
• Does the recipient understand the metaphor?
• Does she like it?
This, again, also depends on the metaphor quality, which on its part seems to be 
reliant on
• the metaphor’s metaphoricity-  i.e., its degree of novelty as well as
• the metaphor’s figurativeness -  i.e., its artful deviation from expectation
However, although one can assume that the newer a metaphor, the better this does 
not hold good for a metaphor’s figurativeness: here recipients seem to favour only 
moderately complex metaphors so that they are able to solve the riddle and decode 
them. So to sum up one might say that recipients prefer new but only reasonably 
complex metaphors.
Metaphoricity
Here, the association ‘tummy-away-trainer’ can be assumed to lead to a rather new 
metaphor -  i.e., it has a rather high metaphoricity. As far as the researcher knows, the 
term has not been metaphorically used until now and every mentioning refers to sports 
equipment or to certain exercises. Above all, there seems to be no cross-domain 
connection between the area of (functional) food/drink and the tummy-away-trainer.
Figurativeness
Furthermore, the question about the metaphor’s level of figurativeness arises -  also 
connected to the participant’s cultural knowledge. It has to be said that such a level 
also depends on the verbal ability as well as a certain language use, codes and
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connotations of the recipients. Here, however, it can be assumed that the intended 
message {it is not only sports that helps you to loose weight but also the drink) can be 
decoded by connecting the metaphor to the pictures {bottle and woman doing sports) 
and -  at latest -  to the context. So as the metaphor decoding seems not too complex, 
the metaphor can be assumed not to be too figurative. On the contrary one might 
wonder if the metaphor is figurative enough, i.e., if calling a fat burning drink a ‘tummy- 
away-trainer’ is sufficiently artfully deviated from expectation -  not at least, as the 
association has its seeds in the focus group and it therefore might be too trivial. 
However, it can be supposed that the turnaround of the direction of thought opens up 
some scope for interpretation and ambiguity and therefore artful deviation: Within the 
focus group, the participants started thinking about the drink’s favorable benefit (rather 
concrete) and ended up in thinking about the drink’s preferred association (rather 
abstract) -  however, resting upon the concrete attribute of fat burning. People that 
receive the mailing, however, have to proceed vice versa: they start by getting the 
abstract metaphor and have to decode the intended concrete benefit, which is much 
more open and leaves more space for interpretation, e.g.:
• How does the drink train me -  and enable me to get rid of my tummy?
• Does the drink’s banderole include sporting exercises?
• Is it about a sweep to win a membership in a fitness centre?
• Is it a diet drink -  i.e., does it have no calories?
So it can be assumed that the metaphor is sufficiently artfully deviated from 
expectation by leaving enough scope for interpretation -  and therefore teasing the 
recipients to think about and decode it. Nevertheless, however, one might assume that 
metaphors like ‘Personal Trainer’ or the ‘Work-out to drink’ (see above) can be called 
more figurative as these only impiy what the ‘tummy-away-trainer’ already says (who 
works out or has a personal trainer does sports which most often leads to the burning 
of fat, and therefore to a flat tummy). Despite that, at least in this case, the liking of the 
metaphor outpaces the assumed higher level of figurativeness -  maybe also, because 
this higher level might be too high for the recipients. So to sum up one might say that 
the tummy-away-trainer-metaphor can be described as
• having a rather high metaphoricity as well as an
• ideally, moderately complex figurativeness.
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3.2.1.4 Thoughts about Metaphor Positioning and Quantity
Last but not least also metaphor quantity and position seem to influence metaphor 
impact. However, as stated above, the metaphor positioning will be in the mailing’s 
headlines. Furthermore, all headlines throughout the mailing, although slightly different, 
will be based on the main association ‘tummy-away-trainer’ -  to keep the metaphor 
quantity low (see above). Following this, metaphor positioning and quality can be 
neglected within this section.
3.2.1.5 interim Conclusion
As intimated above, to sum up one might say that the tummy-away-trainer-metaphor 
has proven its target-group-specificity along several attributes (see table 3.1)
It deals with the no. 1 one topic {fat burning).
It furthermore deals with the no. 1 domain {sports).
• Beyond this, the term itself originates from the participants and was 
given the most points.
• Given this, the metaphor is new and moderately figurative.
T ummy-away-T rainer 
(Bauch-weg-T rainer)
Context Chosen Content;
I
Fat burning ■
Content
Topic No. 1 Topic
(Fat Burning)
Domain No. 1 Domain i
(Drink as Sports Equipment) i 
Verbal Ability / No. 1 Term
Terms / Concepts ('T ummy-away-T rainer')
Metaphoricity New
Figurativeness ideal: Moderately figurative
Tab. 3.1 : The target-group-specific Metaphor’s Criteria
So, referring to these moderators, the tummy-away-trainer can be suggested to have 
reached an optimised level, which results in a maximised surface in the following radar 
chart (figure 3.1 -  qualitative representation).
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“■■^^'Target-group-specific Metaphor
Metaphor Content:
Topic
Content / Context. 
Relationship
Metaphor Quality: 
Ideal 
Figurativeness
Metaphor Content: 
Domain
Metaphor Content: 
Term
Metaphor Quality: 
Metaphoricity
Fig. 3.1; Radar Chart target-group-specific Metaphor 
(Author’s own)
While presenting this it has to be said, that the metaphor’s specificity-levels can only be 
evaluated on a qualitative basis -  i.e., they are more or less suitable, without any 
numerical value. Given this the radar chart will help to demonstrate this issue on a 
qualitative basis.
After defining the attributes of the ‘tummy-away-trainer’ metaphor and after figuring out 
that it meets the demands of a target-group-specific metaphor in this particular case 
one needs to find out further issues to complete the object of investigation:
• What is the literal equivalent to the target-group-specific-metaphor?
• What is the non-target-group-specific metaphor?
• What is the less target-group-specific metaphor?
3.2.2 The literal Equivalent
However, the literal counterpart to the ‘tummy-away-trainer’-Tiiness-6r\nk also needs to 
contain the drink's main benefit: fat burning. So one might say that equivalent can be 
defined as the fat burning drink. Here, the context-content-relationship is sound: 
Further to the copy, the headline deals with the drink's favourite attribute: fat burning. 
Different to the target-group-specific metaphor the main benefit is not packed within a 
metaphor but stated literally. As obvious as the development of the literal equivalent 
seems, the difficult task is the design of the two other alternatives: the less and the 
non-target-group-specific metaphor.
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3.2.3 The less and non-target-group-specific Metaphor
3.2.3.1 Preface: How less is Less? And what is Non?
The question now arising is: how does one reasonably define a less or a non-target- 
group specific metaphor? What is meant by reasonably, of course one now can take a 
metaphor that is really far-fetched -  \.e., dealing with a topic that has absolutely nothing 
to do with a fitness drink (or, with a drink at all), coming from a domain that nobody 
knows (and, therefore, cannot understand) and furthermore, that is too figurative and 
therefore impossible to decode. By doing so, the chances are high that the target- 
group-specific metaphor would lead to more impact. However, one should remain 
within certain -  reasonable -  limits, so that the less and non-target-group-specific 
metaphors are (at least somehow) related to the findings explained above. In the 
following, these reasonably chosen less and non-target-group-specific metaphors will 
be explained, including their characteristics and specifications.
3.2 3.2 The Metaphors in Detail
Additionally to the tummy-away-trainer-meiaphor the research has chosen two other 
options as the less respectively the non-target-group-specific version
• Bio-Diesel (less target-group-specific metaphor)
• F/re Exf/ngn/sher (non-target-group-specific metaphor)
These metaphors as well as their specificity-degree will be explained in the following. 
Again it has to be said that these metaphors can only be defined, respectively 
developed on a qualitative basis. However, this situation is also the main reason for the 
quantitative verification in the following.
The less-target-group-specific Metaphor: ‘Bio-Dieser
The metaphor Bio-Diesel {Bio-Kraftstoff) has been chosen to act as the less target- 
group-specific metaphor.
Content
‘Bio-Diesel’ as a metaphor is by no means a stranger as it deals with several topics 
from step one: it in a way combines topics rated no. 2 {increasing endurance) and no. 5 
topic {increasing muscles) with the no. 3 topic {only natural additives). Beyond this, it 
bases itself on a common (one might say, the no. 2) domain: cars. Furthermore, the 
term itself was mentioned by the group -  but was not awarded any points. However, 
one might say that the association seems strongly related to the no. 4 association:
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‘Power’, not least as in German the term Kraft (power) is a part of Bio-Kraftstoff (Bio- 
DieselZ-Gasoline). So being different to the English term, the German term is not 
itemised to diesel, petrol, fuel or gasoline but a collective term for all things that give 
power to cars (and even ships or planes).
Quality
Compared to the fra/ner-metaphor, the term above has a lower metaphoricity, i.e., is 
more conventionalised: in the area of food/dietary supplements, health food, vitamins, 
pasta or fruit, ‘Kraftstoff’ is already used to some extent. In addition, the add-on ‘Bio’ 
does not seem to make it any newer. Furthermore, one might say that also the 
figurativeness is lower: as people are used to the fact that fuel or gasoline (i.e., 
Kraftstoff) gives power to their cars, it seems to be no big step from a liquid as a car’s 
power source to a liquid as an athlete’s power source -  not least, as different foods, 
drinks or health food are not only promoted as ‘KraftstofT but are also already known to 
provide some kind of power (e.g. bananas, pasta or dextrose). In contrast, in the case 
of the fra/ner-metaphor there seems to be a bigger difference, a bigger ambiguity, 
between the metaphor’s target and source. The question arising here, is: how can a 
drink be a sports equipment or trainer -  and how will it get my tummy flat?
Context-Content-Relationship
Last but not least, the topics of the metaphor and the mailings content (fat burning) 
lead to an amiss, to an inconsistent context-content-relationship. Though, this poses 
not a really large rift, as it seems not too far-fetched that something by giving you extra- 
power helps you -  howsoever -  to burn fat. Table 3.2 will summarise the specificity- 
differences of the target- and the less target-group-specific metaphor.
T ummy-away-T rainer Blo-Dlesei/-Gasoline
(Bauch-weg-Trainer) (Bio-Kraftstoff)
Context Chosen Content: Fat burning (unmodified) I
Perfect Cont^t-Content- Moderately amiss Context- * 
Relationship Content-Relationship
! ..... , No. 2 Topic: ' - " |
! Increasing Endurance Î
: -, -- I
! , _  . No. 5: Topic
: No. 1 Topic Y -  .
Topic “ ‘ I Increasing Muscles
(FatBurning, , . , |
No. 3 Topic: ■ - |
Only Natural Additives
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Domain
Verbal Ability / 
Terms / Concepts
; Quality 
Metaphoricity 
Figurativeness
No. 1 Domain 
(Drink as Sports Equipment)
New
' Conventional Domain 
(brink as Car’s Part) 
'.but importance unclear
Mentioned by the group, « 
No. 1 Term but not awarded with points
('T ummy-away-T rainer) (strongly related to the
). 4 association: ‘Power’ )
Ideal; Moderately figurative
More conventionalised
'---- t
Low / less figurative i
Tab. 3.2: The less target-group-specific Metaphor’s Criteria 
Beyond, figure 3.2 will translate the less specificity into the radar chart:
“ "♦""Target-group-specific Metaphor “ • “ ‘Less target-group-specific Metaphor
Metaphor Content:
Topic
Content / Context 
Relationship
Metaphor Content: 
Domain
Metaphor Quality: 
Ideal Figurativeness
Metaphor Content: 
Term
Metaphor Quality: 
Metaphoricity
Fig. 3.2: Radar Chart less and target-group-specific Metaphors 
(Author’s own)
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The non-target-group-specific Metaphor: ‘Fire Extinguisher’
Content
The non-target-group specific metaphor can be retraced to the focus group: within step 
one, thirst quenching was mentioned three times as a possible attribute -  however, it 
was not awarded any points when the participants rated the possible drink’s benefits. 
Different to the first two metaphors, the domain of the ‘Fire Extinguisher’ belongs to the 
domain of fire fighters -  a domain not mentioned within the focus group. In relation to 
this, thirst is coded as fire which will be extinguished by the drink.
The explanation of ‘Fire Extinguisher" (Brandloscher): In German, thirst quenching 
means Durst loschen. So similar to English, normally fire fighters quench, extinguish -  
or, in German: iosch -  fires. Therefore, the domain of fire brigades is common for 
drinks as e.g. not only thirst is quenched but also someone calls his throat on fire when 
he is parched. Furthermore, Brand haben in German also means to be dying of thirst. 
So the drink can be associated with an athlete’s own little ‘Fire Extinguisher’ that helps 
to extinguish -  or, to iosch -  the sportswoman’s throat on fire. Following this, the 
metaphor has been developed by the researcher and therefore has not been 
mentioned within the focus group.
Quality
Here, this rather technical term above has been chosen on purpose: to have a concept 
that probably is not a part of the target group’s active vocabulary -  not least as the 
term is not only technical but seldom used by non-experts (the more common term for 
fire extinguisher in Germany is Feuerioscher). However, related to the second 
metaphor, the degree of metaphoricity is lower than that of the fra/>?er-metaphor. As 
Durst loschen (thirst quenching) is a common concept for drinking in German, the word 
component ‘Losch’ in conjunction with a drink very clearly refers to the fact that the 
drink will extinguish the thirst. Furthermore, the word component Brand will lead the 
recipient in the same direction. However, there are at least some (rather unknown) 
drinks in Germany that use the term Brandloscher. So furthermore, also the 
figurativeness is lower compared to the fra/aer-metaphor.
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Context-Content-Relationship
Finally, similar to the second metaphor, the topics of the metaphor and the mailings 
content (fat burning) lead to an inconsistent context-content-relationship. However, one 
might say that here is a larger rift, as it seems more difficult to find a linkage between 
thirst quenching and fat burning as finding it between giving power and fat burning. 
Table 3.3 will summarise the specificity-differences of the target-group-specific, and the 
less as well as the non-target-group-specific metaphors.
Context
Content
Topic
Domain
Verbal Ability / 
Terms/ 
Concepts
Quality
Metaphoricity
Figurativeness
T ummy-away-T rainer 
(Bauch-weg-T rainer)
Chosen
Perfect Context- 
Content-Relationship
No. 1 Topic 
(Fat Burning)
No. 1 Domain 
(Drink as Sports 
Equipment)
No. 1 Term  
(Tummy-away-Trainer*)
New
Ideal: 
Moderately figurative
Bio-Diesei/-Gasoline Fire Extinguisher 
(Bio-Kraftstoff) (Brandloscher)
Content : Fat burning (unmodified)
Moderately amiss
Context-Content- 
Relationship 
No. 2 Topic: 
Increasing Endurance 
No. 5: Topic 
Increasing Muscles 
As well as 
No. 3 Topic:
Only Natural Additives
Conventional Domain 
(Drink as Car’s Part) - 
but importance unclear
Mentioned by the 
group, but not awarded 
with points 
(strongly related to the 
no. 4 association: 
'Power' )
Strong amiss Context- 
Content-Relationship
Thirst Quenching 
(mentioned 3 times in 
step -  but not awarded 
any point)
Unconventional Domain 
Fire Fighter 
(Thirst as Fire -  
Drink as Fire 
Extinguisher)
Not mentioned -  
questionable if it 
belongs 
to the target group’s 
vocabulary
More conventionalised i More conventionalised 
Low / less figurative Low / less figurative
Tab. 3.3: The non-target-group-specific Metaphor’s Criteria
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Furthermore, figure 3.3 will translate the results into the radar chart:
" " • “Target-group-specific Metaphor -B —Less target-group-specific Metaphor
Non-target-group-specific Metaphor
Metaphor Content:
Topic
Content / Context 
Relationship
Metaphor Content: 
Domain
Metaphor Quality: , 
Ideal Figurativeness
Metaphor Content: 
Term
Metaphor Quality:
Metaphoricity
Fig. 3.3: Radar Chart non-, less and target-group-specific Metaphors
(Author’s own)
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3.3 Interim Conclusion 
Metaphoricity and Figurativeness
Compared to the fra/ner-metaphor both less specific metaphors do have a lower 
metaphoricity as well as figurativeness -  not least as people are in a way used to the 
fact that food can provide power and drinks quench thirst. However, they are not used 
to the fact that a drink helps to burn fat. So here the topic already leads to a certain 
ambiguity. Furthermore, there is a difference in the area of topics, domains and terms 
used.
Topic, Domain and Term 
Bio-Diesel
The c//ese/-metaphor switches from the favourite topic (fat burning) to some other 
benefits -  namely the second, third and fifth placed attributes. However, although this 
means that these attributes were not only mentioned but also awarded points by the 
participants, the focus nevertheless is away from the participant’s most favourite 
benefit.
Given this, the term ‘Bio-Kraftstoff had its origin within the group. Furthermore, the 
underlying domain of cars has been used within the focus group more than once. 
However, although the participants used the domain, it has been unclear how much 
importance they attached to it (see above). Following the comments one might say that 
the sporfs-domain from the fra/ner-metaphor seems to be given preference. Beyond 
this, although the association itself did not get any points within the rating, it seems 
related to the fourth placed association: ‘power". Last but not least, as stated above, 
also the metaphor context seems to play a vital role for a metaphor’s impact, not least 
to help to understand the metaphor and provide the needed knowledge. Here there is 
at least a slight breach of the context-content-relationship as the context does only 
implicitly help to decode the metaphor. So one might say that the less target-group- 
specific metaphor is characterised by
• lower metaphoricity and figurativeness as well as a
• shift to less favourite -  but stiii relevant -  topics and domain.
• Furthermore, the term itself was created within the group but was not
awarded any points. However, it seems related to the fourth placed
association.
• Last but not least there is a slight breach in the context-content-relationship.
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Fire Extinguisher
However, whereas the diesel-metaphor at least deals with benefits from the top-five 
attributes, the fire-exf/ngu/sher-metaphor highlights an attribute that was indeed 
mentioned by the group -  but not given any points within the ranking. So the topic thirst 
quenching seems to be of rather low importance for the target group. Furthermore, the 
domain of fire fighters is an unconventional one -  above all in connection with the term 
‘Brandioscher". Therefore the term can be described as not very figurative but rather 
obvious. Furthermore, the term is very technical and rarely used by non-experts. 
Finally, here is a bigger breach of the context-content-relationship as the context does 
not help to decode the metaphor.
So one might say that having
• a lower metaphoricity and figurativeness as well as a
• shift to an irrelevant topic and an unconventional domain which leads to a
• rather technical, uncommon term that was not invented by the group
• with a high chance of not belonging to the target group’s active vocabulary
• and a major breach of the context-content-relationship
provides a basis for calling the fire-extinguisher-meiaphor a non-target-group-specific 
metaphor. Nevertheless, the metaphor seems not too far-fetched but still reasonable -  
not leading the research ad absurdum.
So the three metaphors next to the literal headlines will be:
1. literal (target-group-specific): fat burning drink
2. target-group-specific: tummy-away-trainer
3. less target-group-specific: bio-diesel
4. non-target-group-specific: fire extinguisher
So -  as one now has defined the main research’s preceding objectives by developing 
the target-group-specific test scenario, namely
• the drink’s attributes,
• the mailing’s attributes, as well as
• the headlines’ contents
one could implement the four different headlines into the mailings to finish their 
creation process. But, however, before the mailing’s testing the three metaphors need 
to be tested to quantitatively analyse the impact of the qualitatively developed figures 
of speech.
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4. The Quantitative Metaphor Analysis
4.1 Fundamentals
4.1.1 Introduction I Status quo
However, the metaphors invented by the focus group, respectively, on the basis of the 
focus group's results, do have some weak spots:
1. Only the first one has really been invented by the target group -  however, only by 
a small group representing the potential buyers.
2. The second one is, to a certain degree, logically deduced.
3. The third one, not mentioned by the group, is even more an output of a logical 
deduction.
However, to play it safe and to verify the logical deduction, one might say that it needs 
an empirical quantitative testing of the metaphor’s degree of specificity. But how can 
the moderating variables (e.g. metaphor context, content and quality), respectively their 
subgroups (e.g. cultural knowledge, language use) that were used to distinguish the 
metaphors’ specificity-levels be translated into measurable constructs? Following the 
literature review, the thesis’ initial basis was the assumption, that a metaphor’s impact 
is influenced by certain moderating variables, which can (to a large extent) be assumed 
to be target-group-specific. Conversely, this would mean, that the less-specific a 
metaphor, the less impact on the target group it will have. So a syllogism would be to 
operationalise a metaphor’s specifity-level by measuring its corresponding 
effectiveness concerning the relevant target group -  as less effective would also mean 
less specific.
4.1.2. Specificity as a Function of a Metaphor’s Effectiveness
Ward and Gaidis (1990) define three issues relevant for a metaphor’s effectiveness: 
comprehension, persuasion and aptness. These latent constructs in a way reflect the 
moderating variables and serve as a way to connect a metaphor’s target-group- 
specificity and effectiveness by measuring its impact on the specific target group -  
which will be done in the following.
4.1.2.1 Metaphor Comprehension
A sine qua non for a metaphor’s persuasive effect -  for a metaphor to get attention and 
to influence attitude -  is the comprehension of the metaphor (cf. Ward and Gaidis, 
1990; Chiappe et al., 2003 or Williams, 1987). So in the case of Shell’s famous slogan 
‘Put the tiger in your tank’ the target group should be able to realise how Shell’s gas
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and a tiger can be meaningfully related. Translated into the underlying thesis this 
means that the recipients should be able to meaningfully relate a fat burning fitness 
drink to the tummy-away-trainer-meXaphor to comprehend it. Relating to target-group- 
specificity’s moderating variables, to meaningfully relate product and metaphor 
includes
1. knowledge of metaphor context, i.e., the product
2. knowledge of and the ability to decode the metaphor content: to get the 
intended meaning, a recipient needs
a. knowledge of the metaphor target
b. furthermore, she should be able to decode the metaphor, which implies 
a certain cultural knowledge (i.e., metaphor context) as well as 
verbal ability/codes/connotations
3. Getting a certain manageable, i.e., understandable metaphor quality
{metaphoricity and figurativeness)
Following this, the comprehension of the metaphor lays the foundation for further 
persuasive effects, e.g. for the changing or confirming of attitudes. To do so one 
might say that a metaphor does not only need to be comprehended but also to be apt 
to be persuasive.
4.1.2.2 Metaphor Persuasion and Aptness
After having been comprehended, metaphors need to have a further persuasive impact 
to change or confirm a recipient’s attitudes towards products, sources, ads or 
speakers. In order to persuade to the best of their ability, metaphors need not only to 
be understood by the target group but also perceived as apt. But how can this aptness 
be defined?
Katz et al. (1985) describe apt metaphors as pleasing, good or appropriate -  so one 
way to define, and therefore to measure, a metaphor’s aptness would be to analyse the 
recipients’ perception of the fitting of metaphor/headline and drink (for example: The 
headline is appropriate for such a drink). Going a step further, one could have a look at 
the effects of an apt metaphor, following Ward and Gaidis (1990), Chiappe et al. (2003) 
or Williams (1987) a promotional metaphor needs to persuade the target group in a 
way that it convinces the recipients that a service or product has distinct desirable 
features or characteristics -  in case of the abovementioned T/ger-example this might 
be that Shell gas is as powerful, dynamic and persistent as the wild animal. Given this, 
Chiappe et al. (2003: 52) define aptness -  rather cognitively -  as the “extent to which a
2 2 0
comparison captures important features of the topic” . In the same vein, Bremer and 
Lee (1997) define aptness as being interesting to the recipient. Williams (1987: 10) 
defines aptness -  more affectively -  as “the degree to which the comparison between 
a metaphor's topic and vehicle is appropriate, suitable, or fitting”. Ward and Gaidis 
(1990) respectively Katz et al. (1985) or Marschark et al. (1983) somehow enlarge the 
issue of aptness by including terms like clever, insightful or good -  which, in a way, 
also enlarges aptness' affective component.
To sum up one might say: as the review has shown, a metaphor’s persuasive impact 
can influence a recipient’s attitude -  on a cognitive and/or affective level. Therefore, a 
metaphor’s effect level is dependent on certain moderating variables, most of which 
can be assumed to be target-group-dependent. For a metaphor to be effective, it needs 
not only to be comprehended but also to be perceived as apt. Given this, the degree of 
aptness can be defined as a degree of target-group-specificity -  i.e., the level of 
aptness decides on the level of cognitive and/or affective impact. So the more apt a 
metaphor, the more it will affect a recipient’s attitude on a cognitive level (e.g. by 
referring to interesting or appropriate product characteristics) and/or on an affective 
level (e.g. by doing that referencing in a good, clever, entertaining or pleasant way). 
Relating to the moderating variables that define the metaphor’s target-group-specificity, 
this includes the recipients’ liking of the
1. metaphor context (liking of the product)
2. metaphor content (liking of the metaphor)
Furthermore, also the moderating variables of metaphor quality need to be included, 
featuring specific levels of
1. metaphoricity (newness) as well as
2. figurativeness (ambiguity)
that are not only comprehensible (which would also apply for a metaphor with a rather 
low metaphoricity and figurativeness) but also perceived as apt (i.e., featuring the 
optimum level of metaphoricity and figurativeness).
As can be seen, the categories of comprehension and aptness seem to cover the 
logically deduced categories affecting the level of target-group-specificity explained 
above. So to measure the level of specificity this thesis will analyse the different 
metaphors’ levels of comprehension as well as perceived aptness. Given this, aptness 
will be evaluated in a two-step approach: whereas the first statement will aim explicitly 
at the headline-drink-relationship, focusing the issue of appropriateness (e.g. ‘The
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headline is appropriate for such a drink"), the second and third statement will focus on 
the effects of (more or less) appropriate metaphors by analysing the recipients’ 
cognitive as well as affective responses to the metaphorical headlines (e.g. ‘The 
headline xy is enjoyable/interesting). Last but not least, however, the research also 
includes the analysis of the recipients’ behavioural intentions as a possible 
consequence of a metaphor’s impact on the recipient’s attitude.
However, one might say that “affective and cognitive aspects of persuasion are 
intertwined rather than separate” (Burke and Edell, 1989: 69 -  of. also Edell and Burke, 
1987 or MacKenzie et al., 1986). Here, the affective and cognitive component cannot 
be separated accurately but passed over smoothly: so e.g. a metaphor’s metaphoricity 
and figurativeness can also, inter alia, influence a recipient cognitively, not only 
affectively. Furthermore, measuring the cognitive/affective responses on the one hand 
and the perceived appropriateness or fitting of headline and product on the other can 
also not be separated accurately. However, the thesis hopes to benefit from the 
insights into the recipient’s evaluation. Figure 4.1 shows the partial model serving as a 
basis for the following quantitative research, which is based on the advertising effect 
model developed above.
C cgr#^
Reactions
8ohi ____
(e.g . P iychase Inw m xin) |
Fig. 4.1: Headline Evaluation, Partial Model 
(Author’s own)
This intermediate step -  after the focus group and before the testing of the mailing -  
will test almost the same characteristics as the main objective: the analysis of the 
target-group-specific-metaphor’s impact on a direct mail’s advertising effect. The major 
difference here is the point of view: Whereas the focus of the main analysis will be on 
the mailing, it now will be on the metaphor itself -  embedded in a headline, but 
detached from the mailing. However, as the recipients will see all three headline- 
alternatives and as they will be told, that the headlines are possible candidates for a 
fitness-drink that burns fat, the recipients will rather consciously compare and evaluate 
the various headlines.
2 2 2
4.1.3 The Questionnaire’s Content
4.1.3.1 Introduction
As explained above, the questionnaire will begin with so-called opening or screening- 
questions as well as c/ifferenf/at/ng questions, serving
• as a pre-delivery-check for target-group-affiliation
• as a basis for the quota sampling
• as differentiators -  to learn more about the target-group’s characteristics
4.1.3.2 Questions concerning Metaphor Comprehension
However, concerning the comprehension questions the research will fall back to 
approved and established items from advertising research. In doing this the research 
refers to the Marketing Scales Handbook of Bruner et al. (2005). Furthermore, as the 
questionnaire as well as the mailing will be in the German language, the 
questionnaire’s items will be back-translated (cf. Usunier, 1998). All statements have 
been evaluated with the help of 5-point-Likert-scales.
To analyse the comprehension of rhetorical figures in advertising, McQuarrie and Mick 
(1999) as well as Phillips (2000) used the following scales items;
1. easy to understand - difficult to understand
2. straightforward - confusing
3. meaning is certain - meaning is ambiguous
Following this, the first item was adopted. Furthermore, the third item was adapted -  
from the German Bedeutung (meaning) to Botschaft (message) due to German 
experiential meaning (cf. Usunier, 1998). Last but not least, the second item was 
changed from straightforward to comprehensible/traceable due to lexical as well as 
idiomatic meaning problems (of. Usunier, 1998). So the items used are
“XY, the Fitness-Drink. Your new Tummy-awav-Trainer...
1. ... is easy to understand.”
2. ... has a clear message.”
3. ... is comprehensible.”
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4.1.3.3 Questions concerning Metaphor Aptness
As intimated above, the thesis differs between a general aptness rated by the 
participants (fitting of drink and headline) and the resulting responses, on a cognitive 
as well as on an affective level.
General Aptness of Drink and Headline
To measure the general fit of headline and drink certain appropriateness-statements 
are shaped, based on statements concerning a brand extension fit (cf. Bridges et al., 
2000). Therefore, as intimated above, the construct of metaphor aptness -  in this case 
the fitting of metaphor and fitness drink -  needs to be operationalised, i.e., a new scale 
needs to be developed. Given this, there are several different approaches, such as the 
ones of Churchill (1979), Nunnally and Bernstein (1994) or Rossiter (2002). As the first 
two approaches are based on factor analysis to develop the scales (for a critique of 
these approaches cf. Diamantopoulos, 1999), this poses an obstacle for the underlying 
research because of the sample size (see discussion of construct validity). However, 
the approach by Rossiter (2002) aims at a logical deduction of items (of. Festge, 2006) 
and therefore stresses more on rational than statistical evidence (aiming more at the 
content validity of the operationalisation, cf. Rossiter, 2002). Therefore, because of its 
strengths this research follows Rossiter’s C-OAR-SE-approach.
Construct definition
O A R
Object classification
Attribute
Classification
Rater Identification
SE
Scale Formation
Enumeration 
and Reporting
Fig. 4.2; The C -O A R -S E  Process 
(Rossiter, 2002)
According to Rossiter (2002), the first step of scale development (see figure 4.2 
explaining the six different stages of C-OAR-SE) is the definition of the underlying 
construct. This includes the classification of the object as well as the attributes and 
furthermore the identification of the rater.
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Object
Here, the objects are the different metaphors, explained in the introductory part of the 
questionnaire and their relation to the introduced drink -  so the object is the metaphor- 
drink-relationship. Following Rossiter (2002) and Diamantopoulos (2005), the object 
can be described as a concrete singular object. As such concrete objects can be 
defined as objects that nearly everyone describes identically. As here, however, the 
object will be introduced by the interviewer as well as the introductory part of the 
questionnaire (and afterwards, in the second quantitative part of the research, by the 
designed mailing) and as the object contains a fictitious product (so people cannot be 
biased by pre-existing attitudes), one should infer that this object can be described as 
concrete. Furthermore, as it is a specific drink, it is also singular (of. Rossiter’s (2002) 
example of Coca-Cola for a concrete, singular object).
Attribute
As the attribute can be defined as the “dimension on which the object is being judged” 
(Rossiter, 2002: 313), here the attribute is aptness. Aptness can be defined as a 
concrete attribute -  similar to the attributes of ad liking or purchase intention 
exemplified by Rossiter (2002). Different to Rossiter and following Diamantopoulos 
(2005) and Bagozzi (1982), a multi-item approach will be preferred to the suggested 
single-item approach -  i.e., more than one item (namely three) will be used to measure 
the attribute (see also above for discussion and Rossiter, 2002). Following the 
definition of Diamantopoulos and Winklhofer (2001), these items can be accepted as 
they capture a particular facet of the construct’s content domain. Furthermore, all items 
have been tested within a pre-test.
However, before pre-testing the items with think-aloud techniques or testing 
Cronbach’s alpha, the first step to develop the items is the search for particular facets 
of the constructs. In order to achieve this, Rossiter (2002) suggests expert interviews.
Here, corresponding to the comprehension construct as well as to the cognitive/ 
affective responses, the underlying literature review’s results will act as the experts’ 
opinion to form the statements:
• As stated above, there needs to be a certain fit between product or promotional 
communication and metaphor. Furthermore, one might assume that this fit -  
and hereby also the metaphor’s effectiveness -  is dependent on a metaphor’s 
specificity-level. So the first statement to be evaluated by the recipients will be 
fundamental to find out about the metaphor’s appropriateness.
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Beyond this, the research suggests that rhetorical figures like metaphors can 
emphasise certain issues. Here, the metaphor should -  at best -  underline the 
drink’s USP. Given this, one might say that the better the fit between 
product/USP and metaphor, the more apt the metaphor is. Therefore, the 
second statement will even more focus on the relationship of the drink’s USP 
and the metaphor.
• Hence, metaphors can also be described as artful deviations -  expressing 
things in a creative, i.e., unexpected and enjoying way. So an apt metaphor 
should be one that promotes the drink in a creative manner. Because of that, 
the third item will question the recipients’ perceived level of creativity.
So the resulting statements are:
“XY, the Fitness-Drink. Your new Tummv-awav-Trainer...
1. ...is  appropriate for a drink that burns fat."
2. ... underlines the drink’s main effect."
3. /.. is a creative way to promote such a drink."
Furthermore, appropriateness is sometimes also subsumed as a cognitive response 
item within advertising research (cf. Hirschman, 1986 or Hirschman and Solomon, 
1984). However, this is not a big surprise as here the aptness-construct is, inter alia, 
also measured with the help of the participant’s cognitive responses.
Raters
Although, however, as Diamantopoulos (2005: 5) states, “it is difficult to see the 
rationale (or indeed the necessity) underlying the decision to include the rater as an 
integral part of a construct”, this thesis will -  for the sake of completeness -  identify the 
raters as consisting of the target group explained above: a fictitious fitness drink’s 
potential buyers.
Finally, the focus is now on scale formation and enumeration and reporting. As
explained above, the research will keep the 5-point Likert scale as well as the three 
items. However, the last step of the C-OAR-SE process, enumeration and reporting, 
lacks relevance here as it deals with the part of evaluation and analysis -  and not with 
the issue of operationalisation.
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To sum up one might say, that “C-OAR-SE is primarily a rationalist procedure, asking 
researchers to think carefully about the nature of constructs (to properly define them), 
to work much harder up front to generate and select items, often multiple but 
sometimes just one, for their scales (and not leave it to computers to select items from 
a pool of items of dubious content), and when designing answer categories and 
reporting scale results, to give much more consideration to what they really mean” 
(Rossiter, 2002: 331) -  not more (with regards to construct validity), but also not less 
(supporting the content validity, which, in this exploratory case, plays also an important 
role).
4.1.3.4 Recipients’ cognitive Responses
As explained within the literature review, metaphors can be assumed to have different 
cognitive effects on recipients
• First of all, metaphors are said to grab attention. Here, it can be assumed, that 
a headline containing a more target-group-specific metaphor does also grab 
more attention. Therefore, the first item will be about the metaphor’s ability to 
get attention.
• Furthermore, findings suggest that metaphors do lead to a greater interest, e.g. 
in ad-texts or also in people that use metaphors. Therefore, it can be assumed 
that a metaphor in a headline is, in itself, also interesting -  and furthermore, that 
target-group-specific metaphorical headlines are more interesting for the target 
group than less specific ones. So the second item will measure the metaphor’s 
arousal o f interest.
• Beyond this, as the encoding of metaphors most likely leads to a much richer 
set of associations and inferences than a literal statement, one might also 
assume that metaphors in headlines are a rich source of information -  the 
richer, the more specific they are. So the last item will be about the metaphor’s 
perceived information content.
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So the items used here are:
XY, the Fitness-Drink. Your new Tummy-away-Trainer.
1. ... is attention-grabbing."
2. ... is interesting."
3. ... is informative."
Following this, all items are used within advertising research and stem from the scale 
of Homer (1995), who measured the recipients’ cognitive attitudinal responses towards 
an ad.
4.1.3.5 Recipients’ affective Responses
Related to the cognitive responses, the review also uncovered certain affective effects 
that can be suggested to be evoked by metaphors:
• As explained above, metaphors and the process of encoding seem to provide 
pleasure, bringing the people in a creative and inventive act. So solving the 
riddle of metaphor seems enjoyable -  and the more enjoyable, the more target- 
group-specific the metaphor is. Therefore, the first item will be about a 
metaphor’s perceived pleasure.
• Building on that, one might say that metaphors are entertaining -  and the more 
entertaining, the more specific they are. So the second item will be about the 
metaphor’s perceived entertainment-factor.
• Furthermore, one might say that people like metaphors because of their 
pleasure- as well as entertaining-tactor. So metaphors are, in a way, appealing; 
the more appealing, the more specific they are. Therefore, the third item will 
measure the metaphor’s appealing- or pull-factor.
Again, the research resorts to existing scales, respectively items. The items used here 
are
XY, the Fitness-Drink. Your new Tummv-awav-T rainer...
1. ... is entertaining."
2. ... is enjoyable."
3. ... is appealing."
Also these items were used within advertising research: the first and second item 
within the research of OIney et al. (1991), the second and third within the work of 
Laczniak and Muehling (1993). However, no research could be found within the area of
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advertising, where all three items had been used together to measure a recipient’s 
affective attitudinal responses towards an ad.
4.1.3.6 Questions concerning a Recipient’s behavioural Intentions
Correspondingly, also here the literature review lays the foundation for the statements’ 
development.
• As such research suggests that the use of metaphors in an advertising context 
can raise purchase intentions.
• Furthermore, outcomes indicate that metaphors can also raise so-called topic- 
related behaviour.
So also concerning the underlying thesis, it can be suggested that metaphors do have 
the ability to lead to certain behaviours or -  at least -  to raising behavioural intentions. 
Given this, the study includes behavioural intentions on the one hand (e.g. visiting a 
web site) and, more specific, purchase intentions on the other (in this case: buying the 
drink). Concerning the former, two approaches are common practice within consumer 
research and marketing:
• recommendation of a product or offer
• search for information about the product or offer
In both cases it can be assumed that a more apt, i.e., a more specific metaphor will 
lead to more recommendations, respectively to an increased look for information. 
Therefore, the first two items will deal with these topics. Furthermore, the purchase- 
intention-item will be about the intention to buy the drink. Therefore, the items to be 
tested are:
XY, the Fitness-Drink. Your new Tummv-awav-T rainer...
1. ... makes me recommend the drink to a friend."
2. ... makes me look for more information about the drink."
3. ... makes me buy the drink."
Again, the research resorts to existing scales. The first scale item originates from 
Cronin et al. (2000) whereas the third originates from Dodds et al. (1991). Furthermore, 
also Coyle and Thomson (2001), Kim and Biocca (1997) as well as Putrevu and Lord 
(1994) used variations of both items together within a questionnaire. Item number two 
has been adapted from Bower (2001), respectively Bower and Landreth (2001).
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4.2 The Analysis’ Results
4.2.1 Introduction
As intimated above, this first quantitative analysis is about testing metaphors with 
assumed different levels of target-group-specificity concerning their impact on the 
target group and can be regarded as part of the research’s preceding objectives. To 
achieve this, the moderating variables that define a metaphor’s target-group-specificity 
have been translated into testable categories, like comprehension, aptness or attitude. 
So in the following the impact of the metaphors assumed to have different levels of 
specificity will be tested on these hypothetical constructs -  to see if it is right to 
assume: the more specific it is, the more impact it will have.
In the following, the metaphors will be called
• TGS for the target-group-specific metaphor
• LTGS for the less target-group-specific metaphor as well as
• NIGS for the non-target-group-specific metaphor
Here, as intimated above, different to the second quantitative analysis, a within- 
subjects design (of. Greenwald, 1976) was used, i.e., every participant was asked to 
evaluate all three metaphors relating to the drink.
4.2.2 Hypotheses
As intimated above, the preceding objective is to find out about the effects of variably 
specific metaphorical headlines on recipients. Concerning the hypotheses, which 
reflect this preceding objective, one needs to find out, if there is any significant 
difference between TGS, LTGS and NTGS metaphors with reference to their impact on 
a defined target group’s level of
• comprehension
• perceived aptness
• cognitive responses
• affective responses
• behavioural intentions
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The nullhypotheses
H aO: There is no difference between a target-group-specific (TGS), a less target-group- 
specific (LTGS) and a non-target-group-specific (NTGS) headline concerning their 
advertising effect -  i.e., their impact on a specific target group.
This means: There is no difference concerning the recipients’ ...
HaOo: comprehension 
HaOL: perceived aptness 
HaOc : cognitive responses 
HAÛd: affective responses 
HAÛe: behavioural intentions
The corresponding alternative hypotheses
Ha1: There is a difference between a target-group-specific (TGS), a less target-group- 
specific (LTGS) and a non-target-group-specific (NTGS) headline concerning their 
advertising effect -  i.e., their impact on a specific target group.
This means: There is a difference concerning the recipients’ ...
Ha1 a: comprehension 
HAlb: perceived aptness 
H a1c : cognitive responses 
HAld: affective responses 
HAle: behavioural intentions
4.2.3 Pretest
As intimated above, the questionnaire was pretested to analyse the questions’ 
understanding as well as to check the scale’s reliability. After two interviews as a 
participating pretest (cf. Colorado State, 2011 or Czaja, 1998), an undeclared pretest 
was run: twenty participants (n=20) belonging to the target group were interviewed and 
were afterwards told that the questionnaire was tested concerning its understandability. 
Here, the participants could comment on specific questions or the questionnaire as a 
whole on an extra sheet included in the questionnaire. As it appeared that all the 
participants could handle the questionnaire very well no improvements were made 
concerning the questionnaire design.
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Furthermore, the pretest was used to measure the internal consistency of the scales. 
So with three different independent as well as five different dependent variables, one 
needs to check 15 different item combinations for reliability, here using Cronbach’s 
alpha. The lowest alpha found is 0.697 (see table 4.1 for all scores).
Cronbach’s
alpha
Comprehension Aptness Cognitive
Response
Affective
Response
Behavioural
Intentions
TGS 0.730 0.762 0.740 0.748 0.717
LTGS 0.747 0.806 0.768 0.727 0.765
NTGS 0.906 0.843 0.697 0.706 0.736
Tab. 4.1 : Overview of Cronbach Alpha Values, First Pretest
Although some authors proclaim higher alphas than 0.7 are preferred -  such as Gliem 
and Gliem (2003), who suggest an alpha of at least 0.8 as a reasonable goal -  an 
alpha of 0.7 can be called acceptable (cf. George and Mallery, 2003; Pallant, 2007; 
DeVellis, 2003 or Field, 2009). Furthermore, because of their diversity, for 
psychological constructs Kline (1999) even calls smaller alphas acceptable. Beyond 
this, as alpha and the scale’s number of items are directly proportionate (i.e., an 
increasing number of items will also lead to an increasing alpha) here an alpha of 0.7 is 
even more admissible -  as all the scales only include 3 items (cf. Pallant, 2007 or 
Field, 2009). However, within his meta-analysis, Peterson (1994) found that three- 
fourths of all examined research used a score of 0.7 as their boundary. So, as all 
alphas are 0.7 (respectively 0.697) or larger, there seems to be no need to change or 
delete items (of. Pallant, 2007).
Furthermore, all inter-item correlations were positive, giving notice that all items can be 
assumed to measure the same underlying construct (cf. Pallant, 2007). Beyond, the 
corrected item-total correlations (being > 0.3) showed that all items correlate 
satisfactorily with the total score (of. Field, 2009).
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4.2.4 The main Testing
What follows is the main test. However, before testing the hypotheses introduced 
above, the focus will be on the underlying quotas as well as the scale’s reliability.
4.2.4.1 Quota Sampling
As explained earlier, the sampling is based on the following target group, including the 
following quotas:
• Gender: female
• Age: 19-39
• Membership in a fitness centre and continuous practicing (more than once a 
month)
• Could imagine to use / use of fitness drinks
• Three underlying quotas
o Family status 
o People in household 
o Net household income
Following this, all quotas have been fulfilled (see tables D.1 in the appendix) -  with 
slight differences within the percentages: as every participant affects not only one but 
all the characteristics, it is difficult to find a ‘perfect matching respondent’. However, 
this results only in minor effects.
4.2.4.2 The Scale’s Reliability
As within the pretesting, here again Cronbach’s alpha was checked to support 
reliability. Again, all scores are > 0.7 (see table 4.2). Beyond, all inter-item correlations 
are positive and all corrected item-total statistics are > .03.
Cronbach
Alpha
Comprehension Aptness Cognitive
Response
Affective
Response
Behavioural
Intentions
TGS 0.707 0.715 0.716 0.707 0.834
LTGS 0.729 0.700 0.703 0.819 0.846
NTGS 0.811 0.708 0.819 0.805 0.818
Tab. 4.2: O verview of Cronbach Alpha Values, First Main Test
What follows next is the test for normality to determine the kind of statistical methods 
that can be used within this research.
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4.2.4.S Testing for Normality
Basically, a test for normality is quite important, because the type of distribution 
determines the type of statistical technique to analyse the data: given this, normal 
distributed scores can be analysed with parametric tests, whereas ‘non-normal’ 
distributions have to be analysed with (less powerful) non-parametric tests (of. Pallant, 
2007 or Field, 2009).
However, due to the central limit theorem it is in some cases nevertheless possible to 
use a parametric test, although some indicators say, that the scores are not normally 
distributed (of. Field, 2009). In simple terms, the central limit theorem states that 
sampling distributions tend to be normally distributed for large samples (of. Rice, 2007), 
so the higher the sample size, the better the approximation. Here, n > 30 acts as a 
sample size’s common rule of thumb (of. Pallant, 2007; Brase and Brase, 2009; Kvanli 
et al., 2006; Saunders et al., 2007 or Stephens, 2006). However, as the minimum of n 
depends on the sampling distribution’s ‘normality’, others also recommend a sample 
size of n > 50 or more (of. Devore, 2008; Frankfort-Nachmias and Leon-Guerrero, 2006 
or Qfinance, 2011); so the higher the skewness and/or kurtosis or the heavier-tailed the 
distributions, the larger the suggested n should be (of. Devore, 2008 or also Wilcox, 
2005).
So although having a sample size of 100, one nevertheless should have a closer look 
at the distribution of the sample. Following this, there are several indicators: from 
checking normality visually (also called MK1 eyeball test) to quantifying it with the help 
of numbers (of. Field, 2009; Pallant 2007 or Hatzinger and Nagel, 2009). In the 
following, three methods will be introduced.
The firs t approach is the rather visual (and therefore also rather imprecise) testing of 
histograms as well as normal probability plots:
• Histograms display, how the bar charts fit to the normal distribution curve -  and 
how skewness and kurtosis affect the graph.
• A normal probability plot compares the observed scores with the scores that 
would be expected if the distribution was normal. Here, the better the scores 
adjust to the line, the ‘more normal’ the distribution is.
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Secondly, the skewness and the kurtosis of a distribution are good indicators of a 
normal distribution (of. Pallant, 2007):
• skewness is an indicator of the distributions’ symmetry (a positive skewness 
means the distribution has a tail to the right, a negative means: to the left)
• kurtosis informs about its peakedness (a negative kurtosis indicates a too flat, a 
positive kurtosis a too peaked distribution)
Here, a perfect normal distribution would have a skewness and kurtosis of 0. 
Furthermore, there are several rules of thumb:
• scores from -1 to +1 are assumed to be an indicator for a normal distribution (of. 
Peat and Barton, 2005)
• focusing skewness’ and kurtosis’ statistical dispersion: calculating z-scores by 
dividing skewness and kurtosis by their relating standard errors. Field (2009) 
suggests a rule of thumb of 1.96 -  i.e., an absolute value higher than 1.96 is 
significant at p < 0.05.
A third group of indicators (and maybe the most commonly used) are the testings of 
Kolmogorov-Smirnov (KS) and Shapiro-Wilk (SW). Both tests try to find out, if the 
analysed distribution deviates from a comparable normal distribution, assuming the 
same mean and standard deviation (of. Field, 2009). In both tests a non-significant 
value > .05 is an indicator for normal distribution. The Shapiro-Wilk test does have 
more power to detect differences from normality and with large samples this test more 
easily provides results (of. Pallant, 2007).
Here, however, several authors do suggest not to rely only on one but on several tests 
concerning normal distribution (of. Field, 2009).
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Results
Kolmogorov-Smirnov (KS) and Shapiro-Wilk (SW)
Beginning with the latter, both Kolmogorov-Smirnov (KS) as well as Shapiro-Wilk (SW) 
suggest a violation of normality by having significance values smaller than .05 
throughout all issues (see section D.2 within the appendix for all normality testings). At 
this, the results sound as a note of caution.
Skewness and Kurtosis
Having a look at the symmetry and peakedness of the sample distributions one 
realises a slight difference to the KS as well as SW tests: Following the 
abovementioned rule of thumb (±1), 11 out of 30 distributions seem noticeable -  at 
this, three of them on the borderline. Analysing the z-scores suggests more remarkable 
scores: here, almost half of the distributions show values > 1.96 -  sometimes even 
considerably higher.
Furthermore, probably as a good transfer from score- to visual-testing, one should 
have a closer look at the distributions’ 5% trimmed means. This statistic analyses the 
influence of extreme scores (also called outliers -  of. Pallant, 2007) by removing the 
highest/lowest 5% of the scores and recalculating a new -  trimmed -  mean. Following 
this, a noticeable difference of the two means acts as an indicator of the outliers’ 
influence and should lead to further analysis. Here, however, the means’ and trimmed 
means’ difference is not noticeable.
Histograms and Q/Q-Plots
Although exploring distributions visually is a very subjective approach (cf. Field, 2009), 
the results of KS and SW as well as the values of skewness and kurtosis are also 
reflected in the distributions’ histograms and plots. In this respect the visual approach 
enforces the assumption of several non-normal distributions.
However, the decision for or against parametric testing includes several other 
requirements next to a normal distribution.
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4.2.4.4 Parametric and non-parametric Tests -  A Decision
To find out, whether there are significant differences concerning the impact of the 
different metaphors, one might think of statistical techniques to compare and to test the 
differences between groups. Here, one might distinguish between parametric and non- 
parametric (also called distribution-free) techniques (cf. Field, 2009). Whereas 
parametric tests are based on certain assumptions (e.g. level of measurement or 
distribution), non-parametric tests are more robust as they do not need to meet such 
stringent demands and therefore can also be used if the parametric assumptions are 
violated. However, non-parametric tests can be assumed to be not as powerful as their 
parametric equivalents -  not least as they forego the help of parameters, and by that, 
pass on information (of. Field, 2009 or also Pallant, 2007). In the following, the 
requirements not only for parametric testing but for inferential statistics in general -  all 
the same, if parametric or non-parametric -  will be explained.
Inferential Statistics’ Requirements
The requirements for inferential statistics are (cf. North, 2000)
• independence of observations
• random sampling
Independence of Observations
Inferential statistics need independent observations. Here, independence of 
observations can be assumed as all questionnaires were conducted individually -  i.e., 
without any form of interaction, group work or even listening to the execution (of. Field, 
2009).
Random Sampling
As intimated above, inferential statistics requires random sampling. As randomisation 
of the target group turns out to be impossible (see above), this thesis had to stick to the 
most representative method of non-probability-sampling, namely quota sampling -  
however, although this is a common approach in the field of market research (cf. North, 
2000, this issue will nevertheless find its way into the research’s limitations.
Following next are the requirements for parametric tests:
237
Parametric Tests’ Assumptions
Furthermore, the assumptions for parametric testing are (cf. Pallant, 2007):
• measurement level
• homogeneity of variance
• normal distribution
Measurement Level
First of all, parametric tests need dependent variables on (at least) interval level. As 
explained above, Likert-scales can be assumed to be quasi-interval level, so the 
underlying data does fulfil that need.
Homogeneity of Variance
This requirement suggests, that, in the case of testing different groups of people, 
samples need to be obtained from populations of equal variances -  an issue that is 
taken care of when analysing with the help of SPSS and that will be enlarged upon in 
the following.
Normal Distribution
As intimated above, for larger sample sizes the central limit theorem suggests a 
convergence to a normal distribution. However, although one might assume, that with 
the underlying size of the sample (n=100) one can use parametric tests without testing 
the sampling distribution for normality because of the central limit theorem (see above), 
the sample’s distribution showed noticeable results: Whereas KS as well as SW did 
indicate not any normal distribution, the z-scores of skewness and kurtosis values let 
one suggest that about 50% of all tested distributions are noticeable because of their 
skewness and/or kurtosis. Last but not least, also the visual tests reflect the numerical 
analyses’ results.
Interim Conclusion
However, the underlying situation leads to a dilemma:
On the one hand one might say that the results concerning normality can be ignored 
because of the central limit theorem -  and that parametric tests are basically preferable 
to non-parametric tests because of their greater power. Furthermore, one might argue 
that parametric tests like the t-test (cf. Boneau, 1960) or AN OVA (cf. Lindman, 1974 or 
Schmider et al., 2010) are assumed to be robust against moderate normality violations.
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On the other hand one might suggest that because of the partly very high z-scores of 
skewness and kurtosis also a sample size of 100 might not be enough for the central 
limit theorem to operate. Furthermore, the fact that parametric tests like t-test or 
AN OVA can deal with moderate normality violations does raise the question; how can 
moderate be defined? Or, in general: how robust are parametric tests concerning 
violations of normality -  as Glass et al. (1972: 237) put it, "the relevant question is not 
whether AN OVA assumptions are met exactly, but rather whether the plausible 
violations of the assumptions have serious consequences on the validity of probability 
statements based on the standard assumptions". Furthermore, also the possibility of 
normalisation transformations does not seem to work without any problems, as Glass 
et al. (1972: 241 -  see also the comment of Field, 2009) state that “the payoff of 
normalizing transformations in terms of more valid probability statements is low, and 
they are seldom considered to be worth the effort”.
So as much as the research wants to profit from the parametric testings’ power, it does 
not want to run tests for which assumptions are not fulfilled -  not least, as the excess 
of power is only to be given in a ‘normality situation’, as “optimal power properties 
associated with the t-test under normal theory are no longer in force once the normality 
stipulation has been abandoned"’ (Blair, 1981: 500)
However, because of the uncalculability of the situation {what is a moderate violation? 
Is the sample large enough for the central limit theorem to operate?) the underlying 
research plays safe and uses non-parametric testings for the first quantitative analysis, 
not least as they seem superior (or, at least, not inferior) concerning power in certain 
non-normal surroundings (of. Field, 2009; see also Blair, 1980; 1981 or Neave and 
Granger (1981) for comparing t- as well as Wilcoxon-tests). However, the thesis will 
simultaneously examine the results of the equivalent parametric tests, as all other 
assumptions for parametric testing are fulfilled.
4.2.4.S The used Tests
Basically, if one thinks about comparing the results of a target-group-specific metaphor
with these of a less and a non-target-group-specific metaphor, this would end up in
three different comparisons:
• TGS vs. LTGS
• TGS vs. NTGS
• LTGS vs. NTGS
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Given this, in the case of parametric testing, this could be done with the help of three t- 
tests, comparing the two group’s means or with its non-parametric equivalents, the 
Mann Whitney U tests, comparing the group’s ranks. However, there is an inherent 
danger, called familywise error rate (cf. Field, 2009); by doing three independent tests 
all with a confidence interval of 95% (i.e., a probability of 95% to have no type 1 error, 
which will be the research’s underlying interval), the percentage of having no type 1 
error overall ends up to be .857 -  i.e., the result of .95 x .95 x .95. Conversely, this 
means that the probability of (at least one) type 1 error raises from 5% (one test) to 
14,3% (three tests: 1 - .857 = 0.143). So the type 1 error rate increases from 5% to 
14,3% just by raising the number of independent tests from 1 to 3 -  a phenomenon 
known as familywise or experimentwise error rate (of. Field, 2009).
Therefore this analysis falls back on a test that cannot only analyse the difference 
between two but between several groups -  testing the null hypothesis that all groups’ 
rank sums (non-parametric), respectively means (parametric) are equal. Furthermore, 
the test has to do justice to the fact that the first quantitative analysis is a w ithin- 
subjects testing: each participant is exposed to all of the three different headlines 
(TGS, LTGS, NTGS), so the different version’s results are related.
Assuming non-normality, this leads to the choice of the so-called Friedman test, 
sometimes also called Friedman’s ANOVA (i.e., ANalvsis Of VAriance -  cf. Pallant, 
2007; Field, 2009 or Hatzinger and Nagel, 2009). The Friedman’s results will be 
supplemented with its parametric equivalent, a one-way repeated measures ANOVA 
(ibid.). Furthermore, all analyses will be conducted with a confidence interval of 95%.
Non-parametric Testing: Friedman’s ANOVA
How does Friedman’s ANOVA work? For the sake of simplicity, one might say that, 
having a number of different groups (in this case: TGS, LTGS as well as NTGS) and 
different participants, Friedman’s ANOVA ranks the scores (here: the Likert-scale 
evaluation) for every participant referring to the different groups (i.e., ‘participant one 
scores TGS as highest (rank 1), followed up by NTGS (rank 2), last for LTGS (rank 3)). 
After the ranking, the rank-scores of the different groups throughout all participants are 
added. The assumption here: if there is no difference between the groups (in this case: 
between the levels of metaphor specificity), also the groups’ summed total of ranks 
should be about the same -  that means it should have a similar number of low, 
medium and high ranks (of. Field, 2009).
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Parametric Testing: One-way Repeated Measures ANOVA
The one-way repeated measures ANOVA tests the null hypothesis that all groups’ 
means are equal. Having a number of different levels or groups (TGS, LTGS as well 
as NTGS), the test compares the variance (i.e., the scores’ variability) between the 
different groups (assumed to be based on the independent variable: metaphor) to the 
variance within the different groups (assumed to be based on chance). By doing so it 
creates a so-called F-ratio or F-statistic, which compares the amount of systematic and 
unsystematic variance within the data. Following this, a significant test-result is an 
indicator of rejecting the null hypothesis -  stating that the groups’ means are equal (of. 
Field, 2009).
Pairwise Comparisons -  parametric and non-parametric
As intimated above, the ANOVA-tests analyse if there are differences among the three 
groups. A rejection of the null-hypothesis therefore only indicates, that not all means-/ 
rank-sums are the same -  it does, however, not mean that in this case all three groups 
differ significantly from each other, but only that there is a difference among the three. 
To find out about further relationships, one needs to conduct post-hoc pairwise 
comparisons. In order to avoid the abovementioned familywise error rate, the 
underlying tests use the so-called Bonferroni-correction (cf. Field, 2009). This 
correction ensures that the overall type 1 error stays at .05 -  all the same, no matter 
how many tests are conducted.
Assumptions for parametric Testing
As intimated above, parametric tests assume homogeneity of variance. However, to be 
more precise, different to between-group ANOVA, a repeated measures ANOVA 
assumes no homogeneity of variance but sphericity, which in a way is much the same 
as the homogeneity of variance-assumption as both cases assume that the variances 
across the different conditions are equal -  here, the variances of the differences 
between treatment levels (cf. Field, 2009). However, although some kind of compound 
symmetry {homogeneity of variance or sphericity) was defined as an essential 
assumption of parametric testing, there is an option to avoid (the very often violated) 
assumption of sphericity: by using multivariate test statistics (so-called MAN OVA) as 
they are not dependent on a sphericity-assumption (O’Brien and Kaiser, 1985 -  of. also 
Field, 2009 or Pallant, 2007). Given this, using SPSS as an analysis-tool, the one-way 
repeated-measures ANOVA provides the analyst automatically with tests concerning 
multivariate statistics. Important here: although MAN OVA means multivariate -  i.e., 
one can have more than one dependent variable -  this is not essential (of. Field, 2009).
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So when testing the significance, the ANOVA-testing falls back to Wilk’s Lambda as a 
MAN OVA tool -  but, here with only one dependent variable (i.e., a multivariate that 
goes ‘only’ for a univariate test statistic).
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4.2.4.6 Testing the Hypotheses 
Comprehension 
Non-parametric Testing
The question arising here: Is there any difference between the different levels of 
metaphor specificity concerning the comprehension of the target group? To find out 
and to test the first hypothesis, Friedman’s ANOVA will be consulted. In doing this, not 
only here but for all analyses within the research a confidence interval of 95%, i.e., an 
alpha of 0.05, will serve as a basis for decisions.
HaOo: There is no difference between a target-group-specific (TGS), a less target- 
group-specific (LTGS) and a non-target-group-specific (NTGS) headline concerning 
the target group’s comprehension.
If one has a look at the different means of the overall comprehension scores (table 
4.3), two things become evident: first, there seems to be a noticeable difference 
between the TGS-mean and the other means. Secondly, the LTGS- and NTGS-means 
seem almost the same. The same applies for the groups’ medians -  in the case of non- 
parametric testing the more meaningful score (cf. Field, 2009).
Descriptive Statistics: Com prehension
Mean
Std.
Deviation
Median
"THviëân
Rank
N
TGS Comprehension 4.0400 I .64837 4.3333 2.39 1 100
LTGS Comprehension 3.6200 .60862 3.6667 1 Ï.8 6 1 100
NTGS Comprehension 3.6100 .69317 3.6667 1.75 1 100
Tab. 4.3: Comprehension -  Descriptive Statistics
However, in non-parametric testing one is more interested in the ranks, not the actual 
scores. Also here the difference between TGS and LTGS, respectively NTGS seems 
more noticeable than between LTGS and NTGS.
The results of the Friedman test indicates that there is a statistically significant 
difference in metaphor specificity scores across the levels of TGS, LTGS and NTGS -  
with ^  (2, n=100) = 25.950, p < 0.0005.
So, up to this point, the null hypotheses can be rejected and the alternative accepted, 
as the testing indicates a difference between the comprehension of TGS, LTGS and 
NTGS metaphors. However, it will be interesting to find out about the relationship 
among the three groups by conducting pairwise comparisons. For this purpose, the
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Wilcoxon signed-ranks test will be used, which can be brought in to analyse two score 
sets coming from the same participants (the within-subjects-design). As the name 
implies, also the Wilcoxon signed-ranks test refers to ranks, to be more precise, it will 
take every participant’s pairwise score differences and rank them (cf. Field, 2009).
However, because of the abovementioned familywise error, the so-called Bonferroni- 
correction will be kept in mind: here the critical level of significance is divided by the 
number of pairwise comparisons to get a new critical level -  in this case this would 
mean: .05 / 3 = .0167. So .0167 would be the new critical value for all following 
pairwise comparisons (of. Field, 2009 or Pallant, 2007).
TGS and LTGS
Here, the test reveals a statistically significant difference concerning the relation of 
TGS comprehension to LTGS comprehension (z = -4.251, p < .0005). Furthermore, 
one can make a statement concerning the difference’s effect size, i.e., “the degree to 
which the phenomenon exists” (Cohen, 1988b: 4 -  original emphasis). Up to now, the 
analysed phenomenon is either absent (accepting the null hypothesis: no significant 
difference / phenomenon has no effect) or present (rejecting null hypothesis: there is a 
significant difference / phenomenon has an effect). However, if there is a difference, 
one might be interested in the size of the difference: i.e., in the size of the effect. So the 
effect size can also be defined as “the degree to which the phenomenon is present in 
the population” (Cohen, 1988b: 9 -  original emphasis) or also as the “degree to which 
the null hypothesis is false” (Cohen, 1988b: 9 et seq.). Given this, the effect size r can 
be calculated by dividing the absolute value of the z-score by the number of the 
observations’ square root. Here, it is important to note, that although there is only a 
sample size of 100, there are 200 observations, as all participants evaluated twice: for 
TGS as well as LTGS. So here the effect size is: r: 4.251 / V200 = .30. Following this, 
referring to Cohen’s (1988b) guidelines (.1: small effect; .3: moderate effect; .5: large 
effect) one indicates a moderate effect size, which makes the finding quite substantive.
TGS and NTGS
Similar to the analysis of TGS and LTGS, also the relation of TGS and NTGS 
comprehension seems to have a statistically significant difference with z = -4.460, p < 
.0005. Furthermore, also here one notices a medium effect size (r= .315).
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LTGS and NTGS
As the analyses suggest, the relation of LTGS and NTGS comprehension shows no 
statistically significant difference (z = -.022, Sig.: .983, i.e., > .0167), with an effect size 
of only .016.
Parametric Testing
As implied above, the thesis will also examine the results of the parametric testing. As 
seen above, the means of TGS and LTGS, respectively NTGS differ much, whereas 
LTGS and NTGS do have almost the same means. Concerning the significance of a 
means’ difference, here Wilks’ Lambda as a multivariate testing is used. It can be 
defined as the product of the unexplained variances on each of the variâtes, indicating 
the ratio of error variance to the total variance concerning each variate (cf. Field, 2009). 
With scores varying from 0 to 1 the lambda scores act ‘inversely’:
• “0” indicates, that group means differ
• “1 ” indicates, that group means are the same
This means: the bigger the statistical difference, the smaller Wilks’ Lambda (cf. Field, 
2009 or also Brosius, 2008). Here Wilks’ Lambda as the multivariate testing indicates a 
score of .792 (F (2, 98) = 12,835) and a Sig. of .000, which suggests a p < 0.0005. 
Following this, as long as the Sig. is < 0.05, one can conclude that there is a significant
difference among the three means, i.e., that the null hypothesis can be rejected.
Furthermore, Wilks’ Lambda provides information about the effect size (see above). 
However, Wilks’ Lambda and Partial Eta Squared act as complements -  always adding 
up to 1 (of. Janssen and Laatz, 2007). So, as intimated above: the smaller the lambda, 
the bigger the Partial Eta Squared and the more significant the difference -  and vice 
versa.
However, similar to the non-parametric testing, Wilks’ Lambda indication does not 
mean, that in this case all three means differ significantly from each other, but only that 
there is a significant difference among the three. To find out about further relationships, 
one needs to conduct the post-hoc pairwise comparison. In relation to Wilks’ Lambda, 
the most important score is the sig. score -  here adjusted for multiple comparisons with 
the help of the Bonferroni correction to avoid the familywise error rate. Furthermore, 
the Bonferroni method can be regarded as the most robust univariate technique if the 
sphericity-assumption is violated -  above all concerning control and power of the type I 
error rate (of. Field, 2009).
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As already suggested above, the TGS score differs significantly from the two other 
scores (p < .0005) -  but, as also assumed, the second and third scores (LTGS and 
NTGS) do not differ significantly (see also appendix D.3.1). So the results of the non- 
parametric and parametric testings are congruent: in both cases the null hypothesis 
has to be rejected and the alternative accepted as well as in both cases there is a 
statistically significant difference between the comprehension of TGS and LTGS, 
respectively NTGS -  but not between LTGS and NTGS comprehension. However, 
compared to the moderate effect sizes of the non-parametric testing, Wilk’s Lambda 
indicated a rather small effect size.
Aptness
Non-parametric Testing
What follows next is the comparison of the participants’ perceived aptness concerning 
the three different levels of metaphor, analysing the hypothesis:
H^Ob: There is no difference between a target-group-specific (TGS), a less target- 
group-specific (LTGS) and a non-target-group-specific (NTGS) headline concerning 
the target group’s perceived aptness.
Different to the analysis of the comprehension, here all three means as well as the 
medians differ noticeably (table 4.4).
Descriptive Statistics: Aptness
Mean
Std.
Deviation Median
Mean I 
Rank N
TGS_APT_GESAMT 1 4.1933 .61806 4.3333 2.97 100
LTGS_APT_GESAMT 1 2.5867 .59198 2.6667 1.98 100
NTGS_APT_GESAMT I 1.7467 .53836 1.6667 1.05 100
Tab. 4.4: Aptness -  Descriptive Statistics
Furthermore, also all three mean rank scores seem to differ remarkably from each 
other -  supported by the results of the Friedman test, indicating a statistically 
significant difference of perceived aptness across the groups of TGS, LTGS and 
NTGS, with %^(2, n=100) = 185.307, p < 0.0005. Here, again, the null-hypothesis can 
be rejected and the alternative accepted, as the test indicates a significant difference 
among the three levels of metaphor specificity concerning their perceived aptness. So 
in the following the focus will again be on the pairwise comparisons with the help of the 
Wilcoxon signed-ranks test (again, with a critical value of .0167).
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TGS vs LTGS vs NTGS
Here, the pairwise comparison reveals statistically significant different among all three 
relations, all with large effect sizes about .6 -  i.e.,
• for LTGS vs TGS: z = -8.576, p < .0005, r = .606
• for NTGS vs TGS: z =-8.706, p < .0005, r = .616
• for NTGS vs LTGS: z = -8.431, p < .0005, r = .596
Parametric Testing
Here the very small Wilks’ Lambda (.082 with (F (2, 98) = 547.849)) with a significance 
value of .000, respectively the high Partial Eta Squared indicates a big significant 
difference and a large effect among the three. As suggested above, analysing the 
pairwise comparisons, it becomes clear that with Sig. of .000 all three pairs are 
statistically different (see appendix D.3.2). Also here the null-hypothesis has to be 
rejected and the alternative accepted -  and also here, the three groups show 
significant differences among each other, also with a large effect size.
Cognitive Response 
Non-parametric Testing
As seen above, the recipients’ perceived aptness seems to be very affected by the 
metaphors’ different levels of specificity. However, the question remains open, if these 
large effect sizes pass over to the participants’ cognitive responses:
HaOc : There is no difference between a target-group-specific (TGS), a less target- 
group-specific (LTGS) and a non-target-group-specific (NTGS) headline concerning 
the target group’s cognitive response.
Here, again all groups’ means as well as medians differ noticeably (table 4.5). 
However, the differences are not as remarkable as within the aptness scores shown 
above.
Descriptive Statistics: Cognitive Response
1 Std.
Mean Deviation
!
1 Median
I Mean 
Rank N
TGS_COG_RE_GESAMT 3.9800 .55620 2.85 100
LTGS_COG_RE_GESAMT 3.3433 .54937 1 3.3333
[
1.98 100
NTGS_COG_RE_GESAMT 2.5533 1 .58836 1 2.3333 1.17 100
Tab. 4.5: Cognitive Response -  Descriptive Statistics
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Furthermore, the same applies for this groups’ mean ranks: although not as remarkably 
as within the aptness section, all scores differ, indicating a statistically significant 
difference across the cognitive response to TGS, LTGS and NTGS metaphors (x,^(2, 
n=100) = 150.191, p < 0.0005). So as within the first two analyses, referring to 
Friedman’s ANOVA the null-hypothesis can be rejected and the alternative accepted.
TGS vs LTGS vs NTGS
Similar to the aptness estimation, the pairwise comparison reveals statistically 
significant difference among all three relations, again all with large effect sizes between 
.5 and .6 (at this, also somewhat smaller than within the aptness-analysis):
• for LTGS vs TGS: z = -7.137, p < .0005, r = .505
• for NTGS vs TGS: z =-8.396, p < .0005, r = .594
• for NTGS vs LTGS: z = -7.743, p < .0005, r = .548
Parametric Testing
With a sig. of .000 and a value of .227 (F (2, 98) = 167,155), Wilks’ Lambda indicates a 
significant statistical difference with a large effect (Partial Eta Squared of .773). Similar 
to the non-parametric testing, analysing the groups pairwise it becomes clear that all 
three groups’ means are statistically different (all with a significance value of .000 -  see 
appendix D.3.3). So again, the parametric results are congruent with those of the non- 
parametric testing, including the effect sizes -  indicating, that the null-hypothesis has to 
be rejected and the alternative accepted, and that all groups differ significantly from 
each other.
Affective Response 
Non-parametric Testing
In addition to the cognitive responses, also the affective responses will be analysed in 
the following with the aim to assess if there are similar results. In order to test this, the 
null-hypothesis is:
HaOd'. There is no difference between a target-group-specific (TGS), a less target- 
group-specific (LTGS) and a non-target-group-specific (NTGS) headline concerning 
the target group’s affective response.
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Here, the groups’ means are very close to those of the cognitive response’ means. 
Furthermore, the medians are exactly the same (table 4.6).
Descriptive Statistics: A ffective Response
Mean
Std.
Deviation Median
Mean
Rank N
TGS_AFF_RE_GESAMT 3.9367 .59872 4 2.87 100
LTGS_AFF_RE_GESAMT 3.2500 .53261 3.3333 1.99 100
NTGS_AFF_RE_GESAMT 2.4800 .59801 2.3333 1.14 100
Tab. 4.6: Affective Response -  Descriptive Statistics
Beyond this, a comparison of the mean ranks concur with the groups’ means: also 
here, the scores are very close to the cognitive response scores -  with Friedman’s 
ANOVA indicating a statistically significant difference across the three levels 
concerning the participants’ affective response (%^(2, n=100) = 156.712, p < 0.0005). 
So again, with reference to the results of Friedman’s ANOVA the null-hypothesis can 
be rejected and the alternative accepted.
TGS vs LTGS vs NTGS
In relation to the cognitive responses, the affective responses’ pairwise comparison 
reveals statistically significant difference among all three relations -  including similar 
large effect sizes between .5 and .6:
• for LTGS vs TGS: z =-7.886, p < .0005, r = .558
• for NTGS vs TGS: z =-8.500, p < .0005, r = .601
• for NTGS vs LTGS: z = -7.577, p < .0005, r = .536
Parametric Testing
Beyond this, with a sig. <.0005, Wilks’ Lambda indicates a statistically significant 
difference. Having a lambda of .206 (F (2, 98) = 189,294), respectively a Partial Eta 
Squared of .794, the effect size can be defined as large. Comparing the different 
groups and analysing the means among themselves, the pairwise comparison scores 
indicate that all three group combinations’ means differ statistically significantly (all sig. 
scores < 0.0005 -  see appendix D.3.4). So, again, corresponding results:
• rejection of the null hypothesis and acceptance of the alternative
• significant differences among all three metaphor levels concerning affective 
response, all with a large effect size
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Behavioural intentions 
Non-parametric Testing
Last but not least, th e  e ffects  o f d iffe ren t leve ls  o f m e ta p h o r specific ity  on th e  
p artic ip an ts ’ b eh av io u ra l in tentions will be tes ted  -  trying to find out, if th e  level o f 
specific ity  h as  not only an  e ffe c t on co g nitive  or a ffec tive  re sp o n s es , but a lso  on  
in tend ed  b eh av io ur.
H aOo : T h e re  is no d iffe ren ce  b e tw ee n  a  ta rg e t-g ro u p -s p e c ific  (T G S ), a  less  ta rg e t-  
g ro u p -sp ec ific  (L T G S ) an d  a n o n -ta rg e t-g ro u p -s p e c ific  (N T G S ) h e a d lin e  co n cern in g  
th e  ta rg e t g ro u p ’s b eh av io u ra l in tentions.
H e re , n o ticeab ly , th e  g ro u p ’s m e a n s  as  w e ll as  m e d ia n s  a re  s m a lle r th an  th e  
co rrespo n d ing  co g n itive /a ffec tive  m e a n s  -  n eve rth e les s , h o w ev er, th e  m e a n s  s e e m  to  
d iffer re m a rk a b ly  (tab le  4 .7 ).
D escrip tive  S ta tis tics: B ehavioural In ten tio ns
1 1
M ean
Mean Deviation Median Rank N
T G S _B I_G E S A M T 3.6100 .66676 3 .6667 1 2 .82 1 100
LTG S _B I_G E S A M T 1 2 .8667 .75508 3 2 .06 ido
N TG S _B I_G E S A M T 1 2 .1167 .73455 1 2 j 1.13 100
Tab. 4.7: Behavioural intentions -  Descriptive Statistics
Furthermore, examining the means’ ranks, one can see scores similar to those of the 
cognitive/affective reactions, indicating a statistically significant difference across the 
three levels of TGS, LTGS and NTGS concerning the participants’ behavioural 
intentions (% (^2, n=100) = 138.544, p < 0.0005). So, as all before, Friedman’s ANOVA 
indicates, that the null-hypothesis has to be rejected and the alternative accepted.
TGS vs LTGS vs NTGS
Similar to the perceived aptness as well as to the cognitive/affective responses, the 
pairwise comparison of the different metaphor levels concerning their impact on the 
participants’ behavioural intentions reveals statistically significant difference among all 
three relations -  including similar large effect sizes between .45 and .6:
• for LTGS vs TGS: z = -6.347, p < .0005, r = .449
• for NTGS vs TGS: z =-8.477, p < .0005, r = .599
• for NTGS vs LTGS: z = -7.925, p < .0005, r = .560
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Parametric Testing
Likewise to the analyses above, also here Wilks’ Lambda (with p < .0005) indicates a 
significant difference among the groups’ means (value of .188, with F (2, 98) = 
211.109), with a Partial Eta Squared of .812 the effect is as large as the effects 
analysed above. Also the pairwise comparisons implicate significant statistical 
differences among all pairs’ means (all with significance values < .0005 -  see D.3.5).
So, again here the parametric test correspond to the non-parametric findings:
• null-hypothesis rejected and the alternative accepted
• significant differences among the three groups
• with large effect size
Furthermore, for the sake of completeness, it has to be noted that in all but one case 
{comprehension, hypothesis 1) the assumption of sphericity was violated -  therefore 
the use of the multivariate testing made sense.
Result’s Discussion
This second step’s aim was about analysing the relationship of a metaphor’s 
suggested level of target-group-specificity and its level of impact on the target group. At 
this it was assumed that the specificity-level would be reflected in a recipient’s 
comprehension {the more specific, the better comprehended), perceived aptness {the 
more specific, the higher the perceived aptness), cognitive as well as affective 
responses {the more specific, the more positive response) and behavioural intentions 
{the more specific, the more intentions).
Following this, the analysis’ results turned out as expected: in all but one case, the 
non-parametric testings (and also the parametric testings) indicated significant 
differences between the results of the different specificity-levels -  confirming the 
assumption that the higher the level of target-group-specificity, the larger a metaphor’s 
effect on the target group.
The unequivocal result, respectively its decisiveness might (inter alia) be due to the 
analysis’ framework. Here, not the mailing but the metaphor took the centre stage. 
Furthermore, the objects and relations under investigation were not hidden within a 
mailing but explicitly communicated: the recipients were shown all three headlines and 
were told that this testing was about the headlines’ suitability for a drink that burns fat. 
So, however, one might say that the distinct advice what this test will be about (i.e., an
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isolated evaluation of headlines) might lead to an increase of the results; but not to a 
falsification. What follows next is a closer look at the different latent constructs.
Comprehension
As the questionnaire remarks that the drink will be about fat burning, it could have been 
assumed that the tummy-away-trainer metaphor would be quite well comprehended by 
the recipients. However, although the direct relation of metaphor context (the drink and 
its USP) and metaphor content helped comprehending the TGS metaphor, the context 
information did not lead to any comprehension advantages of the LTGS metaphor 
compared to the NTGS metaphor. Furthermore, the comprehension section is the only 
one, where there is no significant difference between LTGS and NTGS. Further it is 
noticeable that the comprehension of all metaphors did not confront the target group 
with any problems -  a fact that is quite important as the comprehension can be 
suggested to be fundamental for the assumed metaphorical effects on the target group.
Aptness
As seen above, the results concerning the aptness-estimation are the most significant 
(highest mean, biggest mean as well as mean rank differences, largest effect size). As 
aptness outrightly relates to the fitting of product/USP and metaphorical headline and 
as the questionnaire gives explicit advice of the corresponding metaphor context and 
content, one could have expected this level of impact -  not least as the recipients could 
see and therefore compare all three headlines. However, the high aptness scores refer 
only to the relation of metaphor content and context (‘that fits’) -  but not necessarily to 
a better cognitive or affective response (‘I like’). Therefore, one needs to have a further 
look into these effects.
Cognitive and affective Responses
As intimated above, comprehension and aptness serve as a necessary, but not 
sufficient basis for cognitive and affective effects as well as behavioural intentions. 
Here, however, the results of cognitive and affective responses are very similar: almost 
the same scores, mean differences as well as effect sizes. Noticeably, every single 
cognitive response score is somewhat higher than its corresponding affective score. 
What furthermore attracts attention is that both cognitive as well as affective scores for 
the different specificity-levels did not decline as much as the corresponding aptness 
scores (i.e., the mean differences are quite smaller).
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So it seems, as
• on the one hand aptness might be a prerequisite for cognitive/affective 
responses
• but, on the other hand, also metaphors that are not perceived as perfectly apt 
might lead to comparatively good responses
Behavioural intentions
As already explained above, behavioural intentions can be regarded as a result of 
positive cognitive as well as affective reactions: only if one likes a product or regards it 
as interesting, one will think of buying it or recommending it to friends. Here, again, the 
results are as expected: In all cases the different levels’ results do have significant 
differences -  and in all cases these differences are smaller than the intentions’ 
prerequisites: the corresponding cognitive, respectively affective scores.
4.2.4.7 Interim Conclusion
So, in summary, the results, i.e., the preceding objectives, are as expected: the more 
target-group-specific a metaphor is,
• the better it is comprehended (although not always significantly) by the
underlying target group
• the higher its aptness is estimated by that target group
• the better its cognitive as well as affective effects are on that target group
• the more likely the target group’s behavioural intentions are
So, as seen above the results support an insertion of the different headlines in the 
mailing and, subsequently, a testing of the research’s main objective: the mailing’s 
advertising effect on the recipients. However, before entering the analysis’ third step, 
there will be a further look at the target group’s specifics -  trying to find out correlations 
about training-frequency, age or fitness drink demand and the evaluation of the 
metaphors.
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4.2A8 Analysis of the Target Group’s Characteristics
This chapter will deal with the participants’ characteristics and the resulting 
participants’ subgroups. It aims at analysing, if within TGS, LTGS and NTGS certain 
characteristics’ subgroups excel concerning their results, i.e., differ significantly from 
other subgroups’ evaluations. In order to achieve this, the questionnaire included five 
differentiators (see table 4.8).
Variable Characteristics
Age • 19-24 years
• 25 -29  years
• 30-34 years
35-39 years
(Any older and younger wom en -  as they do not belong 
to the suggested target group -  w ere excluded.)
Sports regularity • > 2 times per w eek
• 2 times per w eek
• 1 time per w eek
< 1 time per w eek but > 1 tim e a month
(Here, wom en that do sports only once a month or less w ere  
excluded.)
Sports’ Impetus / Fun/good for the mind
main driving force Good for the body
Performance/success (e.g. losing weight)
Fitness drink Taste
expectations Thirst quenching
Function
Ingredients
Attitude towards rather positive
advertising in neutral
general • rather negative
Tab. 4.8: Target Group’s Characteristics -  an Overview
However, although a sample size of 100 can be suggested to be large enough to 
analyse the main research question, the size reaches its limit when analysing the 
group’s characteristics: as five variables -  each with three, respectively four 
characteristics -  will lead to 576 ( 4 x 4 x 3 x 4 x 3 )  different possible combinations (i.e., 
combination of certain age, certain sports regularity etc.), it makes no sense to cluster 
the results concerning these subgroups and analyse them. Rather, the thesis will
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examine every variable and treat it as independent -  and by that neglecting e.g. 
synergy effects or correlations.
Different to the analysis above, the following analysis will not be within-subjects-design, 
as now one compares different, mutually exclusive groups (i.e., either a recipient is 
between 19-24 years or 25-29 years old; either her main fitness drink expectation is 
taste or function -  of. Pallant 2007). Furthermore, again the parametric vs. non- 
parametric dilemma has to be faced. And once more, KS and SW indicate almost no 
normal-distribution (see D.4.1 for the TGS scores). In comparison to the situation 
above, the research now deals with subgroups with small sample sizes, sometimes 
down to a sample size of 12 (also a fact that will expand into the analysis’ limitations) -  
so again the analysis will stick to non-parametric testing.
Non-parametric Testing
The testing that meets the underlying research’s requirements is the so-called 
Kruskal-Wallis test (cf. Field, 2009). Similar to the non-parametric tests above, also 
this test is based on ranked data. Here all scores are ordered from lowest to highest 
across all groups. After that, all the scores get ranks according to their order (the 
lowest score gets the rank 1, and so on). Then the total sum of ranks for each group is 
generated -  as a basis for the test statistics. In the case of significant group 
differences, the post-hoc test will be conducted with the help of the Mann-Whitney U 
test, a non-parametric test that basically works like the Kruskal-Wallis test -  but with 
only two groups. Again, this will be conducted with regard to the Bonferroni-correction. 
However, before testing and comparing the characteristics’ subgroups, the focus will 
firstly be on the subgroups’ mean ranks to look for certain specifics or recognisable 
patterns.
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Age
C o n cern in g  the distribution o f th e  d iffe ren t a g e s  am o n g  th e  s a m p le , it can  be said  th at 
all fo ur a g e -c la s s e s , a re  (a lm o st) identica lly  d istributed  -  all ac co u n tin g  for arou n d  2 5 %  
(s e e  figure 4 .3 ). T h e  ag e-d is trib u tio n  w a s  not a  fo cal point but ra th e r a  r e s u l t  o f a im ing  
a t th e  pop u la tio n ’s q uo tas . H o w e v e r, it w a s  n e v e rth e le s s  a tte m p te d  to g e t th e  a g e -  
group s ize s  as  s im ilar as  possib le.
35-39 19-24
24%  28%
25-29
30-34
24%
Fig. 4.3; Age -  C lasses’ Distribution 
Non-parametric Testing
O b serv in g  the a g e -g ro u p s ’ m e an  ranks (s e e  a p p e n d ix  D .4 .2  fo r all d iffe ren tia to rs ’ m e an  
ranks), it s e e m s  as  if ‘t h e  o n l y  r e g u l a r i t y  i s  i r r e g u l a r i t y ’ . Fo llow ing  this, th e re  is n e ith e r a  
lead ing  ag e -g ro u p  w ithin th e  th re e  d iffe ren t m e ta p h o r leve ls  nor co n cern in g  th e  
hyp oth etica l constructs (e .g . c o m p r e h e n s i o n  or a p t n e s s )  -  a  fac t, th a t is a lso  re flected  
w ithin th e  results o f th e  K ru s ka l-W a llis  test.
TGS, LTGS and NTGS
W h e n  looking for d iffe ren ce s  d u e  to a g e  c la sse s  w ith in  th e  d iffe ren t m e ta p h o r leve ls , 
th e  K ruskal W allis  tes t did not ind icate  an y  s ign ifican t find ings -  n e ith e r w ith in  th e  T G S -  
section, nor w ithin th e  o th e r tw o sectio ns o f L T G S  an d  N T G S .
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Sports Regularity
R e g ard in g  th e  sports  reg u larity ’s d istribution it is n o ta b le  th a t o v e r 2 /3  o f th e  
p artic ipating  w o m e n  s ta te  th a t th ey  a ttend  a  fitness  c e n tre  b e tw e e n  o n e  (3 6 % ) an d  tw o  
(3 3 % ) tim es  a  w e e k . F u rth e rm o re , 1 8 %  sp ec ify , th a t th ey  go to th e  ce n tre  m o re  th an  
tw o tim es  a  w e e k , w hilst 1 3 %  sa y  th a t th ey  do sports in a  fitness  c e n tre  a t lea s t m o re  
th an  o nce a  m onth  (figu re  4 .4 ).
< 1 time per 
week,
> 1 time a
month
13%
1 time 
per w eek  
36%
> 2 times 
per w eek  
18%
2 times 
per w eek  
33%
Fig. 4.4: Sports’ Regularity -  C lasses’ Distribution 
Non-parametric Testing
H aving  a look a t th e  d iffe ren t sports re g u la rities ’ m e a n  ranks ac ro ss  T G S , L T G S  an d  
N T G S , it is strik ing, th a t
• In 12 out o f 15 c a s e s  (8 0 % ) th e  g roup th a t d o e s  sports m o re  th an  tw ice  a  w e e k  
(th e  so -ca lled  heavy-attendants) ta k e s  th e  lead ing  position.
• F u rth e rm o re , w h e n  focusing on T G S  an d  an a lys in g  p u rc h a s e ’s p re lim in ary  
sta g e s  (co g n itive /a ffe c tive  resp o n s e  a s  w ell as  b eh av io u ra l in tentions), o n e  
m ight d escrib e  th e  situation as  ‘the more, the better evaluating’: h e re  th e  
m e a n ’s ranks rise w ith th e  sports regu larity  -  in th e  c a s e  o f behavioural 
intentions a lso  s ignificantly . H o w e v e r, w h e n  including L T G S  as  w ell a s  N T G S ,  
th e  e ffe c t w e a k e n s  a little.
Follow ing  this, statis tica lly  s ign ifican t d iffe ren ce s  w e re  found w ithin th e  a re a s  o f T G S  
an d  L T G S .
TGS
H e re  K ruskal W a llis  ind icates, th a t th e  d iffe ren t su b grou p s  o f sports regularity d iffe r  
significantly  for th e  construct o f b eh av io u ra l intentions:
• B ehav io u ra l in tentions (%^(3, n = 1 0 0 ) = 7 .9 7 1 , p =  .0 4 7 )
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Analysing the subgroups pairwise, it appears that it is the group of heavy attendants 
[>2 times per week] that shows statistically significant differences to other subgroups 
(see table 4.9) -  in this case to the groups of [1 time per week] as well as [< 1 time per 
week, > 1 time a month], missing out a statistically significant difference to the next 
smaller item [2 times per week].
Sports regularity 
T G S
Behavioural intentions
Pairwise comparison N U z P r
> 2 times per w eek vs 1 time per w eek 54 202 .500 -2 .274 .023 .31
> 2  times per w eek vs 
< 1 time per w eek, > 1 time a month
31 58 .500 -2 .379 .017 .43
Tab. 4.9: Sports’ Regularity -  T G S  Results
However, keeping the Bonferroni-correction in the back of one’s mind, one would take 
a p of .05/6= .00833 as a basis. This means none of the two comparisons would reach 
statistical significance.
LTGS
Also within the LTGS-group the Kruskal Wallis test indicated a significant difference 
among the sports regularities’ subgroups -  here referring to affective response 
• Affective response: %^(3, n=100) = 10.128, p = .018
However, it is again the subgroup of the heavy-attendants that leads to a significant 
pairwise comparison (see table 4.10) -  similar to TGS also compared to the group of [1 
time per week], here it is also statistically significant when working with the Bonferroni- 
correction.
Sports regularity 
L T G S  
A ffe c tive  re sp o n s e
Pairwise comparison N U Z P r
>  2  tim e s  p e r w e e k  vs 1 tim e  p e r w e e k 54 1 8 2 .5 0 0 -2 .6 6 8 .0 0 8 .3 6
Tab. 4.10: Sports’ Regularity -  LTG S Results
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To sum up:
• The frequency of visits can be assumed to play a decisive role when evaluating 
the metaphors. Here it appears as if those who attend more also better 
evaluate the metaphors -  above all the heavy attendants.
• However, the effect of sports frequency on evaluation seems to appear across 
specificity-levels -  above all concerning the purchase’s preliminary stages. 
Here, TGS and LTGS showed statistically significant results. Furthermore, 
Kruskal Wallis’ significance values for NTGS were relatively close to a 
significant difference (e.g. cognitive/affective response, with .081/.075).
• Following this, one might assume that sports frequency might also mirror the 
subject’s involvement. So it might not be the different metaphorical headlines 
that lead to a rising evaluation but the rising involvement with the topic of 
sports -  i.e., a metaphor-unspecific factor.
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Sports' main Driving Force
Asking the participants about their main impetus concerning sports, nearly half of them 
(47%) referred to fun/good for the mind as the main driving force. A little bit more than 
a third (34%) chose good for the body as their main impetus. Furthermore, 19% 
answered that they focus on issues like performance or success -  e.g. losing weight 
(figure 4.5).
Perform ance / 
Success Fun /  Good
for the mind 
) 47%
Good for 
the body 
34%
Fig. 4.5: Sports’ main Driving Force -  C lasses’ Distribution 
Non-parametric Testing
Analysing the sports motivations’ mean ranks across TGS, LTGS and NTGS, it can be 
found that
• within the constructs of comprehension and aptness (assumed to be necessary 
but not sufficient for a metaphor’s effect on attitude and/or behavioural 
intentions) there seems to be no recognisable pattern concerning a leading 
sports driver
• when analysing the purchase’s preliminary stages (cognitive/affective response 
as well as behavioural intentions), however, it becomes obvious that in 8 out of 
9 cases [performance/success] was the leading motivation, sometimes by a 
great margin
Following this, statistically significant differences were found within the areas of TGS 
and LTGS. However, the group of NTGS did not bring out any significant differences.
2 6 0
TGS
As expected, the purchase’s preliminary stages (cognitive/affective response as well as 
behavioural intentions) seem to inhibit statistically significant differences:
• Cognitive response (%^(2, n=100) = 41.422, p = .000)
• Affective response (%^(2, n=100) = 29.252, p = .000)
• Behavioural intentions (%^(2, n=100) = 18.001, p = .000)
When analysing painvise with the help of a Mann-Whitney U test, it becomes obvious 
that in all three cases it is the relationship of the [performance/successj-subgroup to 
the other two subgroups, that is of statistical significance -  here with p-values of .000, 
respectively .001 and high effect sizes (see table 4.11).
Sports main impetus 
TGS
Cognitive response
Pairwise comparison N U z P r
Fun vs. Performance/Success 66 51.500 -5.712 .000 .70
Performance/Success vs. 
Good-for-the-body
53 22.500 -5.881 .000 .81
Affective response
Fun vs. Performance/Success 66 106.500 -4.908 .000 .60
Performance/Success vs. 
Good-for-the-body
53 90.500 -4.518 .000 .62
Behavioural intentions
Fun vs. Performance/Success 66 172.000 -3.947 .000 .49
Performance/Success vs. 
Good-for-the-body
53 149.500 3.290 .001 .45
Tab. 4 .11: Sports’ main Driving Force -  T G S  Results
LTGS
Also within the LTGS-section, the Kruskal-Wallis test indicated a statistically significant 
difference evoked by the subgroups -  here concerning the affective response 
• Affective response (%^(2, n=100) = 8.497, p = .014)
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When analysing pairwise it is again the subgroup that aims at [performance/success] 
that statistically significant outperforms the group that prefers [fun] -  here with a 
medium effect size (see table 4.12).
Sports main impetus 
LTGS 
Affective response
Pairwise comparison N U z P r
Fun vs. Performance/Success 66 256.000 -2.806 .005 .35
Tab. 4.12: Sports’ main Driving Force -  LTG S Results
To sum up:
• When having a look at the mean ranks, it seems as if the leading position of the 
[performance/success]-subgroup is comprehensive to all levels of metaphor.
• However, the use of the Kruskal-Wallis test indicates a strong influence of the 
group for the TGS-metaphor (here significant for all purchase’s preliminary 
stages), decreasing to LTGS (significant for one of purchase’s preliminary 
stages), ending up with non-significant differences within the NTGS-group.
One potential explanation might be that most women aiming for performance and 
success would appreciate a drink that burns fat. However, here the strong context- 
content-relationship of the tummy-away-trainer-metaphor assuming a high- 
performance-drink is then better evaluated as the bio-diesel-meiaphor that might 
suggest only a mediocre performance and furthermore lacking context-content- 
relationship. Furthermore, as the fire-extinguisher-expression will not be related to 
either performance or context, it will be weaker when evaluated than the two foresaid 
metaphors.
So different to sports regularity, here the metaphor seems to play a distinct role for 
evaluation: Here, it can be assumed that women aiming for performance see a fitness 
drink as a means to reach this performance. Furthermore, the metaphor seems to 
underline as well as to amplify the drink’s effect, which makes the drink a better means 
to help to perform. However, the question remains whether this also will be reflected in 
the analysis of the recipients’ fitness drink expectation?
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Fitness Drink Expectation
Concerning the distribution of f i t n e s s  d r i n k  e x p e c t a t i o n s ,  17% of the participants above 
all focus on a drink’s taste, whereas 12% primarily consider its ingredients (e.g. f e w /  
n o  c a l o r i e s  or o n l y  n a t u r a l  a d d i t i v e s ) .  Furthermore, for 19% a fitness drink first and 
foremost needs to quench thirst. However, more than half of the participants (52%) 
want a drink to be functional (e.g. a drink that increases endurance, helps rejuvenating, 
provides energy or burns fat -  see figure 4.6).
Ingredients Taste
12% 17%
Thirst quenching 
19%
Functional
52%
Fig. 4.6: Fitness Drink Expectations -  C lasses’ Distribution 
Non-parametric Testing
Analysing the mean ranks across the different groups of metaphors, it becomes 
apparent that every metaphor seems to have a corresponding drink characteristic:
• Firstly, the t u m m y - a w a y - t r a i n e r  can be described as f u n c t i o n a l ,  helping to burn 
fat. So one might expect rather high mean ranks concerning the [functional] 
subgroup. This holds true for the purchase’s preliminary stages -  being first at 
the b e h a v i o u r a l - i n t e n t i o n s -  as well as the a f f e c t i v e - r e s p o n s e s - c o n s t r u c t ,  and 
second at the c o g n i t i v e - r e s p o n s e s - c o n s t r u c t .
• Secondly, b i o - d i e s e l  in a way communicates natural i n g r e d i e n t s  -  which is also 
reflected in the mean ranks: here the mean ranks of the [ingredients]-subgroup 
are in the leading position concerning the purchase’s preliminary stages as well 
as concerning a p t n e s s .
• Thirdly, the f i r e - e x t i n g u i s h e r  above all aims at q u e n c h i n g  t h i r s t  -  a connotation 
that is also mirrored in the results: similar to the TGS-metaphor, within the 
purchase’s preliminary stages [thirst quenching] leads the c o g n i t i v e  as well as 
a f f e c t i v e  r e s p o n s e s ,  being s e c o n d  at the b e h a v i o u r a l  i n t e n t i o n s .
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However, although one might expect, that these three metaphors and their 
corresponding subgroups lead to statistically significant differences, the Kruskal-Wallis 
test did not report any in the manner described. Rather, none of the subgroups 
concerning a fitness drink’s expectation differed significantly from each other -  
throughout all latent constructs. Nevertheless, also this might be a further research’s 
starting point, not least as here (statistically significant) differences concerning the 
drink’s evaluation would be self-evident.
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Attitude towards Advertising in general
As explained above, next to s p o r t s -  or f i t n e s s - d r i n k - r e l a t e d - q u e s t i o n s  there was also 
one question concerning the recipient’s a t t i t u d e  t o w a r d s  a d v e r t i s i n g  i n  g e n e r a l ,  
reflecting her g e n e r a l  p r e d i s p o s i t i o n  towards advertising. Here, 21% stated, that they 
have a r a t h e r  negative attitude, whereas 39% described their attitude as n e u t r a l  and 
40% as r a t h e r  p o s i t i v e  (see figure 4.7).
rather negative rather positive
21% 40%
neutral
39%
Fig. 4.7: Attitude towards Advertising in general -  C lasses’ Distribution 
Non-parametric Testing
When thinking of the relationship of a t t i t u d e  t o w a r d s  a d v e r t i s i n g  on the one hand and 
e v a l u a t i n g  d i f f e r e n t  m e t a p h o r s  f o r  a d v e r t i s i n g  on the other, one might think of a setting 
that can be best described as ‘ t h e  h i g h e r  t h e  a t t i t u d e ,  t h e  h i g h e r  t h e  m e a n  r a n k ’ . 
Examining the mean ranks, two things attract attention:
• Firstly, the purchase’s preliminary stages { c o g n i t i v e / a f f e c t i v e  r e s p o n s e s  and 
b e h a v i o u r a l  i n t e n t i o n s )  show results as expected: in all but one case the [rather 
positivej-subgroup is in the leading position, followed by the [neutral]- and after 
that, the [rather negative]-subgroup. So in almost all cases, independent of the 
metaphor’s specificity-level, the mean ranks declined with the attitude towards 
advertising.
• Secondly, however, within the first two constructs (comprehension, respectively 
aptness) the relations of attitude and mean rank is rather irregular. So no clear 
patterns can be recognised.
As before, Kruskal-Wallis testing was conducted to indicate significant differences 
caused by attitude towards advertising in general within the different hypothetical 
constructs. Here, within the group of TGS, the scores do n o t  report any significant 
difference. However, statistically significant differences were found within the areas of 
LTGS and NTGS.
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LTGS
Regarding the results of Kruskal Wallis, within the LTGS-group the different levels of 
attitude towards advertising seem to significantly influence behavioural intentions:
• Behavioural intentions %^(2, n=100) = 6.900, p = .032
Analysing pairwise with the help of a Mann-Whitney U test, here it is the relationship of 
the [rather positivej-subgroup to the [neutral] and [rather negative] ones (see table 
4.13) that is statistically significant. However, as the Bonferroni-correction would lower 
the p to .0083, paying attention to the family-wise error would lead to a loss of the 
difference’s significance.
Attitude towards advertising in general 
LTGS
Behavioural intentions
Pairwise comparison N U z P r
Rather positive vs neutral 79 571.500 -2.056 .039 .23
Rather positive vs rather negative 61 268.500 -2.331 .020 .30
Tab. 4.13: Attitude towards Advertising in general -  LTGS Results
NTGS
However, the same applies for the NTGS-groups. Also here, the Kruskal-Wallis test 
indicated significant differences within the construct of behavioural intentions:
• Behavioural intentions %^(2, n=100) = 8.242, p = .016
Furthermore, again it is the relation of the positive attitude to the neutral as well as 
rather negative attitude -  and again, in the case of correcting with the help of 
Bonferroni, both results are not statistically significant (see table 4.14).
Attitude towards advertising in general 
NTGS 
Behavioural intentions
Pairwise comparison N U z P r
Rather positive vs neutral 79 561.000 -2.176 .030 .24
Rather positive vs rather negative 61 256.000 -2.518 .012 .32
Tab. 4.14: Attitude towards Advertising in general -  NTGS Results
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Similar to the results of the fitness drink expectation, also these results are surprising: if 
one had to name a recipient’s characteristic with a high chance of getting significant 
differences among the subgroups, it most probably would have been the attitude 
towards advertising. However, the results look different. One potential explanation: the 
recipients’ evaluation of the statements happened, in a way, decoupled from their 
advertising attitude -  as the questionnaire containing the metaphors although dealing 
with advertising, indeed did not look like advertising. So for most recipients it probably 
could have been scientific rather than promotional -  above all because of a lack of 
advertising’s main media (e.g. magazines containing print ads or mailings) and the 
rather scientific or research-like approach (i.e., evaluating all three headlines). 
However, nevertheless it seems as if the attitude comes through, when it comes to 
behavioural intentions (probably the most desirable stage of advertising effect): here 
LTGS as well as NTGS showed significant differences. Furthermore, indicating .118, 
here also TGS had its smallest significance value.
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Interim Conclusion
Within the analysis of the recipients’ characteristics, the thesis tried to find out, if the 
characteristics’ subgroups (e.g. certain age classes, or recipients with different 
attitudes towards advertising) differ concerning their evaluation of the metaphors. In 
reporting this:
• The age subgroups did not seem to have any influence on the latent constructs.
• Within sports regularity, there can be a pattern assumed, namely ‘the more 
sports, the better evaluating’: Here it seems as if this applies across metaphor 
levels and as if the effect does not diminish with a decreasing level of 
metaphor-specificity. Furthermore, it is above all the group of heavy attendants 
that stands out in the crowd.
• Concerning sports’ main driving force it appears as if the subgroup that aims 
at performance/success better evaluates the drink concerning the purchase’s 
preliminary stages across all metaphor levels. However, different to sports 
regularity, here the decreasing level of metaphor specificity also seems to lead 
to diminishing evaluation. So here the TGS metaphor seems to outperform the 
less specific counterparts -  probably as it underlines and amplifies the fitness 
drink’s performance aspect.
• The results of the sports’ main driving force makes one assume that the 
analysis of the fitness-drink-expectation subgroups most probably lead to 
similar outcomes. Indeed one can recognise patterns for each of the three 
metaphors: here it appears as if the different subgroups (e.g. [ingredients]) 
better evaluate ‘their’ corresponding metaphor (in this case: bio-diesel) -  
however, this happens with no statistical significance.
• Another characteristic that rather stands out because of its statistically non­
significant subgroups is the recipients’ attitude towards advertising in 
general. Similar to the recipients’ fitness drink expectation, also here one can 
notice certain patterns. Here, above all concerning the purchase’s preliminary 
stages, it seems as if the lower the attitude, the lower the evaluation -  however, 
also here with less statistically significant differences than expected. However, 
the relation of attitude and evaluation only becomes significant concerning the 
recipients’ behavioural intentions. Probably, this is because people did not 
regard the questionnaire as promotional communication.
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However, as explained above, all the characteristics can also be regarded against the 
background of involvement. All abovementioned characteristics fall into the category of 
personal factors. When defining involvement as personal relevance (see above), then 
one would probably have expected other outcomes than the ones presented above, 
above all for the characteristics of fitness drink expectation or attitude towards 
advertising in general. However, one has to keep at the back of one's mind that the 
analysis treated the variables and its characteristics as independent -  although they 
are most probably not. In fact, one can assume that there are certain synergy effects or 
relations neglected within the research that nevertheless affect the outcomes. 
Furthermore, some of the subgroups are really small -  a fact that should also be kept 
in the back of one’s head when thinking of the results’ explanatory power.
Last but not least, also the recipients’ answers should be assessed carefully as 
probably not everybody who wants to reduce weight or who wants to get in better 
shape say they do but refer to fun as the main impetus (especially in this case, the 
relation of 87% of the group attending at least once a week but only 53% aiming at the 
body seems remarkable). The same applies for the issue of sporfs regularity an6 might 
be described as a form of socially desired response behaviour (cf. Kromrey, 2009).
269
4.3 Conclusion
As intimated above, as a preceding objective the analysis’ main reason was to 
quantitatively analyse and reassess the rather qualitatively developed, respectively 
deduced metaphors representing different levels or target-group-specificity. Guided by 
the assumption, that the less specific a metaphor is, the less impact on the target 
group it will have, the thesis utilised the Ward and Gaidis’ (1990) approach, who 
defined three issues relevant for a metaphor’s effectiveness: comprehension, 
persuasion and aptness. As these latent constructs reflect the target-group-specific 
moderating variables they serve as a way to connect a metaphor’s level of specificity 
and its effectiveness.
Here, the results are as expected and underline the theoretical assumption concerning 
the positively correlated relationship of the level of a metaphor’s target-group-specificity 
and its impact on the target group. So concerning the main objective now the 
foundations are laid to insert the headlines into the mailing -  to see, if the apparently 
higher impact of more target-group-specific metaphors will also take place, when the 
metaphor is not isolated and explicitly pointed out but a more implicit part of a direct 
mail.
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5. The Quantitative Mailing Analysis
5.1 Fundamentals
5.1.1 Introduction I Status quo
As seen above, the assumption proved right that more target-group-specific metaphors 
do also have more impact on the distinct target group. However, within the previous 
analysis the metaphorical headlines were the centre of attention -  with an explicit 
advice of the relationship of headline and productiUSP, respectively metaphor context 
and metaphor content. However, it is questionable, if the positive correlation also holds 
true if one puts the metaphorical headlines into a direct mail context, where they have 
to attract and struggle for attention. So the thesis’ last step will be to achieve the main 
objective: the analysis of a target-group-specific metaphor’s impact on a direct mail’s 
advertising effect. Different to the last analysis, the three metaphorical headlines will be 
supplemented by adding a fourth headline, containing a literal expression that functions 
as the target-group-specific metaphor’s equivalent, aiming at the drink’s USP: fat 
burning. So four versions will be analysed and compared aftenwards.
5.1.2. The Questionnaire’s Questions 
5.1.2.1 Introduction
Given the second quantitative analysis within this research will be conducted in a 
similar way with the help of a questionnaire and as also the target group as well as the 
topic stay (almost) the same, the thesis will not repeat the theoretical details again but 
will refer to the explanations given above. Furthermore, the second questionnaire’s 
layout follows the same visual design parameters in the same way as the 
questionnaire’s single questions will follow the same general advice as explained 
above. As with the first questionnaire also this questionnaire will start with opening 
and differentiating questions to find out about the target group’s characteristics. As 
explained above, there are two slight changes compared to the first questionnaire:
• the question concerning a recipient’s ‘attitude towards advertising in generaf 
has been modified into her ‘attitude towards direct mailing in general’
• the question concerning a recipient’s attitude towards fitness drinks has been 
supplemented by a question concerning her ’frequency of fitness drink 
consumption’
Here, the logical flow of the questions follows the partial model of advertising effect as 
well as the distinctive features of a mailing.
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5.1.2.2 The Envelope’s Opening Rate
As in real life the first obstacle for a mailing to be effective is its opening, the first 
question concerning the mailing will be one referring to its opening-probability. Van der 
Scheer (1998), Vriens et al. (1998) or Feld and Peters (2007) analysed this and found 
a positive effect between an envelope’s opening rate and the use of teasers. The four 
different versions of the mailing will have four different teasers containing the particular 
headline on its envelopes to test their effect on the opening rate.
As such participants will be asked right at the beginning to estimate the opening 
probability only by looking at the envelope:
“Imagine: You’ll find this mailing in your mailbox. Will you open it? ”
Different to all other statements, no multi-item-scale but only one item statement will be 
used to measure the opening-probability, as this construct (or concrete attribute) can 
be compassed by one item -  or, as Rossiter (2002: 313) puts it, as there is “virtually 
unanimous agreement by raters as to what it is, and they clearly understand that there 
is only one, or holistically one, characteristic being referred to when the attribute is 
posed”. Corresponding to the other Likert-scales-expressions, here also expressions of 
Rohrmann (1978; 2007) are used to support the quasi-interval level. As with the first 
questionnaire, the probability-expressions will be supplemented by using the symbols 
of [(++), (+), (0), (-), (- -)].
5.1.2.3 The Mailing’s Comprehension
After the recipients have focused on the envelope, they are asked to 'engage in the 
mailing as they normally do at home' -  i.e., to respond naturally and deal with the 
mailing in as short or long a time as they want (cf. McQuarrie and Mick, 1992). 
Following this, the questions follow the partial model introduced above:
• attention/involvement
• attitude towards
o mailing 
o product
• behavioural intentions
Furthermore, although not explicitly stated within the model, also the issue of 
comprehension will be analysed. As explained above, the comprehension of 
metaphors can be assumed to be a sine qua non for their effectiveness. Furthermore,
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the review implies that metaphors are -  or, can sometimes be -  more difficult to 
comprehend (cf. McQuarrie and Phillips, 2005; Gibbs, 1990 or Noveck et al., 2001). 
Here, different to that of the first quantitative analysis, it is not (explicitly) the 
comprehension of the metaphor but of the mailing as a whole that will be analysed. 
However, because of the evolutionary testing, everything except the headlines (and 
therefore; except the metaphors) will stay the same. Therefore, it can be assumed that 
differences in comprehension can be traced back to the different metaphors, 
respectively headlines. The comprehension-analysis will be carried out to find out if the 
issue of comprehension changes if not the metaphor but the mailing is the centre of 
attention.
Here, basically the same statements as in the first comprehension-analysis come into 
operation, including the same Likert-scale expressions. However, within the third 
statement it has become the ‘mailing’s content’ instead of ‘the mailing’:
1. “The mailing is easy to understand.”
2. “The mailing has a clear message.”
3. “The mailing’s content is comprehensible.”
5.1.2.4 The Recipient’s Attention 
Attention and involvement
As explained within the literature review, metaphors can be suggested to:
• “catch a reader’s attention” (Shin et al., 2008: 2),
• are read more completely (cf. Mothersbaugh et al., 2002)
• as well as lead to an increased “thinking into it” of the recipients (Phillips, 1997:
86) as tropes like metaphors seem to “invite elaboration” (Toncar and Munch,
2001: 56).
Furthermore, as intimated above, the level of attention is strongly correlated with the 
level of involvement, as Mitchell (1979) defines involvement as the amount of attention 
given over to an ad. Therefore, scales for measuring the issue of involvement serve as 
the basis. The statements to be rated are
1. “The mailing is attention-getting.”
2. “I carefully read the mailing.”
3. “The mailing really made me think.”
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All three statements -  at least the statements’ basic parts {paying attention to /  
carefully reading /  thinking about) -  can be found in the involvement-measuring scale 
of Lee (2000).
Furthermore, the single questions have different references:
• The first statement has also been used within the first quantitative analysis 
(slightly modified) and can be traced back to Ellen and Bone (1998) or Homer 
(1995). The later coined the term attention-getting.
• Furthermore, the second statement can also be traced back to Ellen and Bone 
(1998): here, the statement used is Ellen and Bone’s (1998) exact wording.
• The third statement -  also in the exact wording -  can be traced back to Cox 
and Cox (2001).
A comment concerning the statement 7 carefully read the mailing’: one might say that 
this is nonsense to question, as the research asks the participants to read the mailing. 
However, it is the research’s approach to ask the recipients to 'engage in the mailing as 
they normally do at home' (see above as well as McQuarrie and Mick, 1992), which 
might only be a quick glance, a quick skimming through the mailing's components -  but 
which can also end up in a careful reading. So it is the level of looking into it, i.e., an 
activity level the research is interested in (however, the research has shown that there 
really are participants, who did not read the letter or the flyer or that just skimmed 
through all parts).
Recall
As intimated above, the process of thinking into it can also be assumed to affect 
memorability in a positive way. So research has shown, that metaphors in politics led 
to a better recall of the featured arguments (Read et al., 1990). However, what works in 
a non-advertising-context also seems to work in the area of promotional 
communication:
• metaphors in slogans enhanced brand recall (Reece et al., 1994)
• tropes made ads more memorable (Toncar and Munch, 2001)
• rhetorical figures in headlines led to superior recall (Tom and Eves, 1999)
• copy containing metaphors improved unaided as well as aided recall of brand 
names (Gray and Snyder, 1989)
Thus, the research includes an aided recall-section to test the fitness drink’s name 
{minus) as well as the drink’s USP {fat burning).
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The approach adopted followed Berg and Lippman (2001), who measured the impact 
of humour on radio advertising:
• The real brand name {minus) was intermixed with two other, in a way related 
names (here: plus, respectively zero) not previously presented. Furthermore, a 
fourth alternative was included, where participants could write down a name if 
they think none of the three names would fit.
• Following this, the drink’s USP (and, at this, the mailing’s main message: i.e., 
the drink burns fat) was intermixed with two other possible fitness drink effects 
that have been mentioned within the focus group as possible USPs {reducing 
sweat, and natural taste). Furthermore, again a fourth alternative was included 
to write down a fourth possible alternative.
5.1.2.5 The Recipient’s Attitude 
Attitude towards the Ad I Mailing
In addition to the comprehension section, also here the research falls back to affective 
as well as cognitive items from the first questionnaire -  being again aware of the fact, 
that it now is the mailing that is the centre of attention, not the metaphor.
Cognitive Response
As explained above
• findings suggest that metaphors do lead to greater interest, e.g. in ad-texts. So 
the first item will focus the mailing’s arousal of interest (cf. Mothersbaugh et 
al., 2002).
• Beyond this, as metaphors are said to increase reading and processing of the 
ad by thinking into it and seem to lead to a more complete and accurate 
knowledge about an advertised product, ad or brand, the second item will 
analyse the mailing’s perceived information content (cf. Huhmann et al., 
2002).
• As metaphors seem to influence a recipient in such a way, that they can 
increase the motivation to read and process an ad, lead to a more complete 
knowledge about a product and guide the reader’s focus on certain message- 
related elements one might also say that the persuasive impact of metaphors 
makes mailings more convincing. So the third item will shed light on the 
mailing’s perceived level of conviction (cf. Reinsch, 1971; Siltanen, 1981 or 
Phillips and McQuarrie, 2009 -  see also Sopory and Dillard’s (2002) meta­
analysis).
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So the items to be tested are:
1. “The mailing is interesting."
2. “The mailing is informative."
3. “The mailing is convincing.”
Following this, the three items (i.e., the components: informative / interesting / 
convincing) can be found within the research of Singh et al. (2000), Singh and Cole 
(1993), Edell and Burke (1987) or Burke and Edell (1986). Furthermore, the single 
items are used in many different scales (cf. Bruner et al. (2005) for an overview).
Affective Response
Again, the literature review as well as the first quantitative analysis serves as a basis 
for the three items:
• As stated above, metaphors in advertising seem to provide pleasure (cf. 
McQuarrie and Mick, 2003) and recipients seem to have fun in decoding 
metaphorical expressions (cf. Phillips, 2003). So one might assume that this 
effect will transfer from metaphor to mailing. Correspondingly, in conjunction 
with metaphors brands are regarded as more exciting and more sophisticated 
(cf. Ang and Lim, 2006). Beyond this, further findings let one conclude that 
metaphors raise advertising’s and communication’s attractiveness (cf. 
Dingena, 1994). Also visual metaphors can be supposed to lead to an
increased ad liking (Phillips, 2000; McQuarrie and Mick, 1999 or Jeong, 2008). 
So, corresponding to the first quantitative analysis, the first item will analyse the 
mailing’s perceived pleasure.
Furthermore, as metaphor -  and by that -  advertisements including metaphors 
can be said to provide pleasure, they also can be said to be entertaining. So the 
second item will be about the mailing’s perceived entertainment-factor.
• Beyond this, as metaphors can raise promotional communication’s
attractiveness, provide pleasure and lead to an increased ad liking, one can 
also assume, that mailings including metaphors are, in a way, appealing. 
Therefore, the third item will measure the mailing’s appealing- or pull-factor.
Again, the research resorts to existing scales, respectively items. The items used here 
are
1. “The mailing is entertaining."
2. “The mailing is enjoyable."
3. “The mailing is appealing."
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Also these items were used within advertising research; the first and second item 
within the research of OIney et al. (1991), the second and third within the work of 
Laczniak and Muehling (1993).
Attitude towards the Brand I Product 
Attitude towards the Drink
As already intimated above, attitudinal effects seem to extend from the ad to the brand 
and the product in general:
• McQuarrie and Phillips (2005: 17, emphasis added) state that using 
metaphorical claims make recipients “receptive to multiple, distinct, 
positive inferences about the advertised brand”.
• Concurrent results are to be found in Hitchon (1991), who assumes that 
novel metaphors can change brand attitude or in DeRosia (2001; 
2008) who also assesses the influence of metaphor on brand beliefs. 
Last but not least, Toncar and Munch (2001) found that tropes increase 
the attitude towards the product among low involved subjects.
Here the statements for the drink are:
1. “Altogether, the drink is a good product.”
2. “It is beneficial for people doing sports.”
3. “The fitness drink is desirable.”
Here, the statements can be referred to the Aab-scale of Ahluwalia (2000), who also 
used these three items (i.e., the main components: good /  beneficial /  desirable) to 
measure the attitude towards product/brand. Furthermore, also Ahluwalia et al. (2000; 
2001) used these three items, complemented by a fourth (nice). However, the latter 
does not fit in this context.
Source Credibility
As stated above, the metaphorical attitudinal effects are also reflected in the attitude 
towards the speaker as well as the content or the source in general. So extended 
metaphors lead to an increased perception of the source’s authoritativeness (Reinsch, 
1974) and also a metaphor’s content seemed to influence a source’s credibility 
(Reinsch, 1975). Additionally, Bowers and Osborn (1966) also maintain that metaphors 
can increase -  but also decrease -  source credibility.
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The subject of source credibility can be traced back to Hovland, a professor of 
psychology at Yale, and his colleagues in the 1950’s (Hovland et al., 1949; Hovland 
and Weiss, 1951 or Hovland et al., 1953). In their approach they began to separate 
communication’s content from the source of communication, stating that “an important 
but little-studied factor in the effectiveness of communication is the attitude of the 
audience toward the communicator” (Hovland and Weiss, 1951: 635). Today, credibility 
of the source is always a main topic in communication and can be defined as “the 
extent to which the recipient sees the source as having relevant knowledge, skill, or 
experience and trusts the source to give unbiased, objective information" (Belch and 
Belch, 2004: 168).
A source can be people (e.g. celebrity endorsements, see Fanderl, 2005), media (e.g. 
a website, see Kotler et al., 2009), companies (cf. Goldsmith et al., 2000) or brands (cf. 
Hoeffler and Keller, 2002 -  or also Koeppler, 2000 for an overview). Furthermore, 
source credibility can be classified into different dimensions. Such approaches can be 
divided into two- and three-dimensional ones. Belch and Belch (2004) or Kotler et al. 
(2009) differ between two dimensions: trustworthiness and expertise. Some other 
researchers (Ohanian, 1990; Till and Busier, 2001 or Lafferty et al., 2002) complement 
a third dimension, namely attractiveness.
As the underlying research will focus on the brand/product as well as the underlying 
message {this drink will burn fat), the source credibility is rather not about the 
attractiveness of the source. Furthermore, however, the mailing’s as well as the 
product’s attractiveness will be evaluated within the Aad-/Ab-constructs. Beyond this, 
the mailing is not mainly about celebrity endorsements, testimonials (although there is 
a small testimonial on the back of the flyer) or experts of whatever nature -  i.e., there is 
no classic presenter, who introduces a new product, needing expertise.
Therefore, the underlying research concentrates on the source’s trustworthiness -  
not least, as participants thinking about buying the drink need to trust the 
communicated details, research results and promises.
Here the statements for source credibility are:
1. “The mailing’s content is credible.”
2. “I believe in the fitness drink’s effect.”
3. “I trust the product.”
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Here, the statements (i.e., the main components; credible / believable / trustworthy) 
are based on the scales of Andrews et al. (1998 and 2001). Furthermore, having a look 
at the literature, it seems to be common practice to focus on only one of the three 
source credibility dimensions -  however, in most cases this seems to be the dimension 
of trustworthiness (cf. Andrews et al., 1998; 2001 -  or also Bobinski et al., 1996; 
Lichtenstein and Bearden, 1989; Tripp et al., 1994 or Moore et al., 1994).
5.1.2.6 The Recipient’s Behavioural intentions
Although the first and second quantitative analyses differ in the focus of interest 
{metaphor vs. mailing), the category of behavioural intentions stays the same as it is in 
both cases about the element the metaphor as well as the mailing is aiming at: the 
fitness drink.
Therefore, the items as well as the underlying explanation will stay the same -  with one 
slight change: as the mailing offers a trial for the drink (including money-back- 
guarantee) and to fulfil the mailing’s call-to-action, the thesis replaces the word 
“buying” in the third item with the word testing -  which opens up the statements to 
order the trial by mail as well as to buy the drink in a shop.
Following this, the items are:
1. “The mailing makes me recommend the drink to a friend."
2. “The mailing makes me look for more information about the drink."
3. “The mailing makes me test the drink."
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5.2 The Analysis’ Results
5.2.1 Introduction
As explained above, this second quantitative analysis is about achieving the research’s 
main objective: testing the impact of metaphors with different levels of target-group- 
specificity as well as of a target-group-specific literal expression on a direct mail’s 
advertising effect. In the following, the metaphors will be called
• TGS for the target-group-specific metaphor
• LTGS for the less target-group-specific metaphor as well as
• NTGS for the non-target-group-specific metaphor
Furthermore, the literal equivalent to the target-group-specific metaphor is called LIT.
Different to the first quantitative testing, the underlying research is not a within- 
subjects-design but is based on four independent groups. So the sample sizes are 
4 x  100.
5.2.2 Hypotheses
Concerning the hypotheses one needs to find out, if there is any difference between 
TGS, LTGS, NTGS and LIT concerning
• the mailing’s opening rate, which in a way reflects the envelope’s advertising 
effect
• the mailing’s advertising effect
Following this, the mailing’s advertising effect can be further defined as consisting of 
the latent constructs of
• comprehension
• attention
o involvement
o aided recall of brand-name / DSP
• attitude towards the mail
o cognitive response 
o affective response
• attitude towards the drink
o attitude towards the drink in the narrower sense 
o source credibility
• behavioural intentions
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The null hypothesis concerning the opening rate
HbOa: There is no difference between teasers containing 
a target-group-specific (TGS) metaphor 
a less target-group-specific (LTGS) metaphor 
a non-target-group-specific (NTGS) metaphor 
a literal (LIT) target-group-specific equivalent 
on a mailing’s envelope concerning the mailing’s opening rate.
As well as the corresponding alternative hypothesis
Hb1a'. There is a difference between teasers containing 
a target-group-specific (TGS) metaphor 
a less target-group-specific (LTGS) metaphor 
a non-target-group-specific (NTGS) metaphor 
a literal (LIT) target-group-specific equivalent 
on a mailing’s envelope concerning the mailing’s opening rate.
Furthermore, the meta-hypothesis with regards to the construct of advertising effect
HbOb; There is no difference between a mailing containing
• target-group-specific (TGS) metaphorical headlines
• less target-group-specific (LTGS) metaphorical headlines
• non-target-group-specific (NTGS) metaphorical headlines
• headlines containing a literal (LIT) target-group-specific equivalent 
concerning the mailing’s advertising effect.
As well as the corresponding alternative hypothesis
Hb1b: There is a difference between a mailing containing
• target-group-specific (TGS) metaphorical headlines
• less target-group-specific (LTGS) metaphorical headlines
• non-target-group-specific (NTGS) metaphorical headlines
• headlines containing a literal (LIT) target-group-specific equivalent 
concerning the mailing’s advertising effect.
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5.2.3 Pretest
As in the first part of this study, the questionnaire was pretested to analyse its 
understandability as well as the scale’s reliability. Similar to the first quantitative 
analysis, two recipients provided a declared and twenty participants did an undeclared 
pretest. Compared to the first testing, the analysis was an independent-subjects- 
design, so the recipients got the TGS-mailing for pretesting. As it seemed that the 
participants could handle the questionnaire very well, no improvement was made.
Again, also the reliability-testing with the help of Cronbach’s alpha was sufficient -  with 
alphas >.7 in all cases (see table 5.1).
I Cronbach’s 
alpha
Com pre­
hension
Involve­
ment
Mailing:
Cognitive
Response
Mailing:
Affective
Response
Attitude 
towards 
the Drink
Source
Credibility
Behavioural
Intentions
T G S 0.773 0.747 0.796 0.754 0.753 0 .767 0 .847
Tab. 5.1 : Overview of Cronbach Alpha Values, Second Pretest
Furthermore, all inter-item correlations were positive, indicating that all items can be 
suggested to measure the same underlying construct as well as all corrected item-total 
correlations were >.3, indicating that all items correlate sufficiently with the total score. 
However, the analysis of the questionnaire’s reliability (here, with the help of 
Cronbach’s alpha), leads to another issue intimated above: the analysis’ validity, to be 
more precise, its construct validity.
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5.2.4 Testing Construct Validity: The Confirmatory Factor Analysis
As explained above, to support construct validity, the underlying research will conduct 
a factor analysis -  to be more precise: a confirmatory factor analysis (CFA -  see also 
appendix E.1).
The CFA-approach can be traced back to the early 1970’s (cf. Joreskog, 1969; 1971). 
As explained above, compared to the exploratory factor analysis {EFA), CFA is not 
data-driven, seeking for underlying structures or theories but theory-driven (cf. 
Schreiber et al., 2006): here, theories (or, as within the underlying research theoretical 
structures resulting out of a literature review) serve as a basis of this. At this, the 
hypothesised, theoretical model provides the basis for an estimated covariance matrix, 
which will be compared with the covariance matrix of the observed data -  to see, if the 
predefined model fits the empirical data, aiming on minimising the differences (cf. 
Schreiber et al., 2006 or Schermelleh-Engel et al., 2003). With the help of CFA one can 
conduct construct validity, to be more precise: convergent and discriminant validity. As 
explained above, whereas convergent validity analyses, if variables that should 
correlate theoretically do so empirically (i.e., if the items load on the underlying latent 
construct), discriminant validity evaluates, if variables that theoretically lack relation do 
so concerning the observed data (i.e., if the latent constructs differ -  cf. Trochim, 
2006b).
CFA
The first step to conduct construct validity with the help of a CFA is to define a so- 
called measurement or factor model to find out about correlations and covariances (cf. 
Blunch, 2008 or DeCoster, 1998). In doing this, all analyses will be conducted with the 
help of AMOS, a software tool for CFA. Concerning the model, the literature review and 
the underlying advertising effect model serve as a basis for the factor model. Here 
figure 5.1 displays the latent variables with its corresponding items to serve as the 
measurement model.
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Fig. 5.1 : CFA M easurem ent Model 
T h e  following m e a s u re m e n t m o del tes t a n a ly s e s  th e  m o d e l’s fit. A s  such  th e  re se arc h  
uses o n e  o f th e  m ost p o p u la r tec h n iq u es  in C F A  (cf. N ev itt an d  H a n c o c k , 2 0 0 1 );  th e  
m a x i m u m  l i k e l i h o o d  e s t i m a t i o n  ( M L ) ,  m eas u rin g  th e  l i k e l i h o o d ,  i.e ., th e  p r o b a b i l i t y  o f 
getting th e  o b s erv ed  d a ta  (th e  co rre lation  o r c o v a ria n c e  m atrix) w h e n  th e  h yp o th es is ed  
m odel is as s u m e d  to be true (cf. B lunch, 2 0 0 8 ) . A s  a p rereq u is ite  (an d  th e re fo re  a  
lim itation) o f M L  n ext to a larg e  s a m p le  s ize  is th e  n eed  for a  m u l t i v a r i a t e  n o r m a l  
d i s t r i b u t i o n  (cf. S c h e rm e lle h -E n g e l e t a l., 2 0 0 3  o r Jo resko g  and  W o ld , 1 9 8 2 ). H o w e v e r,
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ML can be assumed to be relatively robust, if the assumption of normality is violated 
(of. Boomsma and Hoogland, 2001; Chou and Bentler, 1995; Curran et al., 1996; 
Hoyle, 1995; Hu et al., 1992 or Muthén and Muthén, 1998). However, Schermelleh- 
Engel et al. (2003: 26) state that “simulation studies suggest that under conditions of 
severe nonnormality, ML parameter estimates are still consistent but not necessarily 
efficient”. Also Blunch (2008: 97) suggests that only “severe non-normality” will bias the 
results. Therefore it can be assumed that this bias will lead to a rise of the asymptotic 
chi-square values as well as to an underestimation of the parameter estimates’ 
standard errors (Blunch, 2008).
Concerning the testing of multivariate normality, AMOS offers univariate skewness and 
kurtosis as well as multivariate kurtosis. For the univariate values, Kline (2005) 
suggests values of s3 for skewness and ^8 for kurtosis to be acceptable. West et al. 
(1995) assume cut-off values of 2 for skewness and of 7 for kurtosis. Here, all the 
model’s univariate skewness and kurtosis values are considerably within the suggested 
range for a normal distribution. However, although non-normal univariate measures will 
lead to non-normal multivariate results, a rather slight non-normality within the 
univariate values is no guarantee for a multivariate normality (cf. Gao et al., 2008). For 
measuring multivariate normality, AMOS offers Mardia’s multivariate kurtosis (Mardia, 
1970). Following this, there seems to be no standard rule of thumb for cut-off values 
(of. Hancock and Mueller, 2006). The software tool EQS operates with a cut-off value 
of 3 (of. Bentler and Wu, 2002). Furthermore, AMOS offers a critical ratio (OR) for the 
multivariate kurtosis, which can be assumed to be asymptotically normally distributed. 
A sample can be suggested to be multivariate normally distributed at .05, when CR is 
less than 1.96, respectively at .01, if CR is less than 2.56 -  indicating that the 
multivariate kurtosis coefficient cannot be considered to be significantly different from 
zero (of. Gao et al., 2008). Testing the impact of non-normality, Harlow (1985) found 
that a multivariate kurtosis greater than 7.98 lead to a bias of 5% or more of the 
standard error estimates in both directions. Here, Mardia’s multivariate kurtosis is 
about 10.539 with a CR of 3.391. However, as Mardia’s value can become quite large 
(up to 50 and even bigger, cf. Large, 2003), this might be some kind of borderline case. 
So the analysis will start with ML analysis, assuming multivariate normality, but ensure 
the results with an unweighted least squares (ULS) analysis provided by AMOS, which 
does not assume multivariate normality. Analysing the model fit, AMOS reported the 
following indices (cf. Hu and Bentler, 1999):
• 225.63; df: 168; RMSEA: .029; TLI: .976; CFI: .981
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To interpret this, Hu and Bentler (1999) defined the following cut-off values for the 
indices
• Root Mean Square Error of Approximation (RMSEA): < .06
• Tucker Lewis index (TLI): > .95
• Comparative Fit Index (CFI): > .95
However, here all the indices can be judged satisfactory.
Another goodness of fit measure is the so-called normed (cf. Hair et al., 2006), 
which can be defined as the %^-value divided by the degrees of freedom (df). At this, 
the underlying model’s value is 1.34, which can be considered very good (ibid.).
However, the underlying reason for conducting the CFA was to measure the construct 
validity, namely convergent as well as d/scnm/nanf validity.
Convergent Validity
For measuring convergent validity, one should have a look at the factor loadings -  or, 
as they are called in AMOS, the standardised regression weights (cf. Arbuckle, 2009 or 
Byrne, 2009). For satisfactory convergence, these values should at least be > 5 (of. 
Steenkamp and van Trijp, 1991), and at best be >.7 (of. Hair et al., 2006), respectively 
>.707, as then more than 50% of an item’s variance is caused by the latent construct 
(cf. Hulland, 1999). Here, in all cases the loadings are >.5 and in all but 5 cases >.707, 
with the smallest loading of .667 -  i.e., relatively close to the cut-off.
Another indicator of convergent validity which is also based on the standardised 
regression weights is the so-called average variance extracted or AVE (of. Fornell and 
Larcker, 1981) which can be defined as
summation of (standardised regression weights)^ 
summation of (standardised regression weights)^+(summation of error variances)
Here, as a benchmark, the AVE should be >.5, as from there on the variance explained 
becomes greater than the variance resulted from the measurement error (of. Chin, 
1998). As all but one AVE in this study are >.5, with the outlier being very close to the 
cut off (.477), one can assume a sufficient convergent validity (see table 5.2 below).
ML: AVE Com pr Involv AttM_cog AttM _aff AttDrink S _C red B-lnten
.563 .557 .516 .477 .510 .521 .58 2
Tab. 5.2: Convergent Validity (M L), Second Main Test
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Discriminant Validity
Furthermore, the AVE as well as the Fornell and Larcker criterion (1981) will be at the 
focus when talking about discriminant validity. Here, the Fornell-Larcker-criterion 
assumes, that the AVE should be greater than the square of the correlations among 
the constructs, i.e., the latent variables. This indicates that more variance is shared 
between the items within one variable than with another item representing another 
latent variable (cf. Chin, 1998). In table 5.3, the bold values on the diagonal are the 
AVE. Here, in 19 of 21 cases the squares of the correlations are smaller than their 
corresponding AVE. So a sufficient discriminant validity can be assumed -  however, 
one that can be improved.
Compr Involv AttM_cog AttM _aff AttDrink S_C red B-lnten
Com pr .563
Involv .216 .557
AttM_cog .392 .436 .516
AttM _aff .174 567 .424 .477
AttDrink .261 .160 .548 .278 .510
S_Cred .057 .356 .179 .371 .150 .521
B-lnten .080 .029 .193 .042 .146 .017 .582
Tab. 5.3: Discriminant Validity (ML), Second Main Test
ULS
However, as explained above, the prerequisite of multivariate normality might be 
questioned. Therefore, to ensure the construct validity testing, the standardised 
regression weight as well as the AVE and the Fornell-Larcker-criterion have been 
calculated with the help of the unweighted least squares (ULS) approach. In doing this, 
the ULS is not dependent on the assumption of multivariate normality (of. Blunch, 
2008).
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Again, all factor loadings exceed the >.5 benchmark, with 7 out of 21 falling short of 
being >.707 -  again, all very close. So also here a high convergent validity can be 
assumed, not least as all but one AVE are significantly >.5, with the outlier again being 
very close to .5 (table 5.4).
ULS:
AVE
Com pr Involv AttM_cog AttM _aff AttDrink S_Cred B-lnten
.562 .556 .517 .480 .509 .521 .565
Tab. 5.4: Convergent Validity (ULS), Second Main Test
Furthermore, the Fornell-Larcker criterion shows, that in all but two cases the AVEs are 
sufficiently bigger than the corresponding correlation squares (table 5.5). So, also here 
one can assume a sufficient but improvable discriminant validity.
ULS Com pr Involv AttM_cog AttM _aff AttDrink S_Cred B-lnten
Compr .562
Involv .216 .556
AttM_cog .398 .436 .517
AttM _aff .170 .557 .425 .480
AttDrink .262 165 .549 .282 .509
S_Cred .058 .356 .181 .371 .154 .521
B-lnten .084 .036 .213 .050 .171 .020 .565
Tab. 5.5: Discriminant Validity (ULS), Second Main Test
However, following these results, one can assume a sufficient construct validity of the 
underlying analysis -  which could be better in some parts, but nevertheless gives no 
reason to question the approach’s discriminant as well as convergent validity. 
Following this will be the main approach to the analysis.
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5.2.5 The Main Testing
A s w ith th e  p rev ious ap p ro ac h  th e  m ain  study will s tart by looking a t th e  q u o tas  a s  w ell 
as  th e  an a lys is  o f re liab ility  and  norm ality .
5.2.5.1 Quota Sampling
T h e  q uo tas  in all fo u r g roups o f th e  m ain  study w e re  ve ry  c lo se  to th e  u nderly ing  q u o ta  
o f th e  td w i-m a rk e t-m e d ia -s tu d y  (s e e  a p p e n d ix  E .2 ). A s  ex p la in ed  a b o v e , s light 
d iffe ren ce s  a re  d u e  to  th e  in te rco n n e c te d n es s  o f q u o ta -c o n ten t; e v e ry  p artic ip an t  
in flu en ces all o f th e  q u o ta -c o n ten ts .
5.2.5.2 The Scale’s Reliability
T o  su p po rt reliability , ag a in  C ro n b a c h ’s a lp h a  h as  b een  ca lcu la ted  (s e e  ta b le  5 .6 ).  
H e re , 2 7  out o f 2 8  v a lu e s  sh o w  scores  > .7  -  h o w ev er, only o n e  v a lu e  (th e  m a ilin g ’s 
affec tive  re sp o n s e ) w a s  ju s t b e lo w  th e  cu t o ff ( .6 9 5 ) .  F u rth e rm o re , ag a in  all in te r-item  
co rre la tio ns a re  positive and  all co rrec ted  item -to ta l statistics a re  h ig h er th an  th e  
b en c h m a rk  o f .03 .
Cronbach’s
alpha
Compre­
hension
Involve­
ment
Mailing:
Cognitive
Response
Mailing:
Affective
Response
Attitude
towards
the
Drink
Source
Credibility
Behavioural
Intentions
TGS 0.704 0.794 0.703 0.695 0.723 0.752 0.779
LTGS 0.747 0.792 0.809 0.771 0.813 0.794 0.806
NTGS 0.850 0.808 0.768 0.720 0.720 0.722 0.764
LIT 0.781 0.708 0.722 0.728 0.723 0.772 0.817
Tab. 5.6: Overview of Cronbach Alpha Values, Second Main Test
T o  fu rth er support th e  a n a ly s is ’ re liability , o n e  can  a lso  ca lcu la te  th e  c o m p o s i t e  
c o n s t r u c t  r e l i a b i l i t y ,  a lso  ca lled  c o m p o s i t e  r e l i a b i l i t y  { c t .  F orne ll an d  L arcker, 1 9 8 1 ; H a ir  
e t a l., 2 0 0 6  or C h in , 1 9 9 8 ). W ith in  th is, th e  re liab ility  sco re  is ca lcu la ted  in a  s im ila r w a y  
to th e  a v e r a g e  v a r i a n c e  e x t r a c t e d  (A V E  -  s e e  a b o v e ). H o w e v e r, h e re  it is not th e  s u m  
o f th e  s q u a r e d  s t a n d a r d i s e d  r e g r e s s i o n  w e i g h t s ,  but th e  s q u a r e  o f th e ir s u m :
(su m m atio n  o f s ta n d ard is ed  regress ion  w eights)^
(su m m atio n  o f s tan d ard ised  regress ion  w e ig h ts )^ + (s u m m a tio n  o f e rro r v a ria n c e s )
F u rth e rm o re , C hin  (1 9 9 8 ) reg ard s  th e  co m p o s ite  re liab ility  a s  being m o re  a c c u ra te  th an  
th e  C ro n b a c h ’s a lp h a , as  its score  d o es  not d ep en d  on th e  n u m b e r o f item s u sed . A s
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can be seen  b e low  (ta b le  5 .7 ), am o n g  all g ro up s all v a lu e s  e x c e e d  th e  su g g ested  
b en c h m a rk s  o f .6 (B a g o z z i an d  Y i, 1 9 8 8 ), re sp ec tiv e ly  .7 (N u n n a lly  an d  B ern ste in , 
1 9 9 4 ) -  fu rth er supporting  th e  a n a ly s is ’ re liability .
1 Composite 
reliability
Compre­
hension
Involve­
ment
Mailing:
Cognitive
Response
Mailing:
Affective
Response
Attitude 1 Source 
towards Credibility 
the 
Drink
Behavioural
Intentions
ML .794 .790 .768 .732 .757 .765 .807
ULS .793 .789 .762 .734 .756 .765 .795
Tab. 5.7: Composite Construct Reliability, Second Main Test
5.2.5.S Testing for Normality
T h e  testing  for n orm ality  p lays a  d ec is iv e  role fo r th e  an a lys is , as  th e  ty p e  o f 
distribution d e te rm in e s  th e  ty p e  o f statis tica l tec h n iq u e  to be u sed . A g a in , all th re e  
co m m o n ly  used  m eth o d s  c o m e  into p lay (s e e  a p p e n d ix  E .3 ):
• K o lm o g o ro v -S m irn o v  (K S ) as  w e ll as  S h a p iro -W ilk  (S W )
• th e  d is tribu tion ’s s k e w n e s s  an d  kurtosis
• th e  v isua l an a ly s is  o f h is to g ram s as  w ell as  norm al probability  plots  
Kolmogorov-Smirnov I  Shapiro-Wilk
S im ila r to th e  first q u an tita tive  an a lys is , being sm a lle r th an  .05 , all sc o res  o f K S  as  w ell 
as  S W  ind icate  a  n o n -n o rm al d istribution -  all o f th em  not e v e n  being  c lo se  to th e  cu t 
off va lu e .
Skewness and Kurtosis
W h a t is show n m ost h ere  is th at, d iffe ren t to th e  first q u a n tita tive  an a lys is , m o st o f th e  
v a lu e s  o f s k e w n e s s  and  kurtosis a re  w ithin th e  ra n g e  o f ±  1. H o w e v e r, it is th e  
s k e w n e s s ’ an d  kurtosis ’ statis tica l d ispers io n , i.e ., th e ir z -s c o re s , th a t a ttrac ts  a ttention: 
4 2 %  (2 7  o ut o f 6 4 ) o f all z -s c o re s  sh o w  v a lu e s  > 1 .9 6  -  s o m e tim e s  e v e n  re m a rk a b ly  
higher. H o w e v e r, th e  d is tributions’ 5 % -tr im m e d  m e a n s  g ive  no e v id e n c e  o f outliers .
Histograms and Q/Q-Plots
H e re , as  w ithin th e  first q uan tita tive  an a ly s is , th e  ra th e r s u b j e c t i v e  v isua l an a ly s is  (cf. 
F ie ld , 2 0 0 9 ) , s e e m s  to re flect th e  resu lts o f KS  an d  S W  as  w ell as  th e  a n a ly s is  o f  
sk e w n e s s  an d  kurtosis -  g iving reaso n  to a s s u m e  a  n o n -n o rm a l d istribution .
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The results are quite similar to those already reported:
• On the one hand, one might argue to use parametric testing due to the central 
limit theorem as well as due to parametric testing’s robustness against 
moderate normality violations (see above).
• On the other hand, still the question remains as before: what is moderate? And 
is a sample size of 400 enough to cope with KS/SW-results not indicating any 
normal distribution and with rather high z-scores in 42% of all cases?
As to be expected, the research maintains the position taken previously as it is safer 
using non-parametric testing -  again, not without keeping an eye on the parametric 
testing’s results, as again all other requirements for parametric testing are fulfilled 
(measurement level: quasi-interval) or will be taken care of (homogeneity of variance).
S.2.5.4 The used Tests
Similar to the between-subjects testing of the recipients’ characteristics explained 
above, for non-parametric testing the thesis utilises the Kruskal Wallis test for 
analysing all four different groups and the Mann-Whitney U test for post hoc pairwise 
comparisons. Furthermore, concerning parametric testing the analyses among all 
groups are conducted with the help of one-way AN OVA. As with the earlier part of this 
thesis the testing proceeds similar to the repeated-measures AN OVA by basing it on 
the previous same assumptions (Pallant, 2007 or Field, 2009).
Furthermore, the homogeneity’s variance will be tested with the help of Levene’s test 
for homogeneity of variance, which analyses, if the variance in scores will be the same 
for the tested groups, i.e., variables (cf. Pallant, 2007). Here, the significance value 
(sig.) > .05 acts as an indicator of nof violating the homogeneity-assumption. In case of 
a violation, the analysis will revert to more robust equality-of-means-tests: Welch and 
Brown-Forsythe. These will adjust F as well as the residual degrees of freedom to 
overcome the problems caused by the violation (of. Pallant, 2007 or Field, 2009). 
Furthermore, if needed the pairwise post-hoc tests will be conducted with the help of 
Bonferroni testing as it controls the Type 1 error (see above). As before, for all 
analyses within the research a confidence interval of 95%, i.e., an alpha of 0.05 will 
serve as a basis for decisions -  while keeping an eye on the potential family-wise error.
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5.2.5.5 Testing the Hypotheses 
Opening Rate
A s  e x p la in ed  a b o ve , th e  lite ra tu re  su g g e s ts  an  in flu en ce  o f te a s e rs  o r h e a d lin e s  on an  
e n v e lo p e  on a  m a iling ’s o pen in g  ra te , so  th e  underly ing  h yp oth es is  is
H bOa: T h e re  is no d iffe ren ce  b e tw ee n  te a s e rs  conta in ing
• a  ta rg e t-g ro u p -sp ec ific  (T G S ) m e ta p h o r
• a  less ta rg e t-g ro u p -sp ec ific  (L T G S ) m e ta p h o r
• a  n o n -ta rg e t-g ro u p -s p e c ific  (N T G S )  m e ta p h o r
• a  literal (L IT ) ta rg e t-g ro u p -s p e c ific  e q u iv a le n t
on a  m a iling ’s e n v e lo p e  co n cern in g  th e  m a ilin g ’s o pen in g  rate.
A n alys ing  th e  s c o res ’ m e a n s ,  m e d i a n s  o r m e a n  r a n k s ,  it b e c o m e s  ev id e n t, th a t th e re  is 
a tw o -c la s s  situation: th e  T G S -  an d  L IT -e n v e lo p e s  on th e  o n e  h an d , and  th e  L T G S -  
an d  N T G S -e n v e lo p e s  on th e  o th e r -  w ith in  th e  g ro up s w ith re m a rka b ly  s im ila r va lu e s . 
H o w e v e r, w h e re a s  T G S  lea d s  th e  m e a n  ranks, L IT  ta k e s  th e  m e a n ’s first p la ce  (tab le  
5 .8 ):
1 '
Mean Std. Deviation Median 1 Mean Rank
1
TGS 100 3.4200 1.19070 1 4.00 210.87
1
LTGS 100 3.2500 1.13150 3.00 1 190.93
I Open NTGS 100 3.2600 1.00121 3.00 1 191.41
1
LIT 100 3.4500 .85723 4.00 1 208.80
Total 400 3.3450 1.05297 4.00 1
Tab. 5.8: Opening Rate -  Descriptive Statistics 
Non-parametric Testing
U sing K ruskal W a llis  testing to find out, if th e re  is a  sta tistically  s ig n ifican t d iffe re n c e  
a m o n g  th e  groups, w ith  (3 , n = 4 0 0 ) = 2 .8 7 6 , p =  .4 1 1 , th e  tes t in d ica tes  no such  
d iffe ren ce  b e tw ee n  T G S , L T G S , N T G S  and  L IT  -  a lthough  a  first look a t th e  v a lu e s  
a b o v e  could su g g est th e  ‘ t w o - t i e r  s o c i e t y ’ . T h e re fo re , not lea s t b e c a u s e  o f th e  s c o p e  o f 
th e  underly ing  re se arc h , no fu rth er p a irw ise  c o m p ariso n s  w e re  co n d u c te d . T h is  
fu rth erm o re  m e an s , th a t th e  n u ll-hypo thesis  ca n n o t be re jec ted .
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Parametric Testing
Here, with a Levene’s significance value ^ .05 (.001) the homogeneity-of-variance- 
assumption is violated. Thus, the research will resort to Welch and Brown-Forsythe: 
Opening Rate
• Welch: (3, 218.300) = 1.089, p = .355
• Brown-Forsythe: (3, 374.955) = .989, p = .398
However, also the parametric equivalent to the Kruskal Wallis testing does not indicate 
a statistically significant difference among the four groups. Again, no further pairwise 
analyses were conducted (see appendix E.4.1).
Comprehension
As seen above, the type of teaser does not seem to play a (statistically significant) role 
for a participant’s opening behaviour. However, now the analysis turns away from the 
envelope towards the mailing itself -  and first of all towards the mailing’s 
comprehension. So the hypothesis to be analysed is
HbObi: There is no difference between a mailing containing
• target-group-specific (TGS) metaphorical headlines
• less target-group-specific (LTGS) metaphorical headlines
• non-target-group-specific (NTGS) metaphorical headlines
• headlines containing a literal (LIT) target-group-specific equivalent 
concerning the mailing’s comprehension.
Having a look at mean, median and mean rank (table 5.9), again there seems to be a 
two-class-situation. And again, it is the pairs of TGS/LIT as well as LTGS/NTGS. Here, 
however, although the means’ as well as the mean ranks’ distance is larger, the 
medians’ (also significant for non-parametric testing, cf. Field, 2009) difference is 
smaller than within the opening construct. Furthermore, it is evident that concerning the 
mean as well as the mean rank, LIT takes the lead -  although just barely.
1 ^ Mean Std. Deviation Median Mean Rank
TGS 100 3.9533 .51470 4.00 224.76
LTGS 1 100 3.6700 .63120 3.6667 176.84
Comprehension NTGS 100 3.6267 .71583 3.6667 171.72
LIT 1 100 3.9633 .56833 4.00 228.69
Total 400 3.8033 .62945 4.00
Tab. 5.9; Comprehension -  Descriptive Statistics
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Non-parametric Testing
Testing the scores with Kruskal Wallis, with %^(3, n=400) = 21.325, p < .0005, the test
reveals a significant difference among the participants’ comprehension of the four
different mailings. So the null-hypothesis can be rejected and the alternative 
hypothesis accepted. The following pairwise comparisons with the help of Mann- 
Whitney U indicated statistically significant differences for the pairs of
• TGS -  LTGS {U = 3775.500, z= -3.041, p= .002, r .22)
• TGS -  NTGS {U = 3660.000, z= -3.323, p= .001, r .23)
• LTGS -  LIT {U = 3700.500, z= -3.220, p= .001, r .23)
• NTGS -  LIT (U = 3619.500, z= -3.416, p= .001, r .24)
Furthermore, also the Bonferroni-corrected p-value of .00833 (.05/6) has no effect on 
the result’s statistical significance. Here, the two-tier society assumed by looking at 
mean, median and mean rank proves true: whereas the group’s members (TGS / LIT, 
respectively LTGS / NTGS) do not differ from each other, they differ from the other 
group’s members. Here, following Cohen’s (1988b) guidelines for effect sizes (.1: small 
effect; .3: moderate effect; .5: large effect), all effects are between small and moderate.
Parametric Testing
Again, Levene’s significance value (.021; ^ .05) indicates a violation of the 
homogeneity-of-variance-assumption. Therefore, the research will again be based on 
the results of Welch as well as Brown-Forsythe:
• Welch: (3, 218.610) = 8.509, p < .0005
• Brown-Forsythe: (3, 373.234) = 8.637, p < .0005
Here the parametric testing indicates a significant difference among the groups 
referring to the mailings’ comprehension (p < .0005). The pairwise comparison, 
conducted with the help of Bonferroni (already corrected concerning the family-wise 
error) support the non-parametric results. Also here, the two group members do not 
differ from each other but from the other group’s members:
• TGS -  LTGS (Bonferroni: p = .007)
• TGS -  NTGS (Bonferroni: p = .001)
• LTGS -  LIT (Bonferroni: p = .005)
• NTGS -  LIT (Bonferroni: p = .001)
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Attention
As explained above, the literature review assumes a higher attention of participants if 
confronted with metaphors -  also resulting in a better memorability. Furthermore, as 
explained above, a strong correlation can be assumed between attention and 
involvement. Therefore, here the analysis tests the latent construct of involvement as 
well as the aided recall of the fictitious brand and USP.
Involvement
Firstly, the results of the latent construct are analysed. So the hypothesis that will be 
tested in the following is
Hb0b2: There is no difference between a mailing containing
• target-group-specific (TGS) metaphorical headlines
• less target-group-specific (LTGS) metaphorical headlines
• n o n -ta rg et-g ro u p-s pecific (NTGS) metaphorical headlines
• headlines containing a literal (LIT) target-group-specific equivalent 
concerning the participant’s involvement.
In considering the mean, mean rank and median, the results again imply a two-group 
situation. However, here the groups do not consist of dyads like the previous two sets 
of results, but on one group consisting of TGS and of another group containing the 
other three specifications (LTGS, NTGS and LIT). It remains to be seen, if these 
differences are also statistically significant. Remarkably, LTGS takes the last place 
concerning mean and mean rank (table 5.10).
N Mean Std. Deviation Median Mean Rank
1 TGS 100 3.5933 .69078 3.6667 232.29
LTGS 100 3.3567 .61455 3.3333 188.66
Involvement NTGS 100 3.3667 .66075 3.3333 190.70
LIT 100 3.3967 .51180 3.3333 190.36
1 Total 400 3.4283 .62828 3.3333
Tab. 5.10: Involvement -  Descriptive Statistics
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Non-parametric Testing
With (3, n=400) = 10.443, p = .015, the Kruskal Wallis test indicates a significant 
difference among the participants’ involvement concerning the four different mailing- 
versions. So, as before, the results indicate a rejection of the null-hypothesis and the 
acceptance of the alternative hypothesis -  with the next step leading to the pairwise 
comparisons. The following pairwise comparisons with the results of the Mann-Whitney 
U test indicated statistically significant differences for the pairs of
• TGS -  LTGS {U = 3920.000, z= -2.677, p= .007, r .19)
• TG S-NTG S (U = 4000.000, z= -2.477, p= .013, r .18)
• TGS -  LIT {U = 3901.000, z= -2.735, p= .006, r .19)
Again, the first traces of mean, mean ranks and median have come true: here, the
involvement aroused by TGS seems to outperform all other three involvements -  which 
among each other do not differ significantly. The Bonferroni-correction lowers the 
significance-level to a p of .00833, so the pairwise-comparison of TGS-NTGS has to be 
interpreted carefully. Again, all three effect sizes are quite close to each other.
Parametric Testing
Because of a violation of Levene’s significance value .05 (.022) and the resulting
violation of the homogeneity-of-variance-assumption the analysis falls back to the
approaches of Welch as well as Brown-Forsythe:
• Welch: (3, 218.529) = 2.722, p = .045
• Brown-Forsythe: (3, 379.451) = 3.190, p = .024
As found previously, the two approaches indicate a significant difference among the 
participants’ involvement among the four different versions. However, here the p- 
values are significantly higher than before. Furthermore, the pairwise comparisons’ 
results differ from the non-parametric ones:
• TGS -  LTGS (Bonferroni: p = .045)
• TGS -  NTGS (Bonferroni: p = .063)
Here, only the comparison of TGS-LTGS indicates a statistically significant difference. 
However, also the pair of TGS-NTGS is very close to the cut-off (.063 with the 
Bonferroni-correction) -  albeit not statistically significant. Noticeably, The pair of TGS- 
LIT is not even close to a p. of .05. As this is the first time, where non-parametric and 
parametric tests differ in their results, the question appearing here is: is the parametric
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testing right -  and do the less significant results follow from the more power, 
parametric tests are assumed to have? Or is the violation of normality in fact that 
severe that the power properties are gone? As explained above, the thesis will focus 
on the non-parametric findings. However, in cases of disagreement, the non- 
parametric findings will find their way into the main considerations.
Furthermore, the literature review also suggests that metaphors can also lead to a 
better memorability.
Recall
As explained above, the research included an aided recall-section to test the issue of 
memorability as a part of the recipients’ attention. Following this, the drink’s name as 
well as its USP were requested. So the hypothesis to be tested is
HbObs: There is no difference between a mailing containing
• target-group-specific (TGS) metaphorical headlines
• less target-group-specific (LTGS) metaphorical headlines
• non-target-group-specific (NTGS) metaphorical headlines
• headlines containing a literal (LIT) target-group-specific equivalent 
concerning a participant’s aided recall referring to the promoted drink’s
• name
• USP
Within two sections, the participants could choose between the correct name / USP 
and two other names / USPs. Furthermore, a fourth possibility gave the participants the 
chance to write down another name / USP. in case they would suppose none of the 
three alternatives to match.
Group
Name USP
Right Wrong Right Wrong
TGS 87 13 93 7
LTGS 84 16 90 10
NTGS 82 18 89 11
LIT 79 21 92 8
Total 332 68 364 36
Tab. 5.11 : Aided Recall Overview
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Looking at the group’s answers (respectively correct answer-percentages, as the 
group’s size is 100 -  see table 5.11), it becomes obvious that the TGS-version again is 
the leading version. Concerning the aided recall of the product’s name, TGS is followed 
by LTGS and NTGS, with LIT taking the fourth place. However, the results concerning 
the drink’s USP are slightly different: Here TGS is followed by the LIT-version; with 
LTGS and NTGS being number three and four.
Compared to the other statements using Likert-scales, here the data is nominal 
(categorical), so the approach to analyse the group’s differences is the Chi-square test 
for independence. The Pearson’s chi-square test compares the observed frequencies/ 
proportions of the two categorical variables {mailing’s version and correctness of the 
answers) to the frequencies/proportions expected, if there would be no relation 
between the variables (of. Field, 2009 or Pallant, 2007). However, the testing of 
categorical variables will be non-parametric (as the assumption of normal distribution 
will be violated).
As before, the Chi-square test for independence is based on certain assumptions (of. 
Field, 2009 or Pallant, 2007)
• Independence of data: here, each item, entity or person should only contribute 
to one cell of the cross-tabulation (so no repeated measures are allowed).
• Random samples: here, as explained above, the quota-sampling acts as a 
quasi-random sampling.
• The need for categorical variables, with at least two categories each
o Mailing version (TGS, LTGS, NTGS, LIT) 
o Answer (right, wrong) -  for name as well as USP.
• The expected frequencies of the cells {row total multiplied with column total 
divided by the overall total) should be greater than five.
The aided Recall of the drink’s Name
With a minimum expected count of 17.00, the assumption concerning the expected 
frequencies is not violated (see table 5.12). However, the Pearson Chi-Square’s 
significant value is .492, which significantly exceeds .05. As such one can conclude 
that the group’s differences concerning the aided-recall of the drink’s name are not 
significant (with %^(3, n=400) = 2.410, p = .492, Cramer’s V = .078), which means that 
until now the hypothesis cannot be rejected.
298
Group * Name Crosstabulation
Name
Total
wrong right
TGS
Count 13 87 100
Expected Count 17,0 83,0 100,0
LTGS
Count 16 84 100
Group
Expected Count 17,0 83,0 100,0
NTGS
Count 18 82 100
Expected Count 17,0 83,0 100,0
LIT
Count 21 79 100
Expected Count 17,0 83,0 100,0
Total
Count 68 332 400
Expected Count 68,0 332,0 400,0
Tab. 5.12: Aided Recall: Drink’s Name 
The aided Recall of the drink’s USP
Similar to the findings of the name’s recall, the memorability-results concerning the 
drink’s USP appear: with %^(3, n=400) = 1.221, p = .748, Cramer’s V = .055, again the 
groups’ differences are not statistically significant. Given this, it has to be noted, that no 
cell violated the expected-count-assumption of at least five (see table 5.13). 
Furthermore, with a Cramer’s V (measuring the strength of association) of .078 (name), 
respectively of .055 (USP) both cases display rather small effect sizes (cf. Pallant, 
2007). As such the null-hypothesis concerning memorability cannot be rejected.
Group * USP Crosstabulation
USP
Total
wrong right
TGS
Count 7 93 100
Expected Count 9,0 91,0 100,0
LTGS
Count 10 90 100
Group
Expected Count 9.0 91,0 100,0
NTGS
Count 11 89 100
Expected Count 9,0 91,0 100,0
LIT
Count 8 92 100
Expected Count 9,0 91,0 100,0
Total
Count 36 364 400
Expected Count 36,0 364.0 400,0
Tab. 5.13: Aided Recall: Drink’s USP
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So to sum up the findings:
Whereas the first hypothesis concerning the issue of involvement could be rejected, 
the second hypothesis could not. Here it seems as if the memorability-effect of TGS- 
metaphor, although recognisable, does not lead to statistically significant differences.
Attitude towards the Mail 
Cognitive Response
As metaphors are assumed to influence a recipient’s cognitive attitudinal responses 
towards promotional communication, the hypothesis to be tested here, is:
Hb0b4: There is no difference between a mailing containing
• target-group-specific (TGS) metaphorical headlines
• less target-group-specific (LTGS) metaphorical headlines
• non-target-group-specific (NTGS) metaphorical headlines
• headlines containing a literal (LIT) target-group-specific equivalent 
concerning the participant’s cognitive attitude towards the mail.
In considering the mean, mean rank and median (table 5.14), it becomes evident that 
TGS is first in all three scores, followed by LTGS. Concerning the scores’ means, LIT 
comes in third. NTGS, however, is further behind. The mean ranks, however, show a 
different scenario: here, NTGS comes in third, closely followed by the LIT-version.
N Mean Std. Deviation Median Mean Rank
TGS 100 3.6633 .59646 3.6667 231.35
Attitude towards LTGS 100 3.4633 .69453 3.3333 196.70
the Mail, NTGS 100 3.4067 .65061 3.3333 187.30
cognitive LIT 100 3.4500 .53889 3.3333 186.65
Total 400 3.4958 .62838 3.6667
Tab. 5.14: Attitude towards the Mail, cognitive -  Descriptive Statistics
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Non-parametric Testing
As shown before, the Kruskal Wallis test indicates a significant difference among the 
different groups concerning the cognitive attitude towards the mailing (%^ (3, n=400) = 
10.315, p = .016). Again, this gives notice of the null-hypothesis to be rejected and the 
alternative hypothesis to be accepted. In addition, the following pairwise comparisons 
with the help of the Mann-Whitney test indicated statistically significant differences for 
the pairs of
• TGS -  LTGS {U = 4178.500, z= -2.038, p= .042, r .14)
• TGS -  NTGS {U = 3922.500, z= -2.684, p= .007, r .19)
• TGS -  LIT (U = 3814.000, z = -2.961, p= .003, r .21)
Again, the TGS-version shows statistically significant differences to the other three
versions -  with the highest effect size towards LIT, the second highest towards the 
NTGS and the smallest towards LTGS. Furthermore, with a sig. of .042, being close to 
the 5% benchmark, the pairwise comparison of TGS-LTGS will become a marginal 
case, if it comes to the Bonferroni-correction. Strictly speaking, one has to deny this 
pair’s difference as to the statistical significance, as Bonferroni would lead to a cut-off 
lower than .042. As before, the results support the first impressions.
Parametric Testing
With a sig. of 0.50, the Levene’s significance value is at the tipping point. However, as 
one of the research’s aim’s is to play it safe, Welch as well as Brown-Forsythe are 
again the approaches to be consulted:
• Welch: (3, 219.089) = 3.544, p = .015
• Brown-Forsythe: (3, 382.828) = 3.365, p = .019
Following this, both approaches’ results give notice of a statistically significant 
difference among the participants’ cognitive attitude towards the mailing concerning the 
four versions. However, again, the pairwise comparisons’ results differ from the non- 
parametric ones:
• TGS -  NTGS (Bonferroni: p = .023)
Given this, it is only the pairwise comparison of TGS-NTGS that indicates a statistically 
significant difference.
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Affective Response
As seen above, the TGS metaphor seems to outperform not only the LTGS- as well as 
NTGS-metaphor but also its literal counterpart (LIT) concerning cognitive effects. The 
question now arising is: what will be the suggested affective effects? The hypothesis to 
be tested here, is:
HbObs: There is no difference between a mailing containing
• target-group-specific (TGS) metaphorical headlines
• less target-group-specific (LTGS) metaphorical headlines
• non-target-group-specific (NTGS) metaphorical headlines
• headlines containing a literal (LIT) target-group-specific equivalent 
concerning the participant’s affective attitude towards the mail.
At first sight, mean and mean rank look similar to the values measuring attitude’s 
cognitive part (table 5.15): TGS followed by LTGS, followed by different third places 
according to the category: LIT for mean as well as NTGS for mean rank -  just as within 
the cognitive scores. However, with 3.6667, the TGS-median is just as high as the 
NTGS-median. It remains to be seen, how this will be reflected within the analysis’ 
results.
N Mean Std. Deviation Median Mean Rank
Attitude 
towards 
the Mail, 
affective
TGS 1 100 1 3.6533 .59538 3.6667 229.27
LTGS 1 100 1 3.5100 .63468 3.3333 196.88
NTGS 1 ÎÔO 1 3.4467 .61449 3.6667 192.37
LIT 100 3.4700 .57656 3.3333 183.49
Total 1 400 1 3.5200 .60871 3.6667
Tab. 5.15: Attitude towards the Mail, affective -  Descriptive Statistics
Non-parametric Testing
Similar to the cognitive attitude’s analysis, also here the Kruskal Wallis test prefigures 
significant differences among the different mailing versions concerning the participants’ 
affective responses (% (^3, n=400) = 9.390, p = .025). So as before the null-hypothesis 
can be rejected -  along with the alternative hypothesis being accepted. Furthermore,
the subsequent pairwise comparisons, conducted with the help of the Mann-Whitney U
test, indicated statistically significant differences for the pairs of
• TGS-NTGS (U = 4042.000, z= -2.421, p= .007, r .17)
• TGS -  LIT {U = 3851.000, z= -2.881, p= .003, r .20)
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Here, different to the cognitive attitude’s analysis, there is no statistically significant 
difference between the groups of TGS and LTGS {U = 4230.000, z= -1.918, p= .055) -  
albeit they are close. However, also within the cognitive response’s analysis, the 
relation of TGS-LTGS fell victim to the Bonferroni-correction. Apart from that the results 
seem familiar: the pairs of TGS-NTGS as well as TGS-LIT show significance values 
<.05 and keep their statistically significant difference also when Bonferroni-corrected 
(p < .0083). Furthermore, the effect size raises from NTGS to LIT -  also being very 
close to the cognitive sizes.
Parametric Testing
For the first time within this second part of the quantitative research, the Levene’s 
significance value (sig.=.529) indicates a homogeneity of variance. Here, however, 
AN OVA does not report any significant difference among the four different groups 
(F (3, 396) = 2.340, p = .073) and therefore does not reflect the non-parametric 
analysis’ findings.
So with regards to the attitude towards the mail as a whole, one might say that there 
seems to be a relation of a metaphor’s target-group-specificity and a recipient’s attitude 
towards the mail. Given this it appears as if the attitudinal responses decrease with the 
level of specificity. Furthermore, it seems as if a metaphor cannot generally be 
considered to outperform literal target-group-specific equivalents with regards to 
attitude towards the mail. Beyond this, one might say, that both findings indicate a 
similar tendency -  however, concerning the affective characteristic but with slightly less 
impact.
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Attitude towards the Brand I Product
As explained above, a metaphor can also be assumed to indirectly influence a 
recipient’s attitude towards the brand or product. This will also be reflected in a 
recipient’s perceived source credibility. Here, the attitude towards the product as well 
as the source crecf/M/fy will be analysed.
Attitude towards the Drink
In relation to the attitudes towards the mail, the hypothesis to be tested here, is:
Hb0b6-There is no difference between a mailing containing
• target-group-specific (TGS) metaphorical headlines
• less target-group-specific (LTGS) metaphorical headlines 
non-target-group-specific (NTGS) metaphorical headlines
• headlines containing a literal (LIT) target-group-specific equivalent 
concerning the participant’s attitude towards the drink.
Screening the two values of mean and mean rank (table 5.16), two things become 
apparent: firstly, TGS is first, and secondly, the NTGS version is last. However, LTGS 
and LIT are head-to-head, with LIT taking the third place within means, and LTGS 
being third in mean ranks. The medians are all the same for those other than TGS.
N Mean Std. Deviation Median Mean Rank
TGS 100 3.5567 .64101 3.6667 238.13
Attitude LTGS 100 3.3133 .71038 3.3333 189.37
towards NTGS 100 3.2767 .60868 3.3333 185.56
the Drink LIT 100 3.3300 .54740 3.3333 188.94
Total 400 3.3692 .63684 3.3333
Tab. 5.16: Attitude towards the Drink -  Descriptive Statistics
Non-parametric Testing
With (3, n=400) = 14.785, p = .002, the Kruskal Wallis test indicates a significant 
difference concerning the participants’ attitude towards the drink across the four 
versions. So the null-hypothesis can be rejected, accepting the alternative hypothesis.
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Given this, as suggested because of the mean ranks difference from the first (TGS) to 
the second place (LTGS), pairwise comparisons with the help of the Mann-Whitney test 
supported the role of TGS
• TGS -  LTGS {U = 3884.500, z= -2.765, p= .006, r .20)
• TGS -  NTGS {U = 3644.500, z= -3.377, p= .001, r .24)
• TGS -  LIT {U = 3708.000, z= -3.218, p= .001, r .23)
So, again, the TGS-version shows statistically significant differences to the other three 
versions. In addition the effect size of TGS-LTGS is somewhat smaller than those of 
the other two combinations -  with TGS-LIT having the second and TGS-NTGS taking 
the third place. The significant differences are also to be found in the case of a 
Bonferroni-correction.
Parametric Testing
As Levene’s significance value (sig.= .062) gives no evidence of a lack of homogeneity 
of variance, the parametric testing across groups will be conducted with the help of
one-way AN OVA. The result with F (3, 396) = 4.067, p = .007, the approach indicates a
significant difference among the four groups.
However, again, the parametric pairwise comparisons’ results differ from the non- 
parametric ones:
• TGS -  LTGS (Bonferroni: p = .039)
• TGS -  NTGS (Bonferroni: p = .011)
• TGS -  LIT (Bonferroni: p = .068)
Here, although just barely, the pair of TGS-LIT leads to a nonsignificant pairwise 
comparison.
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S o u rc e  C re d ib ility
Next to attitudinal effects the literature review also suggests effects of metaphors 
concerning the latent construct of source credibility. So the hypothesis to be tested 
here, is:
HbOb?: There is no difference between a mailing containing
• target-group-specific (TGS) metaphorical headlines
• less target-group-specific (LTGS) metaphorical headlines
• non-target-group-specific (NTGS) metaphorical headlines
• headlines containing a literal (LIT) target-group-specific equivalent 
concerning the mailing’s source credibility.
When considering mean, mean rank as well as median, it becomes evident that firstly, 
TGS leads the values and secondly, there is no clear order concerning the three value 
groups -  referring to their scores, as all are very close together (table 5.17):
N Mean Std. Deviation j Median M ean Rank
1 TG S 100 1 3 4907 .61316 1 3.6667 241 .35
Source
Credibility
LTG S 100 1 3 .2667 .59929 1 3.3333 186.05
N TG S 100 3.2533 .57855 1 3.3333 188.08
1 100 i 2 8 0 0 .58165 1 3.3333 186.52
I Total 400 3.3242 1 .59952 1 3.3333
Tab. 5.17: Source Credibility -  Descriptive Statistics 
Nan-parametric Testing
As the mean ranks’ difference of first to second place suggests, the Kruskal Wallis test 
(X^(3, n=400) = 17.414, p = .001) displays a significant difference among the groups 
concerning the mailing’s source credibility. So, again, by rejecting the null-hypothesis, 
the alternative hypothesis can be accepted. As expected, it is again the TGS version 
that differs from the other three versions, here with moderate effect sizes. This is 
similar to the attitude towards the drink. The effect size of TGS-LIT is embedded 
between the metaphorical headlines.
• TGS -  LTGS {U = 3679.500, z= -3.301, p= .001, r .23)
• TGS -  NTGS {U = 3610.000, z= -3.502, p= .000, r .25)
• TGS -  LIT {U = 3625.500, z= -3.439, p= .001, r .24)
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Parametric Testing
The very distinct significance value of Levene (sig.= .775) -  indicating the homogeneity 
of variance -  allows for the analysis across groups with one-way ANOVA. Here, with F 
(3, 396) = 3,790, p = .011, the analysis of variance displays a statistically significant 
difference among the four mailing versions concerning their source credibility. 
Analysing pairwise, again a difference to the non-parametric testing becomes obvious:
• TGS -  LTGS (Bonferroni: p = .038)
• TGS -  NTGS (Bonferroni: p = .024)
• TGS -  LIT (Bonferroni: p = .061)
Although leading to a significant difference with non-parametric testing, the pair of 
TGS-LIT shows no significant difference following Bonferroni.
Behavioural intentions
Lastly, the behavioural intentions, evoked by the different mailings’ versions are the 
focal point of interest. The hypothesis to be tested here:
HbObs: There is no difference between a mailing containing
• target-group-specific (TGS) metaphorical headlines
less target-group-specific (LTGS) metaphorical headlines
• non-target-group-specific (NTGS) metaphorical headlines
• headlines containing a literal (LIT) target-group-specific equivalent 
concerning the participants’ behavioural intentions.
Analysing mean and mean rank (table 5.18), it becomes obvious that here one has a 
clear sequence within the different units: TGS first, followed by LTGS, NTGS and LIT 
(however, within the median unit, the last three have all the same median of 3.333).
N M ean Std. Deviation Median M ean Rank
TG S 100 3.6333 .70512 3.6667 25 6 .30
Behavioural
LTG S 100 3.3500 .68391 3.3333 190.35
Intentions
N T G S 100 3.2900 .60424 3 .3333 180.77
LIT 100 3.2733 .63807 3.3333 174.59
Total 400 1 3 .3867 .67244 3 .3333
Tab. 5.18: Behavioural Intentions -  Descriptive Statistics
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Non-parametric Testing
With (3, n=400) = 33.115, p = .000, the Kruskal Wallis test clearly indicates a 
significant difference among the mailings’ versions concerning the participants’ 
behavioural intentions. As supposed looking at the mean and median values, it is again 
the TGS version, that differs from the other three versions;
• TGS -  LTGS {U = 3409.000, z= -3.945, p= .000, r .28)
• TGS -  NTGS {U = 3044.500, z= -4.860, p= .000, r .34)
• TGS -  LIT {U = 2967.000, z= -5.044, p= .000, r .36)
As previously shown, one might say, TGS is the leading version, with significant 
differences compared to LTGS, NTGS as well as LIT. However, the effect sizes get 
bigger and peak -  starting with an effect size of .28.
Parametric Testing
Here, a distinct Levene’s significance value of .469 gives notice of the homogeneity of 
variance, clearing the way for the one-way ANOVA approach to analyse the versions. 
The ANOVA (F (3, 396) = 6.476, p = .000) indicates a statistically significant difference 
among the mailing’s different versions concerning their effect on behavioural intentions.
After the pairwise analysis, it becomes clear that the non-parametric results are 
reflected in the parametric ones:
• TG S-LTG S (Bonferroni: p = .015)
• TGS -  NTGS (Bonferroni: p = .002)
• T G S -L IT  (Bonferroni: p = .001)
So, different to the last analyses, both approaches lead to the same result -  with TGS 
outperforming its two metaphorical as well as its literal counterpart.
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Result’s Discussion
Looking back at the research’s preceding objective, the analysis of the metaphors 
containing different levels of target-group-specificity, it appeared that in all but one 
case (comprehension, relation of LTGS-NTGS) there was a statistically significant 
positive correlation of a metaphor’s specificity level and its impact -  across all levels 
and with noticeably large effect sizes. The question arising regarding the main 
objectives’ results; will the ‘the more specific, the more impact’-re\a\\on also prevail, if 
the metaphorical headlines are placed within direct mailings? And: how will the mailing 
containing the literal headline, being the target-group-specific metaphor’s equivalent, 
be classified relating to the mailings containing the different metaphors?
Analysing these results, one could limit oneself to the hypotheses being tested. 
However, one could also go a step further and, on a more qualitative as well as 
suggestive level, could try to infer certain assumptions or ideas -  not least to initiate 
further research.
Having a look at the opening rate, the approaches’ results convey a clear message: 
concerning the underlying mailing the target-group-specific metaphor could not raise a 
mailing’s opening rate significantly compared to the two less specific metaphors or to 
the literal teaser. Furthermore, none of the four showed statistically significant 
differences to one of the others -  so the underlying hypothesis could not be rejected. 
Nevertheless, when looking at the opening rate’s means, medians as well as mean 
ranks, one might assume two dyads: TGS and LIT on the one hand and LTGS as well 
as NTGS on the other. Although not statistically significant, the first group seems to 
dominate the second. Pointing at the similarities of TGS and LIT one might infer that it 
is the teaser’s content that tip the scales; or, in other words: here it seems to depend 
on what is said -  as both comprise the same message -  and apparently not, how it is 
said. A further learning is that a metaphor per se is no guarantor of a higher opening 
rate -  but can also lead to an opening’s rate decrease compared to a literal teaser.
From the first to the second obstacle on the way to a mailing’s success: 
comprehension. Different to the opening rate, here the testings’ results indicate 
significant differences among the four versions -  allowing for a hypothesis rejection. 
Furthermore, similar to the mailing’s opening probability, it is about the same two 
groups: here TGS / LIT are both significantly better comprehended than LTGS / NTGS, 
however, with no significant differences within the dyads. Given this, although the 
statements to be evaluated do not aim at the metaphor’s but at the mailing’s
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comprehension, due to the evolutionary testing one might assume that the effect can 
be traced back to the metaphorical / literal headlines.
Furthermore, as a metaphor’s comprehension under certain circumstances seems to 
be more difficult compared to literal statements, the mailing containing the literal target- 
group-specific equivalent might act as a comprehension-standard the metaphorical 
versions have to be compared to. From that point of view, the results imply that when 
having an optimised (i.e., a target-group-specific) metaphor context, content as well as 
quality matched with the verbal ability, codes and connotations of the target-group, a 
mailing containing a metaphor is not more difficult to comprehend than a mailing 
containing its literal counterpart -  but, this only holds good for the target-group-specific 
version. To sum up one might say that, similar to the opening rate but on a more 
statistically significant level, also here it seems as if a metaphor can at best catch up 
with a target-group-specific literal expression -  and, can only do so if it is harmonised 
with the target group.
For a metaphor to have its effects on a recipient, opening rate and comprehension are 
necessary but not sufficient. Decisive here is the metaphor’s influence on a recipient’s 
attention, attitude and behavioural intentions.
To begin with, the latent construct of attention was measured
• firstly, with the construct of involvement -  defined as the attention’s amount 
given over to the mailing
• secondly, by testing the aided recall of the participants
Concerning the recipients’ involvement, both non-parametric and parametric testings 
indicate statistically significant differences leading to a rejection of the null-hypothesis -  
however, with varying results. As explained above, the reason to focus on non- 
parametric testings was the dilemma to define a moderate non-normal distribution. To 
be on the safe side, however, the thesis decided to focus on the non-parametric 
results, keeping the parametric ones in the background. So also concerning 
involvement, the non-parametric results will be in the centre of interest. Here, TGS did 
outperform the triad of LTGS, NTGS and LIT -  in all cases with almost the same effect 
sizes between small and moderate. Following this, the comparison between TGS and 
NTGS, although featuring a p of .013, has to be taken with caution because of the 
Bonferroni correction.
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Having a look at the results and following the logic resulting from the evolutionary 
design, one might firstly reason that a metaphor can raise a recipient’s involvement 
towards a mail compared to a target-group-specific literal expression. Secondly, this 
seems to apply only for metaphors that are also target-group-specific. Furthermore, it 
appears that, at least in this case, the level of involvement is about the same for 
metaphors that are less or non-target-group-spec\Tic and can be equalised with the 
target-group-specific literal expression’s involvement. However, this further implies 
that, different to the the teasers analysed above, here the involvement does not (only) 
depend on content but (also) on how things are said: contrary to the target-group- 
speclflc literal expression, containing the drink’s USP and fitting perfectly into the 
mailing’s context, the less, respectively non-target-group-speclfic metaphors have to 
overcome a moderately, respectively strong inconsistent context-content-relationship. 
As they nevertheless reach the same level of involvement, this might be also due to the 
fact that metaphors basically lead to some kind of general involvement, independent of 
content as well as content-context-relationship. Moreover, another interpretation might 
be: Whereas using a metaphor poses a danger concerning a mailing’s opening rate 
and comprehension, here it poses a chance of success.
Analysing the differences of non-parametric and parametric results, some things seem 
remarkable (without trying to get ahead, this also applies for the other latent constructs 
where non-parametric and parametric findings differ):
• firstly, the parametric results seem to qualify the non-parametric findings in 
terms of reducing the statistically significant cases (here, only leading to a 
significant difference between TGS and LTGS)
• secondly, in all cases where the results differ, the relationship of TGS-LIT was 
affected, leading to non-significant differences among the two versions
Furthermore, an aided-recall of the categories of product name and USP was 
conducted to test metaphor’s suggested influence on memorability. Here, the tests 
indicate no statistically significant differences concerning the four versions, leading to 
the null-hypothesis’ acceptance. Although not significant, concerning the drink’s name, 
it seems as if metaphors outperform the literal target-group-specific equivalent -  with 
the aided recall being positively correlated to a metaphor’s specificity level. Concerning 
the drink’s USP, however, LIT advances to second place after TGS -  probably due to 
the fact, that both the target-group-specific and the literal expression contain the drink’s 
USP.
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So to sum up one might say, that using a metaphor (at least) poses a chance to raise a 
recipient's attention:
• as it can significantly increase a recipient’s involvement, if it is matched with the 
target group
• as it seems not to lower involvement compared to a literal statement even if it is 
not matched, i.e., it involves a participant at least as much as a literal target- 
group-specific statement does
• as it has the ability to also affect a core message’s memorability -  here, the 
relation of metaphor and aided recall probably needs further research
The analysis of the recipients’ attitude towards the direct mail happens separately 
for cognitive as well as affective responses:
Referring to cognitive responses, the non-parametric testing indicated statistically 
significant differences from TGS to LTGS, NTGS and LIT -  in this order with rising 
effect sizes. So the null-hypothesis could be rejected. Also the pairwise comparison of 
TGS and LTGS, featuring the smallest effect size, has to be taken with caution 
because of the Bonferroni-correction. As intimated above, different to the non- 
parametric testing, the parametric testing only indicates a statistically significant 
difference for TGS-NTGS, featuring no significant difference for non-parametric’s most 
noticeable pair: TGS-LIT.
Analysing the affective responses, the results for the non-parametric findings are very 
similar: also here there are statistically significant differences from TGS to NTGS and 
LIT -  also with rising, almost identical, effect sizes. Furthermore, the pairwise 
comparison of TGS and LTGS is again a marginal case, here with a p of .055. 
However, also the parametric testing shows parallels similar to the findings above, also 
and also here the parametric testing reduces questions of the non-parametric ones. At 
this, the parametric testing did not indicate any significant differences among the 
groups.
To sum up one might say: regarding attitude towards direct mail, it seems as if the 
more specific also means the more impact on a recipient’s attitude -  concerning 
cognitive as well as affective responses. Furthermore, it seems as if the TGS- 
metaphor’s influence on the recipients’ cognitive responses can be suggested to be a 
bit stronger than on its affective counterpart. Beyond this, these results also imply that 
less or non-target-group-speclfic metaphors will not outperform literal target-group- 
specific expressions concerning their influence on a recipient’s attitude towards a direct
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mail -  but, not less important, also not vice versa. However, what strikes one here is, 
that in both cases the pair with the largest effect sizes within non-parametric testing 
(TGS-LIT) did not show any significant difference when parametrically tested.
From attitude towards the mail changing over to attitude towards the product: here 
the attitude towards the product was analysed
• firstly, with statements concerning the drink
• secondly, with statements aiming at the construct of source credibility
Analysing the recipients’ attitude towards the drink with the help of non-parametric 
testing, it appears that again the differences from TGS to LTGS, LIT and NTGS are 
statistically significant, so the null-hypothesis could be rejected. As such the pair of 
TGS-LTGS showed the smallest effect size (.20), whereas the relation of TGS to LIT 
(.23) and NTGS (.24) were almost the same. The parametric testing shows similar 
results -  however, again lacking the statistical significance for the pair of TGS-LIT. 
Summing up, it appears that once more TGS outperforms all other three versions. 
Furthermore, although not statistically significant, it seems as if also here the more 
specific means the more effective concerning the metaphors. Beyond this, as before, 
the less, respectively non-target-group-speclfic metaphors do reach the same effects 
as the literal specific expression -  independent of content as well as of content- 
context-relationship. So it appears, as if metaphorical language in general can, in a 
way, make reparations compared to the target-group-specific literal headings to reach 
(at least) the same impact.
Similar results appear when analysing the different version’s source credibility. Here, 
the pairwise comparison indicates statistically significant differences from TGS to all 
the other three versions -  with almost the same moderate effect sizes of around .24. 
So again the null-hypothesis could be rejected. Similar to the attitude towards the drink 
analysed above, the parametric results differ: again it is the pair of TGS-LIT that with a 
p of .61 lacks statistical significance. So similar to the findings above it seems that a 
TGS metaphor can raise a source’s credibility significantly compared to the other three 
alternatives. Furthermore, as again less and non-specific metaphors seem to have the 
same effect on a source’s credibility than the target-group-specific literal expression, 
one might infer that also here the how of saying might tip the scales if content is 
lacking, respectively, in an amiss context-content relationship. However, here again 
one should be careful as the parametric testing once more indicates a lack of 
significance for TGS-LIT, which would speak against the assumptions above.
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Last but not least, looking at the behavioural intentions’ non-parametric results, they 
suggest a clear order: here TGS does significantly differ from LTGS, NTGS and LIT, 
with rising, moderate to high effect sizes -  reason enough to reject the null-hypothesis. 
Furthermore, these results are also reflected within the parametric testing. So different 
to the analyses of attention and direct mail- as well as product-attitude carried out 
before, the matching of parametric and non-parametric results lets one assume that 
concerning a recipient’s behavioural intentions (which might be defined as advertising 
effect’s most important sequence as advertising -  in the end -  wants to sell and direct 
mail aims at immediate action) a TGS metaphor outperforms less specific metaphors 
as well as literal target-group-specific expressions. Furthermore, although not 
statistically significant, it seems as if the level of a metaphor’s specificity is positively 
correlated to its impact on a recipient. Beyond this, one might educe, that concerning 
the effect sizes also a non-target-group-specific metaphor might outperform a well- 
defined, specific literal expression -  at least marginally.
S.2.5.6 Interim Conclusion
Concerning the underlying research’s main objective, to sum up one might say: within 
the underlying research, the use of target-group-specific metaphor pays off for a direct 
mail’s advertising effect.
• In the case of the opening rate and comprehension as fundamentals for a 
metaphor’s effect on recipients, different to the less specific versions, the target- 
group-specific metaphor can measure up to its literal counterpart. Here, 
whereas the differences are not statistically significant for a metaphor’s opening 
rate, they are for the construct of comprehension. However, in the case of 
LTGS and NTGS the statistically significant worse comprehension compared to 
LIT is somehow not reflected within the mailing’s advertising effect, i.e., within 
attention, attitude and behavioural intentions.
• Concerning attitude, attention and behavioural intentions, the TGS-version 
was never worse than its figurative or literal counterparts. On the contrary, if  
there was a statistical significance, TGS was always in the leading position, 
outperforming all other three versions. Furthermore, even if there was no 
statistical significant difference, TGS also took the lead within means or mean 
ranks.
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• Furthermore, it seems as if the less target-group-speclfic metaphor might also 
be preferable to the literal target-group-specific expression: e.g. in the case of 
the attitudes towards the mail or the drink as well as in the case of behavioural 
intentions the pair of TGS-LTGS had always the smallest effect sizes. 
Moreover, even the non-target-group-specific metaphor seems (at least) equal 
compared to the LIT version -  although not statistically significant. So although, 
as intimated above, the less figurative headlines were lost within the 
comprehension section, this extra work of comprehension seems not to 
influence the headings impact on the mailings’ advertising effect -  although less 
target-group-specific.
So, if one might ask, why even the less and non-target-group-specific metaphors have 
been on a par with the target-group-specific metaphor’s literal equivalent, one 
explanation attempt might be: because of a metaphor’s basic impact and therefore its 
fundamental advantage over literal expressions -  irrespective of specificity-levels. 
Another -  more probable -  approach might be: because the opening headlines have 
lost importance. Here, it is the target-group-specific context, the communication’s 
degree of performance, that is responsible for the decreasing influence of the openers. 
As within direct mails the relation of headline and content is different to say print 
advertising, as here a fitting of product, USP and visualisation might counterbalance 
certain other weak spots. Furthermore, if one has a look at the effect sizes of the 
(statistically significant) differences of the three metaphor-versions within the first 
quantitative analysis and compares these to the effect sizes of the second quantitative 
analysis, it becomes clear the recipients’ evaluations change against the background of 
the greater whole, i.e., the direct mail as a whole. So it seems as if the headlines lose 
their influence within
• that amount of content
• that is, furthermore, matched with the target group, i.e., is relevant, Interesting 
and fun.
This assumption is also supported by the results concerning the opening rate: here, 
although not statistically significant, next to TGS, the LIT-teaser outperformed the 
LTGS- and NTGS-versions. Since here the teasers had the recipient’s undivided 
attention as no further context (like in the letter or flyer) diluted the teaser’s content and 
distracted the recipient, the teasers containing the drink’s most preferred attribute (fat 
burning) won -  all the same if metaphorical or literal.
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5.2.S.7 Analysis of the Target Group Characteristics
As explained above, the differentiating questions (e.g. a recipient’s main impetus for 
doing sports or her fitness drink consumption regularity) act as a tool for getting more 
information about the recipients and allow for the analysis of the subgroups’ influence 
on mailing evaluation (e.g. to answer questions like: ’Does the consumption regularity 
influence a recipient’s attitude towards the mailing?’). However, because of the 
subgroups’ small sample sizes and, even more profound, because of a neglect of 
synergy effects or correlations because of the small sample sizes, the results 
presented here can be a starting point or source of inspiration for further research -  but 
should not be taken at face value. So it is not about single results but rather about a 
general impression and understanding of subgroup-behaviour that is aimed at. 
Furthermore, as compared to the first analysis, this characteristics’ analysis contains 
one more characteristic {fitness drink consumption regularity), one more headline 
version {literal heading) as well as five more latent constructs, most of the tables have 
found their way into the appendix -  not least because of the limited scope of the 
underlying thesis.
The Groups’ Characteristics
The following part will reflect upon the four different groups’ characteristics -  to find 
out, if there are (statistically significant) differences relating to the differentiating 
questions that were posed within the introductory section of the questionnaire, i.e., 
questions concerning
• age
• sports regularity
• sports main impetus
• fitness drink expectation
fitness drink consumption regularity
• attitude towards direct mailing in general
These characteristics as well as the resulting subgroups will be tested concerning their 
influences on the advertising effect’s latent variables
• Opening rate
• Comprehension
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• Attention
o Involvement
o Aided Recall of brand-name / USP
• Attitude towards the mail
o Cognitive response 
o Affective response
• Attitude towards the drink
o Attitude towards the drink in the narrower sense 
o Source credibility
• Behavioural intentions
Similar to the four groups of TGS, LTGS, NTGS and LIT, according to the results of KS 
as well as SW also the different subgroups (e.g. the four age groups) are in large part 
not normally distributed. Furthermore, the arising subgroups do have rather small 
sample sizes of around 20 and less. Therefore, here the research disclaims to enhance 
the non-parametric results with a parametric analysis, as this would be rather 
negligent. The non-parametric testing was done with the help of Kruskal-Wallis tests for 
the comparison of all groups and with Mann-Whitney U tests for the post-hoc pairwise 
analysis. However, before the analysis of the first differentiating question, the thesis will 
examine the different subgroups’ distributions.
The Comparison of the Group’s Distributions
Before analysing the participants’ characteristics, the underlying research will firstly 
check the characteristic’s distributions among the four different groups (TGS, LTGS, 
NTGS and LIT -  see also appendix E.4.2) to detect potential differences and to include 
these into the interpretation of the results. The question to be answered here is; is the 
proportion of women that attend a fitness centre more than twice a week or drink 
fitness drinks more than once a week the same among all four groups? To test the 
groups concerning these distribution-differences, the Pearson’s chi-square test will be 
used. This test compares the observed frequencies/proportions of the variables to the 
frequencies/proportions expected, if there would be no relation between the variables 
(cf. Field, 2009 or Pallant, 2007 and see above for assumptions). Here, Cramer’s V 
reports the effect size -  indicating small (.06), medium (.17) and large (.29) sizes (cf. 
Pallant, 2007).
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Age
As indicated, concerning age distribution the research tried to get counterbalanced age 
groups -  each with about 25% (which, in this case, are 25 participants). Furthermore, 
having a look at Pearson’s chi-square, it, as expected, becomes obvious, that with a 
significance value of .999 (>.05) the four groups do not differ concerning the 
proportions of age groups (with %^(9, n=400) = 1.040, p = .999, Cramer’s V = .029). 
Furthermore, the minimum expected frequency is bigger than 5.
Sports Regularity
As expected, the sports regularity frequencies are not as uniformly distributed as the 
age groups -  also among the groups. However, with %^(9, n=400) = 2.306, p = .986, 
Cramer’s V = .044 and a minimum of expected frequency larger than 5, Pearson’s chi- 
square indicates no difference for the sports regularity frequencies among the groups.
Sports’ main impetus
However, also sports’ main impetus shows a significance value considerably >.05 (sig. 
.562); so with (6, n=400) = 4.856, p = .562, Cramer’s V = .078, Pearson gives no 
reason to assume a significant difference of impetus frequencies among the groups. 
Furthermore, a minimum expected count of 23 exceeds by far the benchmark of five.
Fitness Drink Expectation
With fitness drink expectation, also the next variable shows no indication for frequency 
differences among the four groups. As such Pearson reports (9, n=400) = 6.963, p = 
.641, Cramer’s V = .076 -  including zero cells with an expected count less than five.
Fitness Drink Consumption Regularity
With a x^(9, n=400) = 5.150, p = .821, Cramer’s V = .066 and with a lowest expected 
frequency of >5 (14.25), also the results of this Pearson chi-square did report no 
differences among the consumption regularity frequencies among the different groups.
Attitude towards Direct Mailing in general
Furthermore, also the different levels of the attitude towards direct mailings in general 
do not seem to be differently distributed among the four groups: here, Pearson’s chi- 
square reports a % (^6, n=400) = 1.038, p = .984, Cramer’s V = .036 with an expected 
minimum frequency of 30.75. So with .984 the significance value is explicitly >.05.
318
As one can see above, all characteristics seem to be similarly distributed with very 
small Cramer’s V -  so nothing stands in the way of a characteristics’ analysis.
Age
Review and Testing
Regarding the first analysis of the different age-classes within the metaphor-section, it 
appeared that the age-related subgroups did not show any significant differences 
concerning the latent constructs’ evaluations. However, having a look at the groups’ 
means ranks (see appendix E.4.3.1 for all tables), it indicates that here different age 
groups stand out within the different mailing’s versions; within TGS, the [25-29]-group 
is leading in 6 out of 8 constructs. Furthermore in 5 of 8 cases, it is the group of [35-39] 
that takes the lead within LTGS, respectively the [19-24]-years olds within NTGS. 
Beyond this, no pattern can be recognised within the LIT-group. However, the Kruskal 
Wallis test indicates significant differences among the age classes within the groups of 
LTGS, respectively NTGS.
LTGS
Within LTGS, however, with (3, n=100) = 8.644, p = .034, the attitude towards the 
drink indicated significant differences among the four age-subgroups -  as supposed for 
the group of [35-39] towards the subgroups of [25-29], respectively [30-34].
NTGS
Similar to LTGS, also for NTGS Kruskal-Wallis indicated significant age-differences 
concerning one latent variable, namely involvement (%^  (3, n=100) = 8.688, p = .034) -  
also as assumed, for the [19-24]-years olds in one case.
Aided recall of Name and USP
To find out if there is any correlation between age and the aided recall of the drink’s 
name and USP, Pearson’s Chi square is used (see above for aided recall’s main 
analysis and cf. Pallant, 2007 or Field, 2009). Different to the other latent construct 
analyses, concerning aided recall the analysis does
• not compare the subgroups within the different versions (e.g. TGS: 19-24 vs.
25-29 vs. 30-34 vs. 35-39, afterwards doing the same for LTGS, NTGS, LIT)
• but across the versions (adding up e.g. all 19-24 of TGS, LTGS, NTGS and LIT
and compare this overall subgroup to the overall subgroup of 25-29 etc.)
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This was done because the approach to analyse the subgroups within the versions 
lead to many cells with an expected count below 5 -  and therefore violated the Chi 
Square’s assumptions.
With a significance value of .482, Pearson’s Chi-Square (%^ (3, n=400) = 2.436, p = 
.482, Cramer’s V = .078) does not indicate a correlation between age and the aided 
recall of the drink’s name. However, the same applies for the relationship of age and 
the USP’s aided recall (%^(3, n=400) = .905, p = .824, Cramer’s V = .048). Here, both 
results show rather small effect sizes (cf. Pallant, 2007). Furthermore, in both tests, no 
cells with an expected count less than 5 appeared.
Summary
To sum up one might say that, although not in all cases statistically significant, here 
one might assume certain patterns concerning the different age classes. Due to the 
evolutionary testing, the relation of age subgroups and mailing evaluation can be 
broken down to age subgroups and headline evaluation and as the first analysis, which 
isolated the headlines for reasons of evaluation, did not indicate any relationship of 
headline and age, this issue probably deserves further research because of underlying 
synergistic effects or correlations that cause these patterns. Up to now there seems to 
be no feasible explanation for the different age group’s differences, if considered 
independently.
Sports Regularity 
Review and Testing
As could be seen within the first analysis, concerning sports regularity the more 
seemed the better, here, the higher the participants’ attendance was, the higher were 
the mean ranks (except in case of the LTGS comprehension) -  two times also 
statistically significant for the heavy-attendants, i.e., for women, that go to the fitness 
centres more than twice a week.
Observing the results within the second quantitative analysis (appendix E.4.3.2 for all 
tables), the high-attendant-group again takes the lead within the mean ranks in 27 out 
of 32 cases (84,38%). The other five cases are relatively equally distributed among 
three of the four groups (TGS, NTGS and LIT). So one might assume an influence of 
the heavy attendants across all groups. Furthermore, however, different to the first 
analysis here it seems as if the ‘the more, the beffer’-principle gets weakened within
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the less frequent subgroups. Following this, the Kruskal-Wallis test indicated significant 
differences within all four groups.
TGS
As expected, the Kruskal-Wallis test indicated significant subgroup differences within 
the TGS-group for five constructs:
Opening rate: %^(3, n=100) = 7.970, p = .047
Comprehension: %^(3, n=100) = 17.584, p = .001
Attitude towards the mail (cognitive): (3, n=100) = 14.341, p = .002
Attitude towards the drink: (3, n=100) = 20.545, p = .000
Behavioural intentions: %^(3, n=100) = 30.049, p = .000
Analysing pairwise with the help of the Mann-Whitney U test, it is noticeable that the 
heavy-attendant-subgroup showed at least one significant difference to another 
subgroup in every one of the five constructs. Furthermore, also other frequencies ([2 
times], respectively [1 time]) do differ significantly from other, less frequent subgroups. 
There is seldom a significant difference between neighbouring subgroups but more 
often differences between subgroups that are farther away: here only 6 (allowing for 
Bonferroni-correction: 3) out of 15 cases indicate significant differences between 
neighbouring frequencies. Beyond this, the least significant differences were found 
within the construct of opening rate, the most significant within the construct of 
behavioural intentions.
LIT
When analysing the LIT-constructs, Kruskal-Wallis indicated two significant differences. 
However, the significant LIT-constructs are complementary to the TGS constructs:
• Attitude towards the mail (affective): %^(3, n=100) = 8.171, p = .043
• Source credibility: %^(3, n=100) = 14.819, p = .002
Concerning the pairwise comparison using the Manri-Whitney U test, it seems 
remarkable that in four out of five cases the findings are about the heavy-attendants- 
subgroup -  here, indicating no statistically significant differences between neighbouring 
frequencies.
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LTGS
Similar to the TGS-findings, also here the Kruskal-Wallis test indicated significant 
differences within several constructs:
• Comprehension: %^(3, n=100) = 13.394, p = .004
• Involvement: %^(3, n=100) = 9.675, p = .022
• Attitude towards the mail (cognitive): %^(3, n=100) = 10.959, p = .012
• Attitude towards the mail (affective): (3, n=100) = 9.244, p = .026
• Attitude towards the drink: (3, n=100) = 13.670, p = .003
Different to TGS or LIT, here the pairwise comparisons indicated that all significant 
comparisons are about the subgroup of heavy-attendants. Furthermore, here the 
heavy-attendants-subgroup does also differ, being statistically significant, from its 
neighbouring subgroup [two times a week] within every one of the five constructs.
NTGS
Although fewer cases, the findings of NTGS and LTGS are quite similar:
• Attitude towards the mail (cognitive): (3, n=100) = 9.672, p = .022
• Attitude towards the mail (affective): (3, n=100) = 15.821, p = .001
• Source credibility: %^(3, n=100) = 8.938, p = .030
Similar to the LTGS-findings, also here the heavy-attendants-subgroup differs 
significantly from its neighbouring subgroup in all three latent constructs.
Aided recall
Pearson’s Chi-Square is used to test the correlations of sports regularity and the aided 
recall of the drink’s name, respectively its USP.
Concerning the relationship of sports regularity and the drink’s name, Pearson’s testing 
did not indicate any correlation (%^ (3, n=400) = 3.289, p = .349, Cramer’s V = .091). 
Here, as necessary, the minimum expected count is larger than 5 (9.52). However, the 
analysis of sports regularity and the aided recall of the drink’s USP results in a different 
picture: here it seems as if there is a correlation (%^  (3, n=400) = 8.472, p = .037, 
Cramer’s V = .146) with a rather large effect size and a minimum expected count of 
5.04. By considering the relation of expected and occurred counts, it appears as if 
again the heavy attendants, similar to the findings above, are (at least jointly) 
responsible.
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Summary
Overall, one might say that similar to the first analysis dealing with the different 
metaphors’ evaluation, also here the mailings’ evaluations seem to differ (statistically 
significant) across the sports’ regularity subgroups. As such the subgroup of heavy 
attendants stands out in the crowd across all versions -  and also across all constructs; 
from opening rate to behavioural intentions and even within the aided-recall-section the 
heavy attendants outperform the other subgroups. However, here the mailing’s literal 
version showed the least significant cases. Beyond this, different to the first findings 
above, it seems as if the overall positive correlation between sports frequency and the 
mailings’ evaluation lacks significance apart from the heavy-attendants: from TGS over 
LIT to LTGS / NTGS, the influence of other subgroups than the heavy attendants 
seems to decrease.
Sports main Driving Force 
Review and Testing
Regarding the first quantitative analysis’ results, the [performance/success]-subgroup 
took on an important role: given it seemed as if the subgroup would influence above all 
the purchase’s preliminary stages of cognitivelaffective response as well as 
behavioural intentions. Furthermore, it appeared as if the subgroup’s influence on the 
participants’ evaluation of the different metaphor-levels would rise from NTGS to LTGS 
and -  finally -  to TGS.
Having a look at the analysis’ mean ranks (see appendix E.4.3.3 for all tables) reveals 
that in 27 of 32 cases the mean ranks of the [performance/success]- subgroup take the 
lead over those of [good for the body] as well as [fun/good for the mind]. Furthermore, 
the remaining 5 cases are relatively equally distributed among three of the four groups 
(TGS, LTGS and NTGS). So similar outcomes compared to the metaphor-analysis can 
be suggested. At this the results of the Kruskal-Wallis test indicated statistically 
significant differences for the groups of TGS, LTGS and LIT.
TGS
Similar to the findings of the metaphor analysis, the Kruskal-Wallis test again showed a 
significant difference for the construct of behavioural intentions -  however, being the 
only construct featuring differences of significance.
• Behavioural intentions: %^(2, n=100) = 12.176, p = .002
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Corresponding to the findings above, the pairwise comparisons with the help of the 
Mann-Whitney U test pointed out the subgroup of [performance/success] lording it over 
the other two subgroups -  in the case of the [fun/good for the mind]-subgroup 
statistically significant and in the case of the [good for the body]-subgroup with a non­
significant but very ciose-to-the-edge p of .052.
LIT
Similar to the sports’ regularity analysis, the Kruskal Wallis test again indicated the 
constructs of affective response towards the maii as well as source credibiiity to lead to 
statistically significant differences referring to the issue of sports’ main impetus:
• Attitude towards the mail (affective): (2, n=100) = 15.821, p = .020
• Source credibility: %^(2, n=100) = 8.938, p = .016
Furthermore, similar to the TGS-group, the pairwise comparisons reported a 
domination of [performance/success] over the other two subgroups for both constructs. 
Following Bonferroni, one of the four pairwise comparisons falls short (source 
credibility: [good for the body]).
LTGS
Different to TGS and LIT, here the Kruskal-Wallis test found not less than 5 different 
constructs with significant differences between the subgroups:
Comprehension: x^(2, n=100) = 12.653, p = .002
Involvement: (2, n=100) = 6.580, p = .037
Attitude towards the mail (cognitive): %^(2, n=100) = 9.812, p = .007
Attitude towards the mail (affective): %^(2, n=100) = 6.186, p = .045
Attitude towards the drink: (2, n=100) = 7.591, p = .022
Analysing the pairwise comparisons with the help of the Mann-Whitney U test, it 
appears that in all but one case (involvement) the results are congruent to the other 
groups’ results: again, the subgroup of [performance/success] bestrides the other two 
subgroups, respectively the [fun]-subgroup (involvement). However, if one follows 
Bonferroni, four pairwise comparisons fall short -  however, in three out of four cases it 
is the pair of [performance/success] and [good for the body].
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Aided recall
Analysing the correlation of the reasons the participants do sports and their aided recall 
of the drink’s name, respectively USP with Pearson’s Chi-Square, it appeared that 
neither the drink’s name (%^ (2, n=400) = 4.509, p = .105, Cramer’s V = .106) nor its 
USP (x^(2, n=400) = 2.311, p = .315, Cramer’s V = .076) correlate with the recipients’ 
sports driving forces. However, here in both cases, both minimum expected counts 
were 5 or higher.
Summary
At first sight, it appears that the findings correspond to the metaphors’ analysis: again, 
it is the subgroup of [performance/success] that dominates the findings -  in many 
cases with statistical significant differences compared to the other two subgroups. 
However, there seems to be a difference: whereas there was a strong correlation of the 
TGS-headline (as the performance-Zresult-oriented metaphor) and the [performance/ 
successj-subgroup within the first analysis, here the LTGS-version considerably 
outperformed the performance-oriented versions of LIT and TGS. So it remains 
questionable, why the [performance/success]-subgroup now prefers the means to an 
end (bio-diesel) rather than the end itself (fat-burning).
Furthermore, different to the first findings (at least in the case of TGS), here the relation 
of [performance/success] and [fun/good for the mind] seems to differ more significantly 
than the relationship of [performance/success] and [good for the body].
Fitness Drink Expectation 
Review and Testing
As described above, the mean ranks within the metaphor-evaluation let one assume, 
that every metaphor would have its corresponding drink expectation, i.e., that
• the tummy-away-trainerwas somehow attached to the expectation [functional]
• bio-diesel was linked to the [ingredients]-expectation
• and the fire-extinguisher was related to the characteristic of [thirst quenching] 
Nonetheless, however, the Kruskal-Wallis test did not indicate any statistical 
differences among the three metaphor-specificity-levels for the different fitness-drink 
expectations.
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By considering the mean ranks within the mailing-évaluation (all tables in appendix 
E.4.3.4), there also seems to be a correlation between what the recipient expects from 
a fitness-drink -  and what the drink (or here: the headline) suggests:
• concerning the TGS-headline, the characteristic [functional] takes the mean 
ranks’ lead in 6 of 8 cases
• in the case of the LTGS-headline, this happens in all cases for the fitness-drink 
expectation of [ingredients]
• furthermore, concerning NTGS and the expected function of [thirst quenching], 
this also applies for all 8 cases
• the connection also seems to appear in the case of the non-metaphorical 
headline: also in the case of the LIT-headline -  being the literal equivalent of 
the tummy-away-trainer and therefore also aiming at a functional drink -  the 
characteristic [functional] takes the mean ranks lead in 6 out of 8 times
Testing with the help of the Kruskal-Wallis test indicated statistically significant 
differences throughout all four groups.
TGS
Here three different constructs showed significant differences among the subgroups of 
fitness drink expectation. Here, all three constructs seem to make sense when talking 
about the relationship of fitness drink expectation and the attributes of the promoted 
fitness drink:
• Opening rate: %^(3, n=100) = 10.447, p = .015
• Attitude towards the drink: (3, n=100) = 11.070, p = .011
• Behavioural intentions: (3, n=100) = 10.438, p = .015
Here, in the case of TGS-metaphor and opening rate, it is, as expected, the 
characteristic of [functional] that outperforms issues like [taste] or [thirst quenching] -  
the latter result due to Bonferroni to be treated with caution. Regarding attitude towards 
the drink or behaviourai intentions, the statistically significant differences also confine 
the relationship of [functional] and [taste].
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LIT
For the literal expression, the Kruskal-Wallis test found only one construct with 
statistically significant differences among the expectations' subgroups
• Behavioural intentions: %^(3, n=100) = 8.390, p = .039
From a topic-related point of view, TGS and LIT deal with the same content: burning 
fat. So not least because the [functional] mean ranks being first in 6 out of 8 times, also 
here one would suggest the [functional]-expectation in the lead. Surprisingly, however, 
this leading position is in no case statistically significant. Rather, the statistical 
significance appears in one construct, where the [function]-subgroup is only second: 
within behavioural intentions the characteristic of [taste] dominates over [thirst 
quenching] and [ingredients]. In addition, from a Bonferroni-point-of-view both 
comparisons would not have been statistically significant.
LTGS
Concerning the rather naturai-ingredient-based headline, the Kruskal-Wallis test 
indicated three constructs that deserve further analysis:
• Comprehension: %^(3, n=100) = 9.024, p = .029
• Attitude towards the drink: (3, n=100) = 8.370, p = .039
• Behavioural intentions: %^(3, n=100) = 9.164, p = .027
Analysing pairwise, as expected, the characteristic of [ingredients] significantly differs 
from all other expectations across the three constructs. However, when postulating a 
Bonferroni-corrected p. of .0083, the significant results shrink to the pairwise 
comparison of [ingredients] and [taste].
NTGS
Here, following the Kruskal-Wallis test, not less than 6 out of 8 constructs show 
significant differences between the subgroups:
Opening rate: %^(3, n=100) = 8.753, p = .033
Involvement: %^ (3, n=100) = 11.643, p = .009
Attitude towards the mail (cognitive): (3, n=100) = 14.978, p = .002
Attitude towards the mail (affective): %^(3, n=100) = 14.618, p = .002
Source credibility: %^(3, n=100) = 12.969, p = .005
Behavioural intentions: %^(3, n=100) = 16.414, p = .001
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Within pairwise analysis, as anticipated, it is the characteristic of [thirst quenching] that 
explicitly rules the group of the fire-extinguisher-metaphor -  however, also when 
stating the Bonferroni-corrected .00833. The characteristic of [thirst quenching] shows 
statistically significant differences to all other subgroups in 4 of the 6 constructs.
Aided recall of Name and USP
Analysing the correlation of the fitness drink expectation and the two areas of aided 
recall, Pearson’s Chi-Square did not indicate any correlation between the recipient's 
expectation and their aided recall of the drink's name (%^  (3, n=400) = 1.447, p = .694, 
Cramer's V = .060); neither -  albeit closely -  the results showed a correlation between 
expectation and the USPs recall (3, n=400) = 6.635, p = .084, Cramer's V = .129). 
As a general assumption, here in both cases the cell’s minimum expected count is not 
less than 5.
Summary
To sum up one might say that the results implicate that the recipients behave normal: 
they better evaluate drinks suggesting to fulfil their expectation of a fitness drink. 
Furthermore, when looking at the LIT-results, it appears that this relationship seems to 
work better in the case of metaphorical headlines -  probably, as metaphors do 
transport such information in a different, more figurative way.
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Fitness Drink Consumption Regularity 
Review and Testing
Supplementing the target-group-characteristics of the first quantitative analysis, here 
also the fitness drink consumption regularity was requested. Following this, the 
research indicated that every recipient that (as a basic assumption for defining the 
target group) could imagine to buy a fitness drink already buys such drinks -  although 
in some cases very seldomly. Therefore the characteristic of fitness drink consumption 
regularity can be defined as ordinal, similar to the characteristics of age or sports’ 
frequency. When observing the characteristics' mean ranks (see appendix E.4.3.5 for 
all tables), it becomes obvious, that the heavy users [>1 per week] rule the results -  
with leading positions in 26 out of 32 cases (81,25%), respectively with 90% (18 out of 
20) within the purchase's preliminary stages {cognitive/affective responses to the mail, 
attitude towards the drink, source credibility and behavioural intentions).
However, what strikes one first here is that concerning mean ranks the heavy users do 
only have the lead in 2 out of the 4 versions for the mailing's opening probability (TGS 
and NTGS) -  nevertheless in both inferior cases the results are very close to the edge 
and the lead has been taken by the second highest frequency [1 per week]. 
Furthermore, basically one can recognise a pattern of ‘less frequent use, less good 
ratings’ across all groups and constructs. Here, the Kruskal-Wallis test indicated 
significant differences for all four groups.
TGS
Concerning the TGS-group, the testing displayed significant differences among the 
drinking-frequency-subgroups within five constructs
Opening rate: %^(3, n=100) = 18,675, p = .000
Comprehension: %^(3, n=100) = 20.530, p = .000
Attitude towards the mail (cognitive): %^(3, n=100) = 10.728, p = .013
Attitude towards the drink: %^(3, n=100) = 12.117, p = .007
Behavioural intentions: (3, n=100) = 21.658, p = .000
Within the Mann-Whitney U’s pairwise analysis, it becomes evident that it is above all 
but not only the group of heavy users that statistically differs from the other subgroups 
(here, in 7 out of 9 times). However, only in two -  considering Bonferroni, only in one 
case -  the significant difference is between neighbouring frequencies. Given this, most 
of the significant comparisons here do keep their statistical significance also for the
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Bonferroni-corrected p of .00833, which can be also traced back to the rather large 
effect sizes.
LIT
Similar to the TGS-group, also the LIT-results indicate statistically significant 
differences within 5 constructs
• Opening rate: %^(3, n=100) = 9.504, p = .023
• Involvement; %^(3, n=100) = 8.961, p = .030
• Attitude towards the mail (cognitive): (3, n=100) = 11.307, p = .010
• Attitude towards the mail (affective): %^(3, n=100) = 17.851, p = .000
• Source credibility: %^(3, n=100) = 12.117, p = .007
Concerning the pairwise analysis -  corresponding to the TGS-findings -  also here it is 
mainly the difference of the heavy users [> 1 time per week] to the other subgroups 
that is statistically significant. Here, only in 3 (allowing for Bonferroni: 2) out of 16 
cases, the significant differences are between neighbouring frequencies. Furthermore, 
compared to the TGS-results, the effect sizes are smaller, so the Bonferroni-corrected 
p of .00833 would lead to an exclusion of over half of the comparisons.
Lies
Compared to the expression dealing with fat burning (TGS and LIT), the LTGS-group 
does only have one construct with statistically significant subgroups’ differences:
• Attitude towards the drink: (3, n=100) = 8.140, p = .043
Analysing the subgroups’ attitude towards the drink pairwise, it becomes evident that it 
is again the group of heavy users that takes the lead. No neighbouring frequencies 
show significant results. Furthermore, allowing for Bonferroni would count out both 
significant pairs.
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NTGS
Concerning NTGS, the Kruskal-Wallis test indicated statistically significant differences 
within 6 out of 8 constructs:
• Opening rate: %^(3, n=100) = 10.347, p = .016
• Involvement: %^(3, n=100) = 11.429, p = .010
• Attitude towards the mail (cognitive): (3, n=100) = 9.358, p = .025
• Attitude towards the mail (affective): (3, n=100) = 12.214, p = .007
• Attitude towards the drink: %^(3, n=100) = 10.242, p = .017
• Behavioural intentions: (3, n=100) = 11.562, p = .009
Analysing the pairs with the help of the Mann-Whitney U test, the pairwise comparisons 
containing statistically significant differences in all but one case deal with the group of 
heavy users -  most of them with a rather large effect size to also overcome the 
Bonferroni-correction (.00833). However, also here only 5 (Bonferroni-corrected: 3) out 
of 14 cases include neighbouring frequencies.
Aided recall of Name and USP
When looking for a correlation of the recipients’ drinking regularity and their aided recall 
of the fitness drink’s name, Pearson’s Chi-Square did not provide any clue to it (%^ (3, 
n=400) = 2.877, p = .411, Cramer’s V = .085). Furthermore, with a significance value of 
.053 -  albeit close -  also the analysis of regularity and recalled USP did not indicate a 
statistically significant correlation of the two (%^ (3, n=400) = 7.677, p = .053, Cramer’s 
V = .139). Again, in both cases the cell’s minimum expected count is not less than 5.
Summary
Summing up, the results of fitness drink consumption regularity are very similar 
compared to the findings of sports regularity. Although there seems to be a positive 
correlation of drinking frequency and evaluation, it is above all the group of heavy- 
users that stands out in the crowd. Again, this happens across all constructs as well as 
all versions -  however, with LTGS to show the least amount of significant pairs. 
Beyond this, also here the pairwise comparisons indicate rather few significant 
differences between neighbouring pairs. Nevertheless it again can be assumed that 
‘the higher the frequency, the better the appreciation’. Another starting point for further 
research is the fact, that although the heavy users were prominent by leading in 26 out 
of 32 cases, they were not victorious in 2 out of the 4 versions’ opening rates -  an 
issue, where one would have probably expected them to be significantly superior.
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Attitude towards Direct Mailings in general 
Review and Testing
As explained before, it was the rather weak influence of the recipients’ attitude towards 
advertising in general on the metaphor evaluation that stood out. However, one 
possible explanation could be that the questionnaire containing the headlines did not 
look like advertising -  and so the recipient’s evaluation happened (somehow) 
decoupled from her predisposition towards advertising. Here, however, all the 
recipients are confronted with promotional communication and so it can be assumed 
that here the attitude towards direct mailings in general vj\\\ play a more important role.
Having a look at the analysis’ mean ranks (see also appendix E.4.3.6) it becomes 
evident, that in all but three cases (29 out of 32), the [rather positivej-attitude takes the 
mean ranks’ lead, followed by the [neutral]- and, thirdly, by the [rather negative]- 
attitude. So here one might assume: the more positive the attitude, the better the 
evaluation. In this respect, the Kruskal-Wallis test did indicate significant differences 
among the different attitudes for all four groups.
TGS
Analysing the TGS-group, five constructs showed significant differences for the 
attitude-subg roups:
• Opening rate: %^(2, n=100) = 59.292, p = .000
• Comprehension: %^(2, n=100) = 17.529, p = .000
• Attitude towards the mail (cognitive): %^(2, n=100) = 12.519, p = .002
• Attitude towards the drink: (2, n=100) = 8.098, p = .017
• Behavioural intentions: (2, n=100) = 11.652, p = .003
Analysing the pairs with the help of the Mann-Whitney U test, it becomes clear that it is 
above all the opening rate, that shows the most significant differences between all 
three levels of attitude. With a p of .000 and rather large effect sizes, the differences 
stay significant also for a Bonferroni-corrected level of .01666. Within the other four 
constructs, it is always the relationship of the [rather negative] to the neighbouring 
[neutral], respectively to the [rather positive] attitude that shows statistically significant 
differences, all with medium to large effect sizes. Given this, the difference of [rather 
positive] and [neutral] lacks statistical significance.
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LIT
Similar to the TGS-analysis, also here the Kruskal-Wallis test indicated several 
significant differences within the constructs
Opening rate: %^(2, n=100) = 60.927, p = .000
Involvement: (2, n=100) = 36.373, p = .000
Attitude towards the mail (cognitive): (2, n=100) = 13.665, p = .001
Attitude towards the mail (affective): (2, n=100) = 22.430, p = .000
Source credibility: %^(2, n=100) = 8.098, p = .017
Analysing pairwise, it is again the construct of opening rate that inhibits the largest 
effect sizes between all three different attitudes. Different to TGS, here also further 
constructs show significant differences between all three attitudinal levels: namely 
involvement and attitude towards the mail (affective). A fact that is similar to the TGS- 
testing: if a pair lacks a statistically significant difference within a construct, then it is 
the pair of [rather positive] and [neutral]. Furthermore, also here the effect sizes are 
rather large -  so allowing for a Bonferroni-correction would affect only 1 out of 13 pairs.
LTGS
Whereas TGS and LIT showed significant differences within 5 groups, the LTGS- 
analysis indicated 7 out of 8 constructs with significantly differing subgroups.
Opening rate: (2, n=100) = 74.701, p = .000
Comprehension: %^(2, n=100) = 53.000, p = .000
Involvement: (2, n=100) = 23.506, p = .000
Attitude towards the mail (cognitive): %^(2, n=100) = 36.612, p = .000
Attitude towards the mail (affective): (2, n=100) = 19.656, p = .000
Attitude towards the drink: (2, n=100) = 28.758, p = .000
Behavioural intentions: %^(2, n=100) = 7.685, p = .021
Corresponding to TGS and LIT, within the pairwise comparisons, also here the opening 
rate shows significant differences with large effect sizes among all three attitude-levels. 
Furthermore, again, significant differences between all three neighbouring attitudinal 
levels are rather scarce. Here, one construct (attitude towards the mail (cognitive)) 
shows significant differences among all three -  however, with smaller (albeit large) 
effect sizes. As before, concerning the other constructs, it is the relation of [rather 
positive] and [neutral] that is missing, i.e., non-significant. However, all differences are 
also significant relating to the Bonferroni-correction.
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NTGS
Here, the Kruskal-Wallis test indicated statistically significant differences within all of 
the 8 constructs
Opening rate: %^(2, n=100) = 72.558, p = .000
Comprehension: (2, n=100) = 11.787, p = .000
Involvement: (2, n=100) = 20.300, p = .000
Attitude towards the mail (cognitive): (2, n=100) = 24.443, p = .000
Attitude towards the mail (affective): (2, n=100) = 15.801, p = .000
Attitude towards the drink: (2, n=100) = 6.114, p = .047
Source credibility: %^(2, n=100) = 8.191, p = .017
Behavioural intentions: %^(2, n=100) = 8.169, p = .017
Concerning the Mann-Whitney U’s pairwise comparisons, one might say as expected, 
the opening rate shows significant differences among all three subgroups, again with 
(very) large effect sizes. Furthermore -  also as expected -  in all constructs the 
difference of [rather positive] and [neutral] lacks statistical significance. Beyond this, all 
but one pair do also pass the Bonferroni-corrected cut-off-value of .01666.
Aided recall of Name and USP
Similar to the findings above, the recipients’ attitude towards direct mailing in general 
can be assumed to have a major influence on the aided recall. Here, indeed, with a p 
of .000 and an effect size of .290, the recipients’ attitude towards direct mailing 
correlates strongly with the aided recall of the drink’s name {y^{2, n=400) = 33.651, p = 
.000, Cramer’s V = .290). Given this, having a look at the occurred and expected 
counts, it seems as if all three attitudinal levels provide the correlation. Furthermore, 
the same applies for the relationship of attitude towards direct mailing and USP-recall: 
also here, a p < .0005 and an effect size of .250 indicate a somewhat smaller but 
nevertheless strong correlation [y^{2, n=400) = 25.004, p = .000, Cramer’s V = .250). 
Here, the occurred and expected counts suggest a main influence of the rather positive 
as well as the rather negative attitudinal level. However, again the cell’s minimum 
expected count is not less than 5 in both cases.
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Summary
Overall, one might say that the recipients’ different attitudes towards direct mailing in 
general seem to lead to the most significant differences within the constructs. 
Furthermore, it seems as if above all the opening rate is influenced by a participant’s 
direct mail attitude. Whereas the opening rate seems to be most influenced, the 
behavioural intentions seem to be comparatively less influenced -  with comparatively 
small effect sizes, showing no significant difference between the subgroups of [rather 
positive] and [neutral] -  a fact that might also be worth further investigation. The 
certainty that most often the relationship of [rather positive] and [neutral] is not 
significant might be due to the fact that it is above all the [rather negative] attitude that 
influences a recipient’s evaluation. However, the characteristic of attitude towards 
direct mailing in general was the only one, where both aided recall sections yielded 
statistically significant differences.
The Relation of Opening Probability and Mailing Evaluation
As seen above, the recipients’ attitude towards direct mailing in general seems to
influence above all the opening rate and appears to decrease along the advertising
effect funnel {comprehension, attention, attitude) -  ending up in behavioural intentions. 
Furthermore, as explained above, the mailing’s opening probability did not differ 
significantly between the four mailing-versions. However, as there seems to be a 
strong relationship of attitude towards direct mailing in general and a mail’s opening 
probability, one might ask about the relationship of opening probabiiity and mailing 
evaluation in general -  i.e., across all four mailing-versions. To answer this question, 
the results of the recipients’ opening probability, measured with a 5-point Likert scale, 
have been classified into three different groups: those, who
• would rather open the mailing -  here 201 of the 400 participants (50,25%)
• were in two minds (50:50) -  here 114 out of 400 (28,5%)
• would rather not open the mailing -  here 85 out of 400 (21,25%)
Similar to the characteristics-subgroups’ distribution tested above, with a (6, n=400) 
= 11.049, p = .087, Cramer’s V = .188 and with expected counts > 5 (21.25), the results 
of Pearson’s chi-square indicate no distribution differences of the three opening- 
probability-subgroups among the four versions. Furthermore, the analysis happened 
corresponding to the characteristics’ analysis above. The three different subgroups of 
opening probability were analysed concerning their effects on mailing evaluation in 
general, i.e., comprehension, attention, attitude and behavioural intentions -  to answer
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questions like: does somehow, who rather opens a mail better recall the drink’s name 
than someone, who would rather not open the mail, irrespective of the mailing-version. 
The analysis’ mean ranks (see appendix E.4.3.7 for this analysis’ tables) imply, that in 
all 7 cases there is a distinct positive correlation between opening probability and mean 
rank. So corresponding to the recipients’ direct mail predisposition one might suggest: 
the more probable the opening, the better the evaluation. Supportingly, the Kruskal- 
Wallis test did indicate significant differences among all seven constructs:
Comprehension: %^(2, n=400) = 102.976, p = .000
Involvement: %^(2, n=400) = 58.513, p = .000
Attitude towards the mail (cognitive): (2, n=400) = 91.269, p = .000
Attitude towards the mail (affective): (2, n=400) = 46.744, p = .000
Attitude towards the drink: (2, n=400) = 49.685, p = .000
Source credibility y^  (2, n=400) = 4.361, p = .000
Behavioural intentions: %^(2, n=400) = 25.775, p = .000
Analysing the pairwise comparisons with the help of the Mann-Whitney U test, it is 
revealed that in all but one case, the difference between the three opening-probability- 
subgroups is statistically significant (p < .05). Allowing for a Bonferroni-correction (here, 
p <.01667), still 17 significant differences remain. Remarkably here: two of the three 
pairs that lose their statistical significance are the two neighbouring pairs within 
behavioural intentions. So one might also assume, that the influence decreases along 
the funnel. Compared to the influence of attitude towards direct mail in general on the 
latent constructs one might say, that although opening probability’s influence ended up 
in more (i.e., almost all) cases of statistically significant pairwise differences, the 
significant cases within the ‘attitude towards direct ma/Z'-analysis showed larger effect 
sizes. Furthermore, corresponding to the results of direct mail predisposition, also here 
the recipients’ opening behaviour showed great influence on their aided recall of the 
drink’s name and USP: with a p of .000 and an effect size of .321, the recipients’ 
opening probability strongly correlated with the aided recall of the drink’s name (%^  (2, 
n=400) = 41.147, p = .000, Cramer’s V = .321). Furthermore, the aided recall of the 
drink’s USP led to an even larger effect size of .328 {y^{2, n=400) = 42.994, p = .000, 
Cramer’s V = .328) -  in both cases with expected counts > 5. Looking at the results of 
occurred and expected counts, one can assume a positive correlation of opening 
probability and a recipient’s memorability. So to sum up one might say: the more 
positive the attitude towards direct mail, the more probable the opening, the better the 
evaluation -  and the better the recall.
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Discussion, Conclusion and Limitations 
Discussion
To sum up one might say: most results are as expected -  although sometimes 
interspersed with unexpected outcomes.
However, immediately the first characteristic of age raises questions: although there 
seem to be certain patterns and a certain influence of different age groups on the 
different mailing versions, up to now no feasible explanation exists -  not least, as the 
tested metaphors (which are, within the evolutionary testing, the only components that 
change) did not indicate any significant differences concerning age. However, this 
might be traced back to synergistic effects and/or correlations that have been 
neglected within this research.
Quite the contrary to age is the characteristic of sports regularity. Here, the findings 
on the whole correspond to the first analysis’ results: again it seems as if ‘the higher 
the frequency, the better the evaluation’ -  at least in the case of the heavy-attendants- 
subgroup. Here the effect of ‘the more, the better’ is mailing-version- and latent- 
construct-wider than in the first analysis.
Similarly, also the characteristic of sports’ main impetus parallels the first analysis’ 
findings -  at least at first sight: also here it was the subgroup of [performance/ 
success], i.e., the performance-oriented participants whose evaluations outperformed 
(in many cases significantly) the other subgroups. However, in the case of metaphor- 
evaluation, there was a strong relationship between the performance-/success-oriented 
TGS-metaphor and the [performance/success]-subgroup -  comprehensible, as the 
TGS-metaphor was also understood to express performance and success. Regarding 
the mailing-évaluation, the performance-/success-oriented mailings of TGS and LIT 
were outstripped by the LTGS-version, promoting the bio-diesel -  an issue that is 
contrary to the first analysis’ findings and therefore provokes further questions, e.g.: 
does in the context of the mailing the bio-diesel metaphor suggest more performance 
than the tummy-away-trainer?
Furthermore, also the fitness drink expectation acts corresponding to -  and even 
more significant than -  the results of the first analysis. Here one might describe the 
recipients’ behaviour as normal, as they prefer the drink (respectively the metaphor) 
that suggests to fulfil their individual fitness drink expectations. However, it seems as if 
the participants’ expectations are generally better associated with the metaphorical
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mailings -  with the literal version showing no significant results concerning the relation 
of expectation and expression. This result could further serve as a new starting point to 
find out about the advantages of target-group-specific, or -harmonised metaphors over 
literal language
As a supplemented characteristic, the recipient’s fitness drink consumption 
regularity acts in a very similar way compared to the sports regularity -  and therefore 
also as expected: again, there seems to be positive correlation of drinking frequency 
and evaluation. Moreover, it is the group of heavy users that stands out in the crowd -  
so, that ‘those people who drink most are those who evaluate best’. However, also this 
characteristic comes up with a rather unexpected result: although the group of heavy 
users does have the lead in more than 80% of all cases, they do not figure in two of the 
four versions concerning the mailing’s opening probability. One explanation attempt 
here: probably the teaser did not say ‘fitness drink’ as explicitly as it should.
Furthermore, also the characteristic of the participant’s attitude towards direct mail in 
general acts as suggested: different to the first analysis’ findings, here the different 
subgroups’ differences are statistically significant. It can be seen that ‘the more one 
appreciates direct mails, the better they are evaluated’. However, it appears as if a 
participant’s direct mail predisposition mostly influences her opening probability, 
with a decreasing effect, ending up in the recipients’ behavioural intentions.
Beyond this, the opening probability, i.e., a recipient’s opening behaviour, seems to 
not only act as an indicator of her attitude towards direct mail in general but also 
functions as a precursor of her general evaluation-tendency: from overall 
comprehension and attention to overall attitudinal effects and behavioural intentions it 
seems as if the more reluctant a recipient opens a mailing, the more difficult it will get 
for the mailing to be successful. Again, here the influence seems to decrease until 
advertising effect’s last stage: the intended behaviour.
In summary it is very difficult to say, if the results -  i.e., the subgroup’s differences -  
are mainly metaphor-, product-, USP- or even mecf/um-related. Concerning the 
different mailing versions one might say:
• As explained above, concerning the subgroups of age, the different mailing 
versions did not seem to play any comprehensible role.
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• Within sports’ regularity, TGS took the lead concerning the latent constructs 
featuring significant differences, with LIT bringing up the rear. So contrary to 
metaphor-evaluation, where the ‘the more, the beffer-principle was distributed 
among all versions, within mailing-évaluation it seems as if the metaphorical 
versions -  and within these the TGS-version -  have certain advantages.
• Concerning sports’ main impetus, as intimated above, the focus has shifted 
from the TGS-metaphor to the LTGS-mailing, with the LIT-mailing 
outperforming the TGS-version.
• Furthermore, one might say that the recipients’ fitness drink expectation is 
the only part, where the relation of the different headlines and the 
corresponding expectation-subgroups becomes obvious -  however, even more 
obvious within the mailing-évaluation. As such the NTGS-mailing took the lead 
concerning the constructs featuring significant differences, followed by LTGS 
and TGS.
• Regarding fitness drink regularity, it is above all the versions of TGS, LIT and 
NTGS that feature the heavy users’ significant results.
• Overall, concerning attitude towards direct mail in general, all versions are 
on the same level.
Conclusion and Limitations
According to the actual state of knowledge, the results imply that in order to optimise 
the TGS-mailing’s impact one should aim at
• women between 19 and 39 (no relevant findings concerning age-subgroups)
• that work out more often rather than less (at best: 2 times a week or more)
• and do so by being performance-oriented (significant differences concerning
behavioural intentions).
• Furthermore, at best these women already consume fitness drinks more often 
rather than less (at best: 1 time a week or more)
• and, aim for functional fitness drinks in general.
• Beyond this, one should first and foremost aim at women who have a rather
positive attitude towards direct mail in general.
Concerning the recipients’ involvement one might conclude that, as explained above, 
metaphors as stimulus- or ad-related factors played a decisive role concerning the 
different mailings’ advertising effects. Furthermore, also the recipient’s involvement 
with direct mails, i.e., her general predisposition towards mailings as well as the
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opening probability played a significant role for a mailing’s advertising effect. Beyond, 
also personal factors like the sports driving force, the consumption frequency of 
fitness drinks or the sports frequency seemed to influence the recipients’ evaluations. 
However, concerning the situational factor of a direct mail’s call to action, i.e., to 
activate the recipient to get more information or to test the drink, the research lacks a 
comparable basis. So concerning the assumption that direct mails are in general more 
activating than e.g. print advertisements, this thesis cannot make a statement.
However, as explained above, here the limited scope of the thesis and therefore the 
rather small sample size allows only for an exploratory glimpse into the recipients’ 
characteristics, treating the individual facets as independent and, by doing so, 
neglecting synergistic effects as well as correlations -  a fact why these results should 
be handled with care and furthermore the reason why this discussion-section did not 
find its way into the following, final discussions chapter.
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6. Conclusions, Implications and Limitations
6.1 introduction
To recap, the research question this study seeks to answer is 7s there any difference 
between direct mails that use target-group-specific metaphorical headlines and those 
that use none concerning their advertising effect?’. To answer this question, the 
research’s main objective has been defined as
• to evaluate as well as to compare four different mailing versions, each with
o a target group-specific metaphor 
o a less target group-specific metaphor 
o a non-target-group-specific metaphor 
o a target-group-specific literal equivalent
• concerning their effect on the recipients’
o attention 
o attitude
o behavioural intentions
However, the comparison of the different mailings does also imply certain preceding 
objectives, as to measure and to compare the different metaphor-Zmailing-versions 
implicates to develop a target-group-specific test scenario, including
• the definition, respectively development of (metaphorical) expressions with 
varying levels of target group specificity
• the development of a target-group-specific mailing
• the development of a target-group-specific product with as well as USP
• the evaluation of the different mailing versions by the underlying target group.
Furthermore, another preceding objective is the evaluation of the qualitatively 
elaborated variably specific metaphors with the help of a quantitative approach 
concerning the metaphors’ effectiveness, i.e., the recipients’
• comprehension
• perceived aptness
• cognitive and affective responses
• behavioural intentions
After analysing as well as explaining the results within the previous chapters, this 
chapter contains the results’ discussion and conclusions as well as the research’s 
limitations and implications.
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6.2 Discussion and Conclusions
In relation to the extant scientific literature dealing with metaphor research, the current 
findings are in line with earlier findings -  however, also concerning contradictory 
findings, as explained in the following.
The Research’s Findings in Relation to the Domain’s extant Knowledge
Current findings suggest that within the context of direct mails, metaphors can lead to 
certain advantages over literal expressions concerning a mailing’s advertising effect. 
The metaphorical effects are in most parts congruent with some earlier work cited in 
the literature review. Following the analysis’ results, compared to the mailing containing 
the literal headline, one of the mailings containing metaphorical headlines is found to 
result in a higher level of initial attention, respectively involvement, improved attitude 
towards the mail, both in terms of cognition and affect, improved attitude towards the 
product being advertised, as well as improved credibility of the source of 
communication. Furthermore, the mailing did also positively affect the recipients’ 
behavioural intentions. However, whilst there is no extant literature that investigates 
exactly the context examined in this thesis, i.e., the comparison of direct mails that 
contain/not contain metaphors -  a research gap this study wants to close -  there is 
some literature that may lead one to expect that these outcomes may occur.
According to Shin et al. (2008), visual metaphors in advertisements caught a recipient’s 
attention -  findings that are in line with Homer and Kahle (1986: 54), who within an 
academic context report that recipients “devote[d] more attention” to visual metaphors. 
Furthermore, the findings of Phillips and McQuarrie (2006) or Mothersbaugh et al. 
(2002) suggest that metaphors, respectively tropes are not only attention-getting but 
also attention-drawing, e.g. to message-related elements. Beyond, also Fitzgerald’s 
(1998) findings that analogies lead to a better knowledge about the product, Toncar 
and Munch’s (2001) paraphrase of tropes as elaboration-inviting or Phillips’ (1997: 86), 
describing recipients dealing with visual metaphors as “thinking into it”, support the 
assumption that metaphors may make recipients of a communication become more 
attentive to, i.e., more involved with a message than literal expressions do.
In terms of improving attitudes towards the advertisement, there is a reasonable 
amount of evidence that the coding and packaging of a message may be improved by 
using metaphors. Following this, it seems as if metaphors -  catching the recipients’ 
attention, drawing their attention to message-related elements, making them think into 
this message and catering for an “‘aha!’ moment of understanding’’ (Phillips 1997: 79) -
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provide pleasure (cf. Ang and Urn, 2006; McQuarrie and Mick, 1999 (visual 
metaphors); 2003 (tropes)) as well as lead to a greater interest in the ad texts (of. 
Mothersbaugh et al., 2002 (tropes)). By showing that metaphors in advertisements did 
not only increase user knowledge and skills but also enhanced topic-related attitudes, 
Huhmann et al.’s (2002) findings in a way interconnect the constructs of attention and 
attitude. Corresponding results are those of Shin et al. (2008) who report that visual 
metaphors led to more favourable attitudes, those of Toncar and Munch (2001) who 
showed that tropes led to a more favourable attitude towards the ad among low 
involved subjects or those of Brennan (1992) who found that allegoric advertisements 
did increase the recipients' attitude towards the ad. Furthermore, Phillips (2000), 
McQuarrie and Mick (1999) or Jeong (2008) all report a positive effect of visual 
metaphors on ad liking.
As intimated above, the attitudinal effects of metaphors appear not to be restricted to 
advertisements but seem to broaden to the advertised brand or product in general: 
According to McQuarrie and Phillips (2005), metaphorical claims lead to positive 
inferences about the brand. Supportingly, the findings of Hitchon (1991) indicate that 
novel metaphors can change brand attitude, and the results of DeRosia (2001; 2008) 
point out that metaphors can influence brand beliefs. Last but not least, Toncar and 
Munch’s (2001) findings lets one suggest that tropes can lead to an increase of the 
attitude towards the product among low involved subjects.
Furthermore, it is not only the attitude towards the ad or the brand/product that seem to 
be influenced by metaphors but also the source’s credibility -  or, as Sopory and 
Dillard (2002) call it, the credibility of the communicator (e.g. a mail, brand or 
testimonial). According to Jeong (2008), advertisements containing visual metaphors 
led to a higher perceived source credibility than ones containing non-metaphorical 
images. Similarly, in the field of counselling techniques Suit and Paradise (1985) report 
that analogies resulted in more positive ratings of the client relative to expertness, 
empathy and regard. Beyond, concerning politics Rinalducci and Henley (2007) 
discovered a positive influence of metaphors on speaker credibility among female 
recipients.
Furthermore, findings suggest that metaphors can also have a positive impact on a 
recipient’s behavioural intentions. According to Jeong (2008), visual metaphors in 
advertisements led to an increase of purchase intentions among the recipients -  
findings that are supported by Homer and Kahle (1986) for visual metaphors as well as
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by Ang and Lim (2006) for metaphors. Beyond, it appears that it is not only the 
intended purchase, but also other intended topic-related behaviours, which are 
positively influenced by the use of metaphors -  in advertising (Huhmann et al., 2002) 
as well as non-advertising contexts (Mio et al., 1993).
However, contrary to the findings presented above there is also some literature that 
suggests that the effects of metaphors in advertising may be inconsistent -  or even 
non-existent. Nelson and Hitchon (1995) found out that under certain conditions 
metaphorical headlines led to decreasing rather than increasing attitudes towards the 
ad or the brand compared to literal equivalents. Within a political context. Bowers and 
Osborn (1966) showed that metaphors are able to increase but also to decrease 
source credibility. Furthermore, Ang and Lim (2006: 49) report that “brands using 
metaphors were generally perceived to be more sophisticated and exciting, but also 
less sincere and competent, than brands using literal words and pictures”. From 
inconsistent to non-existent metaphorical effects: according to Sopory’s (2008) findings 
within a non-advertising context, messages containing metaphors were not more 
persuasive than literal messages -  a result that is also maintained by Van Zandvoort 
(2004) analysing an educational website, by Bosman and Hagendoorn (1991) 
researching in a political context as well as by Van Nistelrooij (2008: 47), stating that 
“the use of metaphors under none of the investigated conditions and to no extent 
proved to affect the attractiveness, understanding, and persuasiveness of written 
HIV/AIDS communication”. Beyond, when exposing recipients to literal and figurative 
editorial titles, Ashley (2004) did not find any significant attitudinal difference -  results 
that are also reflected by Whaley (1991), analysing attitudinal effects of analogies. 
Finally, analysing source credibility, Sopory and Dillard (2002: 382) state that 
metaphors “showed no demonstrable impact on competence (...) or character”, findings 
that are also supported by Ashley (2004), analysing the source credibility of literal and 
figurative editorial titles.
However, also concerning this thesis’ findings metaphorical effects can be described 
as inconsistent, leading to the assumption that metaphors are by no means a 
guarantor for persuasive effects: whereas, as explained above, one mailing containing 
a metaphorical headline did show positive metaphorical effects compared to the literal 
version, two other figurative mailing-versions containing different metaphorical 
headlines did not show any advantages concerning a recipient’s attention/involvement, 
cognitive or affective responses to the ad or the brand, to the credibility o f the source or 
concerning behavioural intentions.
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Up to this point the findings of the current research are in line with earlier findings. To 
summarise the research’s main objectives, metaphors can also influence a direct mail’s 
advertising effect but this is by no means guaranteed. So, thus far the findings add to 
the established body of knowledge by expanding the research dealing with the impact 
of metaphor in promotional communication specifically relating to direct mail. The 
findings of the current study could be summed up by stating that the metaphorical 
effects found in non-advertising such as political, educational or editorial surroundings 
as well as print-advertising surroundings are reflected in the field of direct mail, with 
metaphors having a discernable, albeit it inconsistent effect.
However, different to research conducted before, this thesis suggests an explanation 
for the metaphorical effects’ inconsistency.
Metaphors’ Moderators as Reasons for the Findings’ Inconsistency
Within the context of this research, it is the findings’ inconsistency that has been of 
particular interest and during the analysis efforts were focused upon elaborating as well 
as controlling the inconsistency’s reasons -  leading to the introduction of the 
research’s preceding objectives explained above.
When analysing the extant body of knowledge, the research identified certain 
moderators than can be suggested to have an influence on a metaphor’s impact and 
that might therefore be responsible for the results’ inconsistency, namely
• metaphor context
• metaphor content
• metaphor quality
• a recipient’s verbal characteristics
• metaphor quantity
• metaphor positioning
Analysing the extant literature, it becomes apparent that the context of a metaphor 
seems to be an important factor for this rhetorical figure to unveil its full impact. 
Following this, one can assume that a metaphor’s context is not only important for a 
metaphor’s correct understanding, i.e., its decoding (cf. Ortony et al., 1978 or Inhoff et 
al., 1984) but also for its effects, as the context appears to guide the recipients’ 
inferences (cf. Honeck et al., 1975; Hubbell and O’Boyle, 1995; McCabe, 1988 or 
Gildea and Glucksberg, 1983). Given this, a metaphor’s context acts as a knowledge- 
indicator as well as a knowledge-prowc/er -  referring to the available knowledge of the
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recipient as well as closing the gap between the available and the needed knowledge 
to fully understand the metaphor. By doing so, the issue of metaphor context is always 
an interplay of sender and receiver, i.e., those who encode and those who decode the 
metaphor. The involved knowledge decisive for a metaphor’s decoding can be 
described as cultural, product/situation-related and genre-specific.
Cultural knowledge means that sender and receiver need a common ground of e.g. 
clichés, sayings or cultural conventions -  i.e., codes -  to successfully encode and 
decode metaphors (of. Black, 1993 or Schmitt, 1995; see also McQuarrie and Mick, 
1999 or Phillips, 1997). A cultural convention within advertising might be e.g. not to 
take everything at face value -  so recipients need to realise, that e.g. Red Bull will not 
give you wings in a literal sense (of. Phillips, 1997). Given this, cultural knowledge can 
be defined as knowledge about how people communicate with each other (cf. Lawes, 
2002). Another kind of knowledge needed to decode a metaphor in the intended 
manner is the knowledge about the situation or the product According to Johnson 
and Taylor (1981) in a political context only those recipients where influenced by 
metaphors that were politically sophisticated. Similarly, within advertising Roehm and 
Sternthal (2001) report that analogies are highly persuasive -  if recipients have the 
knowledge about the product to map relations, i.e., to understand the analogy; results 
that are also supported by Phillips (1997) for visual metaphors. Furthermore, findings 
imply that whereas knowledge about the situation/product is important for a metaphor’s 
intended decoding, the liking of a product, topic or category decides on the metaphor’s 
effectiveness: analysing metaphorical claims, Kehret-Ward (1987) report that 
“increasing the number of exposures made the judgments of those enthusiastic about 
the category more favorable, and the judgments of those indifferent to the category 
less favorable” (Kehret-Ward, 1987; 403). Furthermore, for a metaphor to be decoded 
in the intended manner it is also important to process information “in genre-specific 
w ays” (Phillips, 1997: 78, emphasis added). Given this, inferences drawn from a 
metaphor used in an advertisement might be different to the inferences drawn if the 
same or a similar metaphor would have been used in a cartoon or in a brochure about 
the risks of alcohol abuse. Given this, specific knowledge about the genre of 
advertising might be e.g. to know that companies only speak out positively on their 
brands and products. So recipients most probably (unconsciously) tend to draw only 
positive inferences when interpreting the ads (cf. Phillips, 1997).
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Another moderator next to metaphor context appears to be a metaphor’s content. 
Similar to the context, it can be assumed that it is also the knowledge as well as the 
liking of the metaphor itself that is relevant for a metaphor to unfold its impact. 
According to Sopory and Dillard (2002), those recipients with greater knowledge about 
a metaphor’s source did also show greater persuasive effects. Furthermore, it is also 
the liking of the metaphor content that seems decisive: Ottati et al.’s (1999) findings 
show that a sports metaphor only led to increased elaboration and argument sensitivity 
among those recipients who liked sports, whereas it led to decreased elaboration and 
sensitivity among those who disliked it -  results that are supported by Mio (1993) or 
Siltanen (1981). Following this, Reinsch (1975) showed that metaphor content does 
also account for the perceived credibility of the source.
Further decisive for the liking of a metaphor is also its quality. Here, metaphors can be 
assumed to need a certain level of figurativeness (i.e., an artful deviation) as well as of 
metaphoricity (i.e., newness) to be effective. According to Phillips and McQuarrie 
(2009: 59), “a metaphor can successfully be used to alter consumer beliefs in a desired 
direction, but only if that metaphor is perceived as an artful deviation from expectation 
by the target audience” -  findings, that are supported by Jeong (2008), Myers et al.
(2007), Phillips (2000) or McQuarrie and Phillips (2005). Given this, recipients seem to 
prefer moderately figurative, i.e., moderately complex metaphors which are neither too 
easy nor too difficult to be decoded (of. Phillips, 2000; Van Mulken et al., 2005 or 
Fitzgerald, 1998). Concerning a metaphor’s metaphoricity, according to Sopory and 
Dillard (2002) novel metaphors seem to outperform more conventional ones 
concerning their persuasive effects. In the same vein, Hitchon (1991) found out that 
most notably novel metaphors led to an increased perception of the importance of 
product characteristics. Following this, the findings of Kehret-Ward (1987) in a way 
conjoin the issues of figurativeness and novelty by showing, that only the novel-vivid 
metaphors were more effective than standard metaphors, whereas the novel-palid 
ones were even less effective.
As intimated above, talking about the importance of metaphor context as a knowledge 
indicator as well as knowledge provider and assuming a moderately complex level of a 
metaphor’s figurativeness to lead to the best possible persuasive effects makes it 
necessary to also focus on a recipient’s verbal characteristics -  not least as a 
metaphor’s decoding as well as its impact on recipients requires an interplay of sender 
and receiver. As the findings of Arter (1976) concerning the relation of children’s verbal 
abilities and metaphorical effects as well as the thoughts about cultural knowledge
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imply, next to shared knowledge, beliefs and attitudes between speaker and hearer 
there also needs to be a shared language as well as common codes and connotations 
that enable the sender to encode messages and develop metaphors with an optimised 
level of novelty and figurativeness that will be decoded by the receiver in the intended 
manner -  to get the shared and intended connotations (of. Langrehr and Cay wood, 
1995). So one might say that an optimised encoding and decoding needs knowledge 
shared by the interpretive community or by the culturally-constituted code environment 
(of. McQuarrie and Mick, 1992).
Furthermore, it seems as if also a metaphor’s positioning as well as its quantity does 
have an influence on its effectiveness. Analysing a metaphor’s positioning, Sopory
(2008) reports that metaphors in the introduction are more effective than metaphors 
positioned in the conclusion. In the same vein, Sopory and Dillard (2002) showed that 
a metaphor’s effect can be considered highest when placed in the introduction rather 
than in a text’s body or conclusion. Following this, the findings suggest that the earlier 
a metaphor is used, the more effective it will be. Concerning a metaphor’s quantity, 
the findings of Sopory and Dillard (2002) indicate that fewer metaphors seem to be 
more persuasive. Similarly, Mothersbaugh et al. (2002) report, that the combination of 
rhetorical figures of the same kind (here multiple tropes) did not lead to an increased 
processing. So here one might assume, that the fewer metaphors are used, the more 
effective their application will be.
To sum up one might say that
• talking about the importance of context, content and quality of a metaphor for its 
effectiveness,
• assuming a recipient’s knowledge and liking of products/situations and 
metaphorical content as well as a recipient-specific level of a metaphor’s 
figurativeness to be decisive for a metaphor’s impact, and, by doing so,
• suggesting the need for a common ground concerning beliefs and attitudes as 
well as concerning language, codes and connotations
implies that a metaphor’s effectiveness to a large extent is dependent on the 
interpretive community, i.e., the recipients -  or, in other words: the communication’s 
target group. As a result of these thoughts, the thesis’ underlying research question 
has come into existence -  and with it the thesis’ red thread: the approach of target- 
group-specificity.
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Concerning the existing literature, until now there is no approach to define something 
like a metaphor’s target-group-specificity or a specificity-level of rhetorical figures in 
general (at least to the best of the author’s knowledge). However, it rather seems that 
within metaphor research the underlying target group is in a way neglected, when it 
comes to the development as well as the testing of advertising media (of. Phillips, 
1997; McQuarrie and Mick, 1992; 1999; 2003; McQuarrie and Phillips, 2005 or Van 
Enschot et al., 2008).
The Need for a target-group-specific Test Scenario
Following this, another important issue becomes the centre of attention -  which in a 
way can be described as an expansion of the metaphor’s target-group-specificity- 
approach: the approach of a target-group-specific test scenario as the preceding 
objective for the underlying research.
According to Coulter and Sewall (1994: 276), “when deciding the composition of an 
advertisement, advertising and marketing managers must address a variety of issues, 
including: the communications objectives, the type of product, the characteristics of the 
target audience and their purchase motivation” -  a self-evident procedure that is 
reflected in the definition of Kotler’s five M (of. Kotler and Armstrong, 2004 -  see also 
Becker, 1998), which can be considered to establish an advertising campaign’s 
framework, namely mission, message, money, media and measurement.
Whereas money, media and measurement can be neglected here, it is above all the 
mission as well as the message of a promotional communication that seems relevant 
for the underlying topic. Here, a communication’s mission is to define a specific 
communication task or content for a product/service for a specific target group within a 
specific period of time. Furthermore, a communication’s message can be defined as 
translating the mission in a message strategy that deals e.g. with a promoted 
product’s USP or benefit and, following, as implementing the message strategy in a 
message execution, i.e., developing a layout or design based on the strategy that 
attracts the attention and arouses the interest of the recipients (cf. Altstiel and Grow, 
2006). This furthermore implies, that also a meaningful testing of promotional 
communication should give consideration to these issues:
• addressing a target group
• with a target-group-specific, i.e., relevant product
• containing a target-group-specific, i.e., relevant USP or benefit
• that is focused in a target-group-specific message
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• and executed in a target-group-specific, i.e., understandable, enjoyable and 
attention-grabbing way -  leading to a target-group-specific ad or mailing.
To sum up one might say that to test the advertising effect of metaphor does not only 
imply to account for as well as control a metaphor’s target-group-specific moderators 
like e.g. metaphor content or quality, but also to embed the target-group-specific 
metaphor in a target-group-specific test scenario, accounting for a promotional 
communication’s basic requirements. Concerning the underlying research this means, 
that a metaphor will only unveil its full impact when it
• is related to a target-group-specific product (i.e., known, liked and relevant) 
containing a target-group-specific USP/message
•  itself is known and liked by the target group as well as possesses a level of 
A7ove/fy and figurativeness appreciated by the target group
• is promoted within a target-group-specific mailing, i.e., containing e.g. a target- 
group-specific design and accounting for target-group-specific codes
• is evaluated by the relevant target group
However, these findings led to the research’s split objectives
• the preceding objectives that -  with the help of the underlying target group -  
lead to the development/definition of
o the variably specific metaphors as well as the specific literal equivalent 
o the target-group-specific test scenario, including mailing and 
product/USP
• the main objective that -  on the basis of the achieved preceding objectives -  
led to the evaluation of the four different mailing versions’ advertising effects
The Research’s Objectives
To achieve the abovementioned preceding objectives, i.e., the foundation for the 
research’s main objective, the thesis qualitative stage gathered information about the 
target group and developed a target-group-specific medium, promoted product and 
metaphor to define the target-group-specific test scenario. Furthermore, an approach 
to define a metaphor’s target-group-specificity has been designed.
In the following, the first quantitative stage showed unanimous results concerning the 
research’s further preceding objective: the quantitative verification of the qualitatively 
deduced metaphor versions. Here the results indicate a statistically significant positive
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correlation between a metaphor’s level of target-group-specificity and its evaluation by 
the target group. Given this, the suggestion proved right that apparently the 
abovementioned target-group-dependent moderators really influence a metaphor’s 
impact and, following this, that a more target-group-specific metaphor has more impact 
on the relevant target group -  all the way from metaphor comprehension and aptness- 
perception to attitudinal responses and behavioural intentions. However, this first 
testing served as a test run to confirm the assumptions concerning a metaphor’s 
effects and moderators. At this, the metaphorical headlines were the centre of 
attention: the recipients received all three headlines and have been told, that these 
were potential alternatives for a fitness-drink that burns fat. So the given information 
explicitly pointed at the relationship of product/USP, respectively metaphor context and 
metaphor content. Following this, one might say that all recipients were able to -  rather 
consciously-choose and evaluate the metaphorical headlines, being fully aware of the 
research’s background and aim. At this the target group decided in favour of the target- 
group-specific metaphor, with the less- and nonsignificant versions taking the second 
and third place. However, as explained above, this objective was no objective in the 
proper sense but more of a first indication of the relation of the level of target group 
specificity and metaphor impact. So to answer the research question, another step 
seemed mandatory to find out, whether the positive correlation still remains, when the 
headlines will be inserted in a direct mail context and have to operate in the shadows.
As intimated above, the second quantitative testing’s aim was to create a situation for 
the different headlines to be tested that was closer to a promotional communication’s 
reality. So four mailing versions have been developed, differing only in the four different 
headlines (three times metaphorical, one time literal). The main objective here: to 
analyse as well as to compare the different versions’ advertising effects on the 
underlying target group. To sum up, regarding the mailing’s four versions the version 
containing the target-group-specific metaphor unanimously comes out ahead. 
Concerning advertising effect’s gatekeepers, opening rate and comprehension, the 
target-group-specific metaphor could measure up with its literal equivalent. 
Furthermore, the dyad of TGS/LIT edged the other couple, consisting of LTGS and 
NTGS, down to second place -  in the case of opening rate with a non-significant, and 
in the case of comprehension with a statistically significant difference.
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Concerning attention, in the case of involvement again TGS came off as the winner, 
with both the two less specific metaphorical as well as the literal headline being on the 
(statistically significant) second place. Beyond this, also the aided-recall-results, 
although not statistically significant, showed TGS in the leading position.
Furthermore, also in the case of the attitude towards the mail the TGS-version took 
the leading position -  cognitively as well as affectively. Beyond, here for the first time 
the positive correlation between the metaphor’s specificity-level and its impact 
appeared -  with LIT bringing up the rear and with TGS showing statistically significant 
differences to NTGS as well as LIT.
Focusing on the attitude towards the product, TGS significantly outperformed the 
other versions regarding the attitude towards the drink as well as regarding source 
credibility. Here, albeit close together, one might assume a non-significant sequence 
of LTGS, LIT and NTGS.
Last but not least, also in case of behavioural intentions TGS took the lead with 
statistical significant differences to the other three -  here similar to the attitude towards 
the mail with a positive correlation of a metaphor’s specificity-level and its impact, 
again with LIT being the bottom of the table.
Hence, to answer the research question, ‘if  there is any difference between direct mails 
that use target-group-specific metaphorical headlines and those that use none 
concerning their advertising effect", the results of the main objectives imply: ‘yes, there 
is a difference -  as target-group-specific metaphorical headlines seem to maximise a 
direct mail’s advertising effect compared to less specific metaphorical as well as target- 
group-specific literal headlines’. However, as already explained above, the 
achievement of these main objectives above all needed the achievement of the 
underlying, preceding objectives.
Furthermore, the question arising is: in which way do these findings contribute to the 
extant knowledge on the subject? At first sight, one might say that this thesis closed a 
research gap by expanding metaphor research to the field of direct marketing. On 
closer inspection, however, it becomes apparent that these findings build upon an all 
new basis: target-group-specificity. Following this, one might say that this research was 
rather a research field’s opening than a research gap’s closing.
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For further conclusions and implications the focus will shift away from the main 
findings -  in a way more suggestive to stimulate further thought.
The Approach of Target-group-specificity
As intimated above, TGS is on a par in terms of opening rate and comprehension and 
outmatches all other versions concerning the advertising-effect-constructs of attention, 
attitude and behavioural intentions -  most of the times with statistically significant 
differences. What further attracts attention: also the less and even the non-target- 
group-specific metaphor seemed to be preferable -  or, at least, equal -  compared to 
the target-group-specific literal expression concerning a recipients' attention, attitude 
as well as behavioural intentions. So, however, although the less figurative headlines 
were inferior within the comprehension section, this extra work o f comprehension 
seemed not to influence the headings impact on the recipients. This furthermore 
implicates, that the construct of comprehension, assumed to be one of advertising 
effect’s gatekeepers (see above), becomes -  at least in this case -  less important.
The question arising here: why does the literal expression’s target-group-specific 
content {‘what you say’) have the same effect on the recipients as the figurative 
headline’s 'how of saying’ -  regardless of the lack of specificity, i.e., the inconsistent 
content-context-relationship? And furthermore: why do the two less specific 
metaphorical versions, which obviously showed significant differences within the 
metaphor-testing, not lead to any significant evaluation-difference within the mailing’s 
testing?
Here, one might assume that a promotional communication containing a target-group- 
specific content (here, a fat-burning fitness drink) and created in a target-group-specific 
way (e.g. containing an authentic woman as key visual, showing the drink, including 
specific elements like giving hard facts) might pave the way for a successful 
communication as well as have a basic impact -  so one might say that there is, 
irrespective of the headlines, already a high degree of performance as well as 
specificity. To elaborate on this point, this implies that if one might ask, why the less 
and non-target-group-speclfic metaphors have been on a par with the target-group- 
specific literal expression, one explanation attempt might be: probably because the 
headline’s influence has decreased. Following this, one might assume that it is the 
target-group-specific context, the communication’s degree of performance that is 
responsible for the decreasing influence of the openers. As within direct mails the 
relation of headline and content is different to print advertising, here a fitting of product.
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USP and visualisation might counterbalance certain other weak spots -  like less 
specific headlines. Or, in other words, there is probably no need to comprehend the 
headline to comprehend the mailing.
Furthermore, if one has a look at the effect sizes of the (statistically significant) 
differences of the three metaphor-versions within the first quantitative analysis, one 
might assume that the recipients’ evaluations change against the background of the 
greater whole, i.e., the direct mail as a whole. So it seems as if the headlines are going 
down, losing their influence within that amount of metaphor context, i.e., content, which 
is, furthermore, matched with the target group -  and, by doing so, is relevant, 
interesting and fun. So literally expressed specific content did influence (or better: did 
not influence) the recipients in the same way as figuratively expressed less specific 
content probably because the participants did not pay (that much) regard to the 
headlines but rather to the pictures, the copy, the hard facts and/or the testimonial -  
i.e., to other target-group-specific elements. This assumption would also explain the 
fact that both less metaphorical mailings did not show any significant evaluation- 
differences whereas the integrated metaphorical headlines did.
However, the target-group-specific metaphor nevertheless managed to tip the scales 
as it communicated the target-group-specific content with a target-group-specific code, 
although with only small to moderate effect sizes. So the thesis’ recommendation is to 
use target-group-specific promotional communication -  including target-group-specific 
metaphorical headlines. Or, in other words, in a target-group-specific context the use of 
metaphorical headlines poses a chance of improving the medium’s advertising effect -  
without any risk.
The Level of Target-group-specificity as a Research’s Evaluation-criterion
However, following the results of the first and second quantitative analysis, the 
approach of target-group-specificity turns out to be a fundamental factor for a 
promotional communication’s advertising effect -  not only because of its potential to 
develop headlines that are more appreciated by the target group and, by doing so, 
might tip the scales but also because of its ability to establish content that seems to be 
able to absorb e.g. the negative effects of weaker, i.e., less specific elements. 
However, although the importance of target-group-specificity is rather self evident for 
promotional communication, concerning the analysis of metaphorical effects until now it 
seems as if research neglects what Kotler (of. Kotler and Armstrong, 2004) calls the
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five M (a fact that in case of taking students as probants appears to apply for 
advertising research in general -  cf. Sears, 1986).
So because of its previously assumed and now statistically underpinned importance for 
metaphor research in the field of promotional communication, the approach of target- 
group-specificity can be called a sine qua non (also) for research -  concerning 
development as well as evaluation of promotional communication to be tested.
This, however, takes effect on the research so far conducted and discussed within the 
literature review; although the review’s findings have been taken as this thesis’ basis 
and have led to the approach of target-group-specificity, it is this approach, i.e., the 
need for target-group-speclfic metaphors applied to target-group-speclflo products 
within media designed In a target-group-speclfic way and tested by the target group, 
that questions most of the research’s findings so far. Here the lack of background 
Information to evaluate the findings or the disregard of Inevitable elements or partial 
steps, I.e. the neglect of a target-group-speclfic approach, makes it mandatory to 
handle such research with care. This assumption is coupled with the call for a 
consideration of target-group-specificity within future research projects, including 
comprehensive as well as reproducible documentations (probably a reason for this 
thesis’ comprehensiveness). For (rather theoretical) starting points of target-group- 
specific metaphors see e.g. Ward and Gaidis’ (1990) or Bremer and Lee’s (1997) 
approaches of aptness -  including the latter stating that “marketers should examine the 
target segment’s beliefs about the product and message to determine what metaphors 
will work better than others" (ibid.).
The Target Group and Advertising Effect(iveness)
This implication also applies for thoughts about advertising effect as well as 
effectiveness in general: as explained above, researchers as well as practitioners have 
evaluated direct mail parameters for their influence on a mailing’s effectiveness 
(Roberts and Berger, 1990; Vogele (DIREKT+, 2009) or Stone and Jacobs, 2008 -  see 
also Bidmon and Vogele, 2006). Following this, it was above all the target-group- 
selection that has been the focus, whereby the authors consider the influence of the 
right target group on a mail’s effectiveness to be up to 50%. Furthermore, the authors 
suggest the influence of copy and/or layout to be about 20% (Bauer, 1988; Bult, 1993; 
Bult and Wansbeek, 1995; Courtheoux, 1987 or Magidson, 1988). However, following 
the idea of target-group-specificity and guided by Kotler’s five Ms, one might ask, if 
these thoughts account for the interrelatedness of parameters as well as for the target
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group as the mailing-creation's basis -  or, in other words, can anyone regard a 
mailing’s constitutive parameters of right target group, right product and right 
design/layout/wording independent of one another, not taking the target group as the 
basis for decision-making? Up to now, considering this research’s finding, one would 
probably answer in the negative -  not only concerning direct mail but also concerning 
other advertising media.
So by inventing the approach of target-group-specificity this research’s contribution to 
the extant knowledge first and foremost is the suggestion to question that knowledge. 
This, however, is accompanied by the suggestion to also question (and by that to 
develop) the approach of target-group-specificity -  concerning metaphor research, 
rhetorical-figure-research as well as concerning advertising research in general. For 
instance, different rhetorical figures should to be analysed against the background of 
the target-group-specificity-approach -  to find out, whether other figures of speech are 
endued with the same or even more power than metaphors as the suggested “central 
trope” (Glucksberg, 2001: 1). Furthermore, also other advertising media should be 
analysed and compared to the direct-mail-results -  not only concerning a target-group- 
specific metaphor’s impact but also e.g. to compare the importance of headlines in 
direct mails (cf. Bidmon, 2000; Holland, 2004 or Vogele and Bidmon, 2002) to e.g. print 
advertising (of. Caples, 1975; Cohen, 1988a; Ogiivy, 1963; Malickson and Nason, 1982 
or Rothschild, 1987) -  all the same, if these headlines include metaphors or not. 
Beyond, this might also include the analysis of different ratios of headlines and further 
content in target-group-specific surroundings in general -  e.g. to find out, if also rather 
short target-group-specific copies can be assumed to absorb less specific headlines -  
or the analysis of different ad elements (e.g. headlines, pictures, layout, product) 
concerning their contribution to a recipient’s overall assessment of an advertisement’s 
aptness, i.e., its target-group-specificity.
Before entering this thesis’ implications as the final subchapter, one previously will 
have a look at this work’s limitations.
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6.3 Limitations
As with all research, this study has a number of limitations. Thinking of the recipients’ 
characteristics or of target-group-specific products, headlines or designs, one might 
realise the topic of target-group-specificity’s high degree of immanent specificity -  also 
in the case of generalising findings. What holds true here in the case of that specific 
arrangement might not hold true any more if (even slightly) changed -  e.g. in case of 
male participants, elder women, a newspaper ad, a fitness shower gel or, more 
general, in case of an existing product. So the findings conducted within this research 
are only a snap-shot for one specific arrangement. As this exploratory piece of 
research opens up the area of target-group-specific metaphors, or -  even broader -  of 
target-group-specific figurative language, further research to support or also to 
question the construct as a whole or pieces of it is recommended.
However, there are not only generalisations’ limitations due to the research’s high 
specificity, but also concerning other methodological issues:
• Quota sampling
Although quota sampling is called the most representative non-probability 
sampling technique, it is nevertheless a non-probability technique. However, 
within this research, as there was no chance to get a sampling frame, quota 
sampling seemed to be the best option.
• Experiment vs. field study
However, one might say that a field study would have led to more realistic 
results than an experiment. As explained above, the underlying thesis has good 
reasons to be based on an experimental design. Nevertheless, there is nothing 
to be said against it to test the approach of target-group-specificity within a field 
study -  not least as a valuable extension.
• Fictitious brand/product
Although the use of a fictitious brand and product helps to isolate the mailing’s 
impact and to overcome a recipient’s predispositions towards existing brands 
and products, it also leads to a rather unreal situation, in which the attitude 
towards the brand/product will be disproportionably influenced by the attitude 
towards the ad. So it would be also interesting to find out, what a target-group- 
specific metaphor will be able to effect in the real world.
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• Rather small sample sizes
However, although a size of 100 participants for each version can be called 
sufficient, concerning the issue of sample sizes the more always seems the 
better -  as this would open up the possibilities for the analysis of the target 
group’s characteristics. Furthermore, this would also help to avoid decision­
making problems concerning parametric vs. non-parametric testing related to 
the central-limit-theorem.
• Qualitative development of mailing and USP
As explained before, different to the metaphors, the qualitatively developed 
mailing as well as the USP have not been quantitatively verified. Given this, it is 
the limited scope of the underlying research that made it impossible to also 
quantitatively verify the qualitative findings by e.g. designing different layouts for 
drinks offering different USPs. However, the mailing was appreciated by
• the peer reviewers
• the participants of the focus group
• the participants of the questionnaire
• Evolutionary testing
Another question arising relates to the issue of evolutionary testing -  and if 
there are other approaches to better measure such complex constructs as a 
target-group-specific promotional communication, e.g. avoiding an amiss, i.e., 
an inconsistent context-content-relationship.
• The level of specificity: how less is less?
Lastly, another issue is strongly correlated to approach of evolutionary testing 
and the inconsistency of context and content: the definition of how less is less 
and what is non? As explained above, on the one hand it would lead the 
research ad adsurdum to take metaphors that are really far fetched. On the 
other hand, however, as the mailing already has a high level of target group 
specificity by its product/USP as well as by its design characteristics, to invent 
metaphors that all say ‘fat burning’ in a figurative but different way for the 
underlying research seemed too subtle as the difference between specific, less
and non seemed to be too undifferentiated. So, however, the development/
definition of an optimised level, i.e., relation of a non-, less and specific 
metaphor {how less is /ess?) is an approach that asks for further research.
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6.4 Implications
However, although the issue of target-group-specific metaphors might be a way to 
explain the inconsistent findings within this field of research, the approach as a whole 
reveals certain soft spots within conducted research -  not closing a research gap but 
rather opening up a new research field as well as questions. So although the approach 
of target-group-specificity is a promising one, this piece of research is the very 
beginning of a journey. A journey that can only be undertaken with the help of further 
research.
On a meta-level, this means: one, however, should regard a mailing (as well as a print 
ad or a TV commercial) from a target-group-specific perspective; so target group, 
product as well as design and wording are not independent variables but are 
interrelated: so dealing with or focusing at one of the mailing’s elements should also 
include a consideration or control of the others. This furthermore means: those, who 
conduct advertising experiments should use target-groups as well as target-group- 
specific products and executions to test their hypotheses -  otherwise experiments are 
even further away from reality.
From science to practitioners -  and from the meta-level’s message to a hope, that 
springs eternal: if marketing-researchers can be convinced to test within lifelike 
conditions, marketing-practitioners should be induced to also use these findings. Or: 
they can even help scientists to create or to provide such lifelike, i.e., realistic 
conditions -  e.g. by using direct mails for A/B testings. In return, scientists could offer 
scientific support or guidance throughout specific projects.
To sum up one might say: scientists and practitioners need to work hand in hand. Right 
now, as Nyilasy and Reid (2007: 425) put it, “advertising academicians and advertising 
practitioners seem to live in different worlds”. Despite promotional communication’s 
major significance and cost, "in the real world of making ads, it often comes down to a 
creative person saying 'I like this' or 'I like that,' without much reliance on research" 
(Clay, 2002). Given this practitioners seem to disregard helpful scientific research to a 
large extend, that might help them to make their communication more effective -  an 
issue known as the academician-practitioner gap (Hunt, 2002). So maybe this thesis 
contributes, at least in part, to close also this gap.
In this spirit -  the researcher is hoping to have found a target group for this piece of 
research...
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Reflective Diary
Background Information
For a long time now I have been a wanderer between different worlds: on the one hand 
I studied Business Administration and worked as a direct-marketing-consultant or 
marketeer, on the other hand to finance my studies I started working as a copywriter, 
ending up as a creative director later on. So, looking back at my twelve years of 
working experience, for seven years I took sides with the trainer-wearing creatives -  
and for the other five years, wearing a suit and tie, I tried to bring those creatives under 
control. So I learned the hard way how difficult it is to work with creative people that 
have not only hardly any business administration knowledge but also no knowledge 
about their clients -  sometimes only aiming for ‘cool’ layouts, creative awards and for 
‘the one campaign that makes you famous’. However, I also know how it is to work with 
poor, incomplete or even without any briefings, to have a way with executive board 
members that let their uninitiated wives or husbands decide, which recommended 
campaign fits best {very often, it was the layout containing the partners’ favoured 
colours) or to deal with heads of marketing that know very little about their companies’ 
target groups.
Furthermore, as I have also been a wanderer between economy and science, the idea 
of doing research in this field of interest has long been in the back of my mind. So 
when I heard about the rather practitioner-oriented DBA-approach, I decided to put my 
research ideas into practice. Because of my background I was in a way predetermined 
to focus on the marketing-, respectively advertising-academician-practitioner gap 
(Hunt, 2002). Beyond this, as I not only composed and designed direct mails, but also 
consulted companies to carry through direct marketing campaigns, the research object 
has been preordained as well. Therefore, my aim was to work out additional starting 
points to improve advertising research as well as to improve the collaboration of clients 
and advertising agencies as a whole and furthermore, to deliver valuable insights into 
the relationship of language and a direct mail’s advertising effect.
The DBA: Preparative Weekends and Assignments
The preparation weekends as well as the subsequent assignments have been of 
immeasurable value for me -  not only to take an in-depth look at subjects relevant for 
the DBA but also to get used to or get an idea of a DBA-standard. In order to do this, I 
valued above all two topics: Philosophical Underpinnings for Research Methods as well 
as Criticai Evaluation of Published Research.
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Dealing with a researcher’s philosophical underpinnings expanded my understanding 
of research by focusing on its essential basis -  a topic that seems to be rather 
neglected within the German-speaking scientific community. Dealing with and thinking 
about philosophy as every research’s starting point and realising that every practical 
analysis does in fact base itself on a certain theoretical foundation, helped me to 
regard findings against a more specific background, to better classify different analyses 
and to better question certain statements or findings.
However, the last issue leads over to the second topic I appreciated much: critical 
evaluation. Dealing with the critical evaluation of published research in my case first of 
all meant to deal with the possibility of critically evaluating research. Up to that point in 
time, however, I regarded published results as non-criticisable. Given this, it took some 
time for me to realise that one -  and above all: I -  can challenge and question 
published research. A realisation’s result is the critical-view-chapter within this thesis, 
being a very important cornerstone of the underlying dissertation. As such the 
realisation that results, regardless of its authors, can be challenged also by me, made 
me lose some of my (overly) research awe and cautiousness also in everyday 
business life.
The DBA: the Thesis
As stated above, the assignments have been a very good preparation for the thesis. 
However, it was still a preparation. So the wish for researching one’s specific topic, to 
familiarise with the individuai field of interest and to enjoy a researcher’s freedom was 
unbowed -  and has rather grown during the first year.
Soon I had to learn that this freedom was also demanding -  in different aspects:
First of all, freedom also means to limit the thesis’ scope and simultaneously to develop 
its thread. So compared to the assignments, one has not only to answer the questions 
but also to ask them, has not only to cope with the tasks but also to set them. For me 
to deal with this kind of focusing exercise was good practice to improve coming to 
decisions, developing long-term-projects and looking at such long-term-projects from a 
(more) holistic perspective.
Furthermore, within this thesis one has to set different focal points. To deal with and to 
hammer out these points means also to efficiently manage time and effort -  which can 
also mean to economise effort, although something is very interesting or to focus on 
something which is not interesting at all. I had to learn that in the end, it is the thesis’
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thread that decides what to include and what not -  and not the researcher himself. So 
although I expected a researcher’s freedom I realised that -  as soon as I began to 
make decisions -  I had to subordinate my own interests in favour of a coherent and 
seated down thesis. This experience, in the end, has also helped me to approach tasks 
in a more focused and more concentrated manner.
Regarding the three years of writing the thesis, at least in my case there have been 
three factors to success; good organisation, endurance and support. Half the story of 
the DBA was not being a mastermind but an organising-genius: in my case this was 
organising my work, my wife, my friends and my social life around the DBA. Although 
this made me become very good in estimating the time involved or in efficiently 
planning weekends -  which of course helps to organise business as well as leisure 
time -  I am very much looking forward to living (at least a little bit) more for the 
moment.
Next to organisational talent I needed the power of endurance. Although one is always 
on the run, four years is a very long time -  and very much can happen within that 
period. In my case, there were two job changes, two times moving the flat (one time 
with refurbishment) and planning my wedding. Therefore, the thesis was a very good 
experience to learn how to not lose sight of one's targets.
However, I could only reach this specific target with a lot of understanding as well as 
support of my family, friends and -  above all -  my partner. This support ranged from a 
sympathetic ear and understandingly friends to work taken out of my hands and also to 
financial aid. However, I underestimated not only how lonely but also how time- and 
cost-intensive the four years would be, I experienced understanding and support in 
many different ways -  and, even more important, I learned how to accept it, knowing 
that I could not give something back immediately. So, probably the most important 
thing I took in was the meaning as well as the value of family and friends.
The DBA: A Review
Looking back one might describe the last four years as a time full of deprivation and 
loneliness. However, I could also characterise it as a time of creativity -  of creating 
something of my own. And, more refined, I would also picture it as a time of closing 
gaps and discovering something new.
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I am sure there is hardly anybody that does not think about throwing in the towel within 
such a programme or -  at least -  feels the gruelling loneliness of a researcher. 
However, from my point of view this is the price you have to pay for the uplifting feeling 
when solving a problem, closing a chapter or getting a positive feedback. However, in 
my case the DBA did not only close a research gap but did also so concerning some of 
my individual gaps; on an organisational level it helped me to analyse and structure 
things more clearly as well as to better focus and concentrate on them. Both things 
now help me to avoid dissipating my energies as well as to improve the estimation of a 
project’s work and time expended. Furthermore, on a more personal level, I have 
gained self-consciousness, e.g. when advancing my view within the working 
environment. And, I also have become more self-conscious in a literal sense; I learned 
a lot about myself, including a way to accept help from family and friends.
To sum up one might say; no pain, no gain -  and for me the gain was worth the pain.
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A. The Target Group
Appendix
Analysing, if more men or women consume fitness-drinks on average in Germany (all 
data is from the Typology of Wishes, 2010/2011, www.tdwi.de), it appears that the 
index of males drinking fitness-drinks at least several times a month {‘several times a 
month’ or more) is notedly above average (index of 132, where 100 is the average). 
However, this thesis will focus on women drinking fitness-drinks -  not least to tap into 
possible potentials (see table below).
Basis People, that drink fitness-drinks (“several times a month” or more)
Mio %-Distr. Index Mio %-Distr. Index
Basis 70,51 100 100 8,36 100 100
Sex
Male 34,44 48,8 100 5,41 64,7 132
Female 36,07 51,2 100 2,95 35,3 69
However, if one analyses, which women do use fitness drinks that often, it becomes 
clear that these are -  above all -  women, that do sports on a regular basis (index of 
352) and on an occasional basis (index of 203). Furthermore, it seems as if the less 
women do sports, the more below average the indices are (see table below).
Basis Women, that drink fitness-drinks 
(“several times a month” or more)
Mio %-Distr. Index Mio %-Distr. Index
Basis 70,51 100 100 2,95 100 100
Women doing ...
no sports 8,43 12,00 100 0,11 3,9 33
sports seldomly 3,75 5,3 100 0,11 3.7 70
Sports
occasionally
12,73 18,1 100 1,08 36,7 203
sports regularly 11,14 15,8 100 1,64 55,6 352
Furthermore, focusing women that drink fitness-drinks at least several times a month 
and do sports at least occasionally, it appears that women that go to a fitness centre at 
least occasionally seem to be a worthwhile target group for a fitness drink -  not least, 
as the fitness centres can be assumed to be an exclusive channel for drinks by itself 
and as this target group is easier to reach than e.g. people doing fun sports (see table 
below).
Basis Women, that drink fitness-drinks 
(“several times a month” or more)
Mio %-Distr. Index Mio %-Distr. Index
Basis 70,51 100 100 2,95 100 100
Women that at least occasional^/  do ...
Fun sports (e.g. 
inline skating)
3,63 5.2 100 1,02 34,6 671
Gymnastics 10,04 14,2 100 1,28 43,4 305
Running 8,56 12,1 100 1,46 49,7 409
Swimming 15,47 22,3 100 1,75 59,5 266
Biking 2,63 3,7 100 0,35 11,7 315
Go to a 
Fitness Centre
5,19 7,4 100 1,11 37,6 510
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Zooming in on that target group -  not least to be able to develop a more target-group- 
specific communication -  and focusing on the age distribution of women that go at 
least occasionally to fitness centres, it becomes obvious that the two indices most over 
average are those of the age groups of 19-29 (index of 367), respectively of 30-39 
(index of 317). However, women between 19 and 39 seem to be a worthwhile target 
group also for existing brands, respectively companies -  e.g. one of German’s biggest 
women’s online portals (www.fem.de) describes its target group as women aged 
between 19-39 (fem, 2010^), the same with the new women’s TV-channel SIXX 
(Medienblog Uni Trier, 2010^) -  and also men within that age group seem to be 
targeted at -  and e.g. get their own action-TV-channel (Das Erste, 2010^).
Basis Women that at least occasionally 
go to fitness centres
Mio %-Distr. Index Mio %-Distr. Index
Basis 70,51 100 100 5,19 100 100
Women between
14-18 2,14 3,0 100 0,40 7,7 253
19-29 5,24 7,4 100 1,41 27,3 367
30-39 5,05 7,2 100 1,18 22,7 317
40-49 6,68 9,5 100 1,08 20,8 219
50-59 5,61 8,0 100 0,76 14,6 183
60-69 4,88 6,9 0,22 4,3 62
Women 70+ 6,47 9,2 0,14 2,7 29
To sum up one might say that the results imply that the product will be a fitness drink 
for women. To be more precise, the target group will be women aged 19-39, who at 
least v is it fitness centres occasionally. Furthermore, to broaden up the target group, 
the research aims not only at those that consume fitness drinks at least occasionally 
but also on those that could -  at least -  imagine to buy such a drink.
 ^ http://www.sevenone-adfactory.de/platformen/fem , accessed 20/11/2010 
 ^http://weblog.medienwissenschaft.de/archives/7326, dito 
 ^http://www.t-online.de/t-home/ths/senderflash/v2/config.xml, dito
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B. Calculation of Sample Size
Here the calculated sample size bases on a formula for large populations (cf. 
Berekhoven et al., 2004; Mayer, 2009 or Denz, 1989 -  which can be traced back to 
Cochran, 1977), which can be defined as (formula 1):
Z^ * N  * p (1 -p )_______
Z  *  p (1 -p ) +  d  (N -1 )
Sample Size for large Populations, Formula 1
with
n: Sample size
N: Size of the population
Z: Safety Factor
The safety factor defines the confidence interval -  e.g. a Z of 1,96 represents a 95% 
confidence interval, a Z of 2,56 represents a 99% confidence interval. At this, Z refers 
to the standard deviation of the mean. So one might say that assuming a normal 
distribution, about 95% of the sample values lie within about two standard deviations 
(1,96) of the mean -  or, in other words, in 95 of 100 samples the sample mean lies 
within this interval.
p: Degree of Variability
The degree of variability refers to the attributes’ distribution in the population. As more 
heterogeneous populations need larger sample sizes, to be on the safe side p is often 
set as 0.5 -  as this proportion reflects the maximum variability (and, regarding this 
formula, maximises the product of p (1-p)).
d: Precision Level
d is the desired level of precision -  a precision of d = 0,1 means that e.g. a mean is 
precise with ± 10%. So e.g. a sample size mean of 80, a Z of 2 and a d of 0,1 mean 
that in 955 of 1.000 cases the mean lies between 72 and 88.
For large N the formula can be simplified to formula 2 (cf. e.g. Berekhoven et al., 2004 
or Cochran, 1977) -  at this it becomes clear that the sample size does not base on the 
population anymore (ibid.):
Sample Size for large Populations, Formula 2
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Furthermore, if one sets p = 0.5 and t = 2, the formula solely depends on its level of 
precision (formula 3):
1
n = -
d^
Sample Size for large Populations, Formula 3
This leads to the fact that a precision level of ± 5% needs at least a sample size of 400, 
whereas a precision level of ± 10% needs at least a size of 100 -  in case of large 
populations.
Here, the thesis will rely on a precision level of ± 10% as well as on a confidence 
interval of 2 (95,5%) -  which leads, as explained above, to a sample size of 100 (cf. 
e.g. Sudman, 1976).
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c. Qualitative Analysis: The Analysis of the Single Mood Boards 
Analysis of the Mood-Boards
The following section will start with a look at the different mood board approaches. The 
order of the approaches is the order of the showcases during the focus group. At this, 
unless otherwise noted, the descriptions given here are not the moderator’s 
interpretations but the participant’s comments written down on the mood boards and/or 
stated during the presentation. Furthermore, the approaches’ content as well as the 
participants explanations are attributed to first-level, i.e., denotative, and second-level,
i.e., connotative, meaning (see semiotics-chapter above).
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Mood Board’s Elements
A. Description by the participant 
Main element
The main element shows an athletic woman in excellent shape coming back from 
sports. One can tell by looking at her that she is happy that she did work out. She in a 
way looks relieved.
Additional elements
• A medical / scientific statement concerning the fat burning ability of the drink
that helps to understand the drink’s advantage -  including e.g. fat burning
percentages and the name of the institute that did the analysis.
• The (visual appearance of the) drink -  here thought to be a glass bottle like the
ones used for True Fruits smoothies (see e.g. www.true-fruits.com) -  also
important to underline the natural aspect (natural taste, natural ingredients).
Ad’s imagery
• Muted colours
• Natural
• Spontaneous
• Easy-going
• Snapshot-character
Tonality I Atmosphere
Bright 
Natural 
Happy
Easy-going / light-hearted 
Relaxed and pleasant
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B. Semiotic Analysis
Here, we will deduce the meaning of the mood boards by straightening out the different 
levels of meaning of signs being shown and said. However, one should be aware of the 
fact that one cannot e.g. take these pictures at face value -  as almost every participant 
mentioned that she was not too happy with the mood boards’ results (see above).
Denotational Level
Visual
1. Bottle, glas, transparent
2. Muted colours
3. Fruits/vegetables
4. Medical/scientific statement concerning fat burning
5. Woman -  good-looking, stretching after doing sports, acting naturally, relaxed, 
trained, aged 25-30
6. Pictures with snap-shot character
Conotational Level
1. The drink consists of natural and fresh ingredients
2. The drink furthermore helps to burn fat (scientifically proven as a quality guarantee)
3. That means it is not only natural and healthy but helps to stay in shape and get in 
shape
4. So the relaxed, good humoured woman is (also) that good looking, that relaxed and 
that trained BECAUSE of the drink and its attributes
5. The colours, the snap-shot-character of the picture as well as the naturally acting 
woman underline the drink’s as well as situation’s naturality (see Barthes’ (1977) 
italianicity)
Symbolic Concept ^
“With drink xy you get in shape and stay in shape -  impact and high spirits 
guaranteed.”
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Mood Board’s Elements
A. Description by the participant 
Main element
Here, the main element is a headline-picture-combination:
• Headline: Your new training partner.
• Picture: Very athletic women, performance-oriented, no “tarted up fitness- 
chicks/bimbos" -  i.e., women that want to perform, not to see and being seen -  
in a natural or a sports ground surrounding
Additional elements
• Hard facts / benefits / USP of the fitness drink:
- Helps rejuvenating
- Increases endurance
- Provides energy
• The (visual appearance of the) drink -  need not to look natural, more stylish / 
cool design, not a glass but plastic bottle.
Ad’s imagery
• Performance-oriented
Tonality / Statement: “the drink is you partner”
• “This drink provides you with everything you need to work out”
• “Either before, or after or during the work out, your partner, supports you, 
stands by you, helps you to stay the course, helps you to rejuvenate and 
quenches your thirst”
• “It is an all-rounder”
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B. Semiotic Analysis
Straightening out the different levels of meaning of signs being shown and said:
Denotational Level 
Visual
1. Bottles, plastic, non-transparent, stylish/cool-design, NOT natural
2. Two women -  very athletic, performance-oriented, also dressed performance 
oriented, aged 20-25
3. Surrounding: nature, sports ground 
Verbal
1. Headline: Your new training partner
2. Bullets
- Helps rejuvenating
- Increases endurance
- Provides energy
Connotational Level______________________________________________________
1. This drink is for all women out there, who take sports serious 
(pictorial language, code women)
2. It is more than a drink, it is your partner (headline)
3. It will never leave you high and dry but will provide you with everything you need to 
work out, helps you to rejuvenate and stay in the course -  before, during and after 
the work out. It is your partner, supports you and your endurance, gives you 
energy, quenches your thirst (performanceity-bullets/headline), verbal
4. It is not (only) a drink -  it is your buddy you can count on (visual/verbal)
Symbolic Concept
“Drink xy -  for extreme situations. Your buddy you can rely on.”
Comment by the researcher
Compared to approach A who seems to address recreational / amateur athletes, 
approach B seems to aim at a very professional, a very performance-oriented target 
group. This approach was done by the marathon-participant who, as explained above, 
also took a kind of a different position in the first step.
Furthermore, it seems as if approach A promotes an ‘after-sports-drink’ whereas 
approach B advertises a ‘during-sports’-version (e.g. glass vs. plastic bottle, main 
picture, etc.).
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3. Approach: C
1
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Mood Board’s Elements 
Main element
The main element shows a barely naked, good looking woman.
Additional elements
• An alarm clock
• The (visual appearance of the) drink -  here a wine bottle in default of a more 
suitable picture, referring to the bottle’s transparency
• Buzzwords:
- Swimming
- Jogging
- Nature works!
Explanation by the participant:
• “I think I approached the task in a more shallow way”
• “I thought ‘What do women want’? They want to look good. That’s why they do 
sports. The fewest do sports [like jogging or swimming] to increase their 
endurance but to look good and get a nice bum. Therefore I took the naked 
girl.”
• “The alarm clock shall say: Do something, it is high time!”
• "Nature works shall say: Also you can look like this with the help of natural
means -  all the same if you go jogging or swimming -  and drink the drink.”
• “[The ad needs] a cool background -  beach or wood would be cool.”
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B. Semiotic Analysis
Straightening out the different levels of meaning of signs being shown and said:
B. Denotational Level
Visual
1. Bottle, plastic, transparent
2. Woman -  good looking, in good shape, almost naked, aged 20-25
3. Alarm clock
4. Surrounding: beach or wood 
Verbal
1. Nature works!
2. Swimming.
3. Jogging.
Denotational Level
1. It’s all about looking good
2. Time is running. So if you want to get/stay in shape, start now
3. Swimming or jogging might be good ways
4. But -  there might also be better alternatives, as also nature has something in stock: 
the drink, all natural
5. And: also the drink will help you to get in shape
Symbolic Concept
“Drink xy: helps you to look good and is the perfect complement to sports.”
Comment by the researcher:
Here one can see a difference between the first two and this approach: although 
c o n t e n t u a l l y  different, the former two were more self-explanatory, giving information 
about U S P s ,  t o n a l i t y ,  h e a d l i n e s ,  c o l o u r s  etc. However, this approach is a lot more 
abstract -  and therefore needs more explanation than the first two -  explanation that 
nonetheless has been given by the participant. Maybe this difference can be traced 
back to the marketing background of the first two participants -  therefore both might be 
used to c r e a t i v e  b r i e f i n g s ,  d e v e l o p i n g  m o o d  b o a r d s  and breaking down thoughts into 
c o n t e n t  one needs for an advertisement.
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Mood Board’s Elements
Main element
Here, the main element is a headline-picture-combination:
• Headline: That’s how the pounds melt away.
• The picture showing a healthy and good looking woman who drinks a glass of 
the imagined fitness drink -  suggesting a connection between drinking and the 
melting away of pounds.
• Furthermore, there are two other pictures, positioned left and right, show 
women doing exercises outside.
Additional elements
There are three additional elements on the mood board
• Firstly the mood board shows fruits -  relating to the natural and healthy 
ingredients of the drink.
• Secondly the board displays fat-rich food -  accompanied by the headline “feast 
without regrets".
• Last but not least the board contains a nutrition panel.
Supportive Statements by the participants:
• “We were just thinking about; ‘What is important for us?’”
• “Above all the focus on the fat burning aspect -  that why we liked the headline.”
• “[Showing] women that are athletic and positive, that take life’s hurdles and 
have fun and enjoy everything -  and that this drink is an all-rounder."
• “We could not find the right bottle -  above all we would not like the bottle to be 
of glass -  that is rather uncomfortable if you pack the bottle into a rucksack or 
take it to the gym.”
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B. Semiotic Analysis
Straightening out the different levels of meaning of signs being shown and said: 
B. Denotational Level
Visual
1. Glas as a placeholder for a bottle
2. Young, pretty, happy, athletic woman drinking
3. Two athletic women doing exercises, all aged 25-30
4. Nutrition Panel
5. Fruits
6. Fat rich food
Verbal
1. That’s how the pounds melt away (headline)
2. Feast without regrets (corresponding the fat rich food)
Connotational Level
1. There are (at least) two ways how pounds melt away: sports (what everybody 
knows) and drinking the new fitness drink
2. This consists of all natural ingredients
3. Has less calories
4. And also helps you to feast without regrets
5. The drink helps you to make light of life -  and also of fat burning
Symbolic Concept
“Drink xy burns your fat -  so stay in shape and feast without regrets.”
Comment by the researcher:
At this stage, the developer of approach A addressed to the fact, that B and D (and 
also, in a way, 0) preferred plastic instead of glass bottles -  which was mainly based 
on the fact, that approach A regarded the drink as an ‘after-sports’ drink, while the 
others saw it as a ‘during-sports’-drink. Henceforward, now seeing the difference, the 
developer of approach A also preferred the plastic bottle.
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Mood Board’s Elements
Main element
The main element the participant had in mind was a woman doing sports {explained by
two pictures on the board):
• e.g. a picture of a lonely running woman in excellent shape, running along a 
track or up a hill -  e.g. in front of a waterfall -
• or e.g. a picture of a skilful and dynamic swimming woman.
• Picture focuses on woman and drink.
• These pictures are accompanied by a statement, saying something like: Proven
fact: helps to burn fat.
Additional elements
• Picture of the woman in black and white as a replacement character of a 
puristic style
• The (visual appearance of the) drink -  natural and puristic, in a way like the 
Clinique advertisements that play with splashing water.
Ad’s imagery
• Muted colours, either black and white or blue-grey-green
• Puristic
Additional Statements:
• “I don’t need no odds and ends. [The ad should] focus on an athletic woman in 
a good shape doing sports -  no distraction.”
• “Additionally an appealing bottle.”
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B. Semiotic Analysis
Straightening out the different levels of meaning of signs being shown and said:
B. Denotational Level
Visual
1. Bottle, natural and puristic
2. Young, athletic women running along a track or up a hill (in front of a waterfall)
3. One young woman swimming, both aged 20-25
4. One woman in black and white, in a good shape
5. Muted Colours (black/white or blue/grey/green)
Verbal
1. Proven fact, helps to burn fat
Denotational Level
1. Reduced to the max: focus on woman doing sports and the drink
2. Content as puristic as the ad: aesthetic puristic bottle meets aesthetic puristic 
woman doing sports
3. No false promises, no adland, no posed or contrived situations -  just you and the 
drink, authentic and puristic
4. Dynamic of the picture underlines the dynamic of the drink: it works!
Symbolic Concept
“Drink xy. We know you and what you need -  and here it is: the proven fat burning 
drink.”
437
D. First Quantitative Analysis: The Mailing 
D. 1: Quota Sampling First Quantitative Analysis
Tdwi Sampling
Net Household Income
500 € - <  1000 € 4% 4%
1000€-< 1500€ 9% 9%
1500€-< 2000€ 8% 9%
2000€-< 2500€ 6% 7%
2500 € - <  3000 € 16% 15%
3000 € and more 57% 56%
People in Household
1 person 18% 19%
2 persons 18% 17%
3 persons 40% 39%
4 persons 18% 19%
5 and more persons 6% 6%
Family Status
Single, without partner 11% 11%
Single, cohabiting with partner 40% 40%
Married 42% 43%
Have been married (e.g. divorced) 7% 6%
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D. 2: Testing for Normality
Tests of Normality
Kolmogorov-Smirnov® Shapiro-Wilk
Statistic Df Sig. Statistic Df Sig.
TGS_COMP_GESAMT .225 100 .000 .844 100 .000
LTGS_COMP_GESAMT .161 100 .000 .963 100 .007
NTGS_COMP_GESAMT .133 100 000 .967 100 .013
TGS_APT_GESAMT .250 100 .000 .844 100 .000
LTGS_APT_GESAMT .116 100 .002 .971 100 .025
NTGS_APT_GESAMT .219 100 .000 .884 100 000
TGS_COG_RE_GESAMT .254 100 .000 .888 100 .000
LTGS_COG_RE_GESAMT .203 100 .000 .933 100 .000
NTGS_COG_RE_GESAMT .166 100 .000 .940 100 .000
TGS_AFF_RE_GESAMT .252 100 .000 .865 100 .000
LTGS_AFF_RE_GESAMT .199 100 .000 .890 100 .000
NTGS_AFF_RE_GESAMT .187 100 000 .939 100 .000
TGS_BI_GESAMT .161 100 .000 .940 100 .000
LTGS_BI_GESAMT .120 100 .001 .970 100 .022
NTGS_BI_GESAMT .153 100 .000 .944 100 .000
a. Lilliefors Significance Correction 
Tests of normality: Skewness / Kurtosis
Skewness Kurtosis
Z-Scores
Skewness
Z-Scores
Kurtosis
TGS_COMP_GESAMT -1.399 1.771 5.80 3.71
LTGS_COMP_GESAMT -.175 .286 .726 .598
NTGS_COMP_GESAMT -.388 .382 1.610 .794
TGS_APT_GESAMT -1.313 1.297 5.45 2.70
LTGS_APT_GESAMT .096 -.133 .398 .277
NTGS_APT_GESAMT 1.010 .683 4.19 1.42
TGS_COG_RE_GESAMT -1.021 2.477 4,24 5.15
LTGS_COG_RE_GESAMT -.532 1.473 2.21 3.06
NTGS_COG_RE_GESAMT .421 .518 1.75 1.08
TGS_AFF_RE_GESAMT -1.299 1.954 5.39 4.06
LTGS_AFF_RE_GESAMT -.475 .207 1.97 .430
NTGS_AFF_RE_GESAMT .426 .661 1.77 1.37
TGS_BI_GESAMT -.588 .339 2.44 .705
LTGS_BI_GESAMT -.239 -.326 .992 .678
NTGS_BI_GESAMT .659 .526 2.73 1.09
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Trimmed means
M ean 5% -trim m ed M ean
T G S _C O M P _G E S A M T 4.0400 4 .1000
L T G S _C O M P _G E S A M T 3.6200 3.6259
N T G S _C O M P _G E S A M T 3.6100 3.6296
T G S _A P T _G E S A M T 4.1 933 4 .2407
LTG S _A P T_G E S A M T 2.5867 2 .5815
N T G S _A P T _G E S A M T 1.7467 1.7148
T G S _C O G _R E _G E S A M T 3.9800 4 .0074
L T G S _C O G _R E _G E S A M T 3.3433 3.3667
N T G S _C O G _R E _G E S A M T 2 .5533 2 .5333
T G S _A F F _R E _G E S A M T 3.9367 3 .9815
L TG S _A FF _R E _G E S A M T 3.2500 3 .2778
N T G S _A F F _R E _G E S A M T 2 .4800 2 .4667
T G S _B I_G E S A M T 3.6100 3 .6333
LTG S _B I_G E S A M T 2.8667 2 .8815
N T G S _B I_G E S A M T 2.1167 2 .0778
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D. 3: Main Testing First Quantitative Analysis 
D. 3.1: Comprehension Parametric
Metaphor 
Specificity (1)
Metaphor 
Specificity (J) Mean
Difference
(1-J)
Std.
Error Sig.a
95% Confidence Interval 
for Differencea
Lower
Bound
Upper
Bound
TGS LTGS ,420 .096 .000 .185 .655
NTGS .430 .093 .000 .204 .656
LTGS TGS -.420 .096 .000 -.655 -.185
NTGS .010 .088 1.000 -.204 .224
NTGS TGS -.430 .093 .000 -.656 -.204
LTGS -.010 .088 1.000 -.224 .204
Based on estimated marginal means 
*. The mean difference is significant at the 
a. Adjustme
nt for multiple comparisons: Bonferroni.
D. 3.2: Aptness Parametric
Metaphor 
Specificity (1)
Metaphor 
Specificity (J) Mean
Difference
(l-J)
Std.
Error Sig.a
95% Confidence Interval 
for Differencea
Lower
Bound
Upper
Bound
TGS LTGS 1.607 .077 .000 1.418 1.795
NTGS 2.447 .075 .000 2.264 2.629
LTGS TGS -1.607 .077 .000 -1.795 -1.418
NTGS .840 .052 .000 .712 .968
NTGS TGS -2.447 .075 .000 -2.629 -2.264
LTGS -.840 .052 .000 -.968 -.712
Based on estimated marginal means
*. The mean difference is significant at the
a. Adjustment for multiple comparisons: Bonferroni.
D. 3.3: Cognitive Response Parametric
Cognitive Response: Pairwise Comparisons
Metaphor
Specificity
Metaphor
Specificity Mean
Difference
(l-J)
Std.
Error Sig."
95% Confidence Interval for 
Difference"
Lower
Bound Upper Bound
TGS LTGS .637 .063 .000 .484 .789
NTGS 1.427 .078 .000 1.237 1.616
LTGS TGS -.637 .063 .000 -.789 -.484
NTGS .790 .065 .000 .632 .948
NTGS TGS -1.427 .078 .000 -1.616 -1.237
LTGS -.790 .065 .000 -.948 -.632
Based on estimated marginal means 
*. The mean difference is significant at the 
a. Adjustment for multiple comparisons: Bonferroni.
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D. 3.4: Affective Response Parametric
Affective Response: Pairwise Comparisons
Metaphor 
Specificity (1)
Metaphor
Specificity(J) Mean
Difference
(l-J)
Std.
Error Sig.a
95% Confidence Interval 
for Differencea
Lower
Bound Upper Bound
TGS LTGS .687 .054 .000 .555 .819
NTGS 1.457 .075 .000 1.275 1.639
LTGS TGS -.687 .054 .000 -.819 -.555
NTGS .770 .061 .000 .621 .919
NTGS TGS -1.457 .075 .000 -1.639 -1.275
LTGS -.770 .061 .000 -.919 -.621
Based on estimated marginal means
*. The mean difference is significant at the
a. Adjustment for multiple comparisons: Bonferroni.
D. 3.5: Behavioural intentions Parametric
Behavioural Intentions: Painvise Comparisons
Metaphor 
Specificity (1)
Metaphor 
Specificity (J) Mean
Difference
(l-J)
Std.
Error Sig.a
95% Confidence Interval for 
Differencea
Lower
Bound Upper Bound
TGS LTGS .743 .086 .000 .535 .952
NTGS 1.493 .078 .000 1.304 1.683
LTGS TGS -.743 .086 .000 -.952 -.535
NTGS .750 .061 .000 .602 .898
NTGS TGS -1.493 .078 .000 -1.683 -1.304
LTGS -.750 .061 .000 -.898 -.602
Based on estimated marginal means
*. The mean difference is significant at the
a. Adjustment for multiple comparisons: Bonferroni.
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D. 4: Testing Differentiators 
D. 4.1: Testing for Normality
Age: Tests of Normality
Age Kolmogorov-Smirnov" Shapiro-Wilk
Statistic Df Sig. Statistic df Sig.
TGS COMP 19-24 .220 28 .001 .864 28 .002
GESAMT 25-29 .193 24 .021 .852 24 .002
30-34 .291 24 .000 .789 24 .000
35-39 .221 24 .004 .833 24 .001
TGS APT 19-24 .216 28 .002 .929 28 .060
GESAMT 25-29 .193 24 .021 .902 24 .024
30-34 .278 24 .000 .750 24 .000
35-39 .301 24 .000 .731 24 .000
TGS COG RE 19-24 .195 28 .008 .941 28 .116
GESAMT 25-29 .325 24 .000 .696 24 .000
30-34 .326 24 .000 .847 24 .002
35-39 .213 24 .006 .913 24 .040
TGS AFF RE 19-24 .193 28 .009 .905 28 .015
GESAMT 25-29 .245 24 .001 .846 24 .002
30-34 .278 24 .000 .818 24 .001
35-39 .242 24 .001 .880 24 .008
TGS Bl 19-24 .203 28 .004 .903 28 .014
GESAMT 25-29 .198 24 .016 .878 24 .008
30-34 .204 24 .011 .888 24 .012
35-39 .157 24 .131 .954 24 .327
a. Lilliefors Significance Correction
Sports Regularity: Tests of Normality
Sports_Reg Kolmogorov-Smirnov" Shapiro-Wilk
Statistic df Sig. Statistic Df Sig.
TGS COM > 2 times per week .263 18 .002 ,741 18 .000
P 2 times per week .219 33 .000 ,879 33 .002
GESAMT 1 time per week .254 36 .000 ,843 36 .000
< 1 time per week, > 1 time a month .301 13 .002 ,777 13 .004
TGS APT > 2 times per week .264 18 .002 ,814 18 .002
GESAMT 2 times per week .265 33 .000 ,808 33 .000
1 time per week .232 36 .000 ,859 36 .000
< 1 time per week, > 1 time a month .168 13 .200 ,965 13 .827
TGS_COG_> 2 times per week .207 18 .040 ,914 18 .099
RE 2 times per week .284 33 .000 ,819 33 .000
GESAMT 1 time per week .242 36 .000 ,880 36 .001
< 1 time per week, > 1 time a month .335 13 .000 ,785 13 .005
TGS AFF > 2 times per week .267 18 .001 ,872 18 .019
RE 2 times per week .200 33 .002 ,894 33 .004
GESAMT 1 time per week .285 36 .000 ,780 36 .000
< 1 time per week, > 1 time a month .246 13 .031 ,901 13 .140
TGS Bl > 2 times per week .178 18 .134 ,960 18 .593
GESAMT 2 times per week .226 33 .000 .904 33 .007
1 time per week .142 36 .064 ,930 36 .025
< 1 time per week, > 1 time a month .178 13 .200 ,955 13 .671
a. Lilliefors Significance Correction
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W hy Sports: Tests o f Normality
Why_Sports Kolmogorov-Smirnov" Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
TGS COMP Fun .222 47 .000 .872 47 .000
GESAMT Good for the body .245 34 .000 .814 34 .000
Performance / Success .201 19 .042 .829 19 .003
TGS APT Fun .254 47 .000 .861 47 .000
GESAMT Good for the body .248 34 .000 .786 34 .000
Performance / Success .248 19 .003 .916 19 .094
TGS COG RE Fun .238 47 .000 .861 47 .000
GESAMT Good for the body .402 34 .000 .673 34 .000
Performance / Success .299 19 .000 .749 19 .000
TGS AFF RE Fun .213 47 .000 .895 47 .001
GESAMT Good for the body .343 34 .000 .670 34 .000
Performance / Success .213 19 .023 .889 19 .031
TGS Bl Fun .149 47 .011 .926 47 .005
GESAMT Good for the body .164 34 .021 .928 34 .028
Performance / Success .206 19 .034 .934 19 .208
a. Lilliefors Significance Correction 
Fitness Drink Expectation: Tests o f Normality
Fit_Drink_Expec Kolmogorov-Smirnov" Shapiro-W ilk
Statistic df Sig. Statistic df Sig.
TG S C O M P Taste .244 17 .008 .825 17 .005
G E S A M T Thirst quenching .227 19 .011 .910 19 .074
Functional .247 52 .000 .817 52 .000
Ingredients .197 12 .200 .869 12 .064
TG S A PT Taste .299 17 .000 .788 17 .001
G E SA M T Thirst quenching .266 19 .001 .817 19 .002
Functional .234 52 .000 .854 52 .000
Ingredients .200 12 .200 .877 12 .080
TG S CO G  RE Taste .252 17 .005 .880 17 .032
G ES A M T Thirst quenching .241 19 .005 .915 19 .092
Functional .236 52 .000 .877 52 .000
Ingredients .353 12 .000 .790 12 .007
TG S A FF RE Taste .316 17 .000 .815 17 .003
G ES A M T Thirst quenching .266 19 .001 .849 19 .006
Functional .186 52 .000 .914 52 .001
Ingredients .418 12 .000 .694 12 .001
TGS Bl Taste .165 17 .200 .933 17 .241
G E S A M T Thirst quenching .208 19 .030 .930 19 .176
Functional .187 52 .000 .930 52 .005
Ingredients .196 12 .200 .947 12 .596
a. Lilliefors Significance Correction
*. This is a lower bound of the true significance.
Attitude towards Advertising: Tests o f Normality
Att Ad inGen Kolmogorov-Smirnov" Shapiro-W ilk
Statistic df Sig. Statistic df Sig.
TGS C O M P rather positive .363 40 .000 .714 40 .000
G ES A M T neutral .294 39 .000 .669 39 .000
rather negative .295 21 .000 .852 21 .005
TG S A PT rather positive .267 40 .000 .842 40 .000
G ES A M T neutral .233 39 .000 .858 39 .000
rather negative .232 21 .004 .816 21 .001
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A ttitu d e  to w a rd s  A d vertis in g : T es ts  o f  N o rm ality
Att Ad inGen Kolmogorov-Smirnov" Shapiro-W ilk
Statistic df Sig. Statistic df Sig.
TG S C O M P rather positive .363 40 .000 .714 40 .000
G E S A M T neutral .294 39 .000 .669 39 .000
rather negative .295 21 .000 .852 21 .005
TG S A P T rather positive .267 40 .000 .842 40 .000
G ES A M T neutral .233 39 .000 .858 39 .000
rather negative .232 21 .004 .816 21 .001
a. Lilliefors Significance Correction 
A ttitu d e  to w a rd s  A d vertis in g : T ests  o f  N o rm ality
Att Ad inGen Kolmogorov-Smirnov" Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
TGS COG RE rather positive .246 40 .000 .902 40 .002
GESAMT neutral .289 39 .000 .854 39 .000
rather negative .209 21 .017 .810 21 .001
TGS AFF RE rather positive .246 40 .000 .877 40 .000
GESAMT neutral .232 39 .000 .867 39 .000
rather negative .289 21 .000 .777 21 .000
TGS Bl rather positive .155 40 .016 .941 40 .038
GESAMT neutral .176 39 .004 .937 39 .029
rather negative .206 21 .020 .883 21 .017
a. Lilliefors Significance Correction
D. 4.2: Differentiators’ Mean Ranks
Age
Age Characteristics N TGS LTGS NTGS
Mean Rank Mean Rank Mean Rank
19-24 28 46.14 48.07 41.68
Comp
Ges
25-29 24 48.71 45.50 49.73
30-34 24 54.85 52.33 58.27
35-39
Total
24
100
53.02 56.50 53.79
19-24 28 50.07 46.61 49.55
Aptness
Ges
25-29 24 44.58 50.77 55.33
30-34 24 56.65 55.25 50.38
35-39
Total
24
100
50.77 50.02 46.90
19-24 28 52.02 47.84 44.50
Cognitive
Response
Ges
25-29 24 52.19 41.02 47.58
30-34 24 42.52 54.31 51.27
35-39 24 55.02 59.27 59.65
Total 100
19-24 28 56.38 48.71 42.43
Affective 25-29 24 51.85 52.96 54.06
Response 30-34 24 45.25 56.42 54.67
Ges 35-39
Total
24
100
47.54 44.21 52.19
19-24 28 50.79 53.14 53.41
Bl
Ges
25-29 24 53.40 44.85 47.54
30-34 24 49.13 52.63 50.60
35-39
Total
24
100
48.65 50.94 49.96
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Sports Regularity
Sports Characteristics N TGS LTGS NTGS
regularity Mean Rank Mean Rank Mean Rank
> 2 times per week 18 57.97 48.92 54.72
2 times per week 33 47.14 49.17 48.83
Comp 1 time per week 36 53.72 51.24 50.04
Ges < 1 time per week. 
> 1 time a month
13 39.77 54.04 50.15
Total 100
> 2 times per week 18 57.81 58.44 55.06
2 times per week 33 57.11 48.70 48.85
Aptness 1 time per week 36 42.89 49.25 50.14
Ges < 1 time per week, 
> 1 time a month
13 44.69 47.54 49.38
Total 100
> 2 times per week 18 62.78 55.72 55.31
2 times per week 33 54.29 51.30 47.08
Cognitive 1 time per week 36 44.22 45.49 45.22
Response
Ges
< 1 time per week, 
> 1 time a month
13 41.27 55.12 67.15
Total 100
> 2 times per week 18 59.14 62.17 59.03
Affective
Response
Ges
2 times per week 33 56.14 57.36 57.08
1 time per week 36 43.93 40.78 42.54
< 1 time per week, 
> 1 time a month
13 42.42 43.85 44.04
Total 100
> 2 times per week 18 63.06 56.44 61.58
2 times per week 33 54.74 50.92 50.92
Bl 1 time per week 36 44.57 44.32 42.97
Ges < 1 time per week, 
> 1 time a month
13 38.77 58.31 54.92
Total 100
Sports’ Main Impetus
Why Characteristics N TGS LTGS NTGS
Sports Mean Rank Mean Rank Mean Rank
Fun 47 46.50 51.33 50.34
Comp Good for the body 34 57.56 48.21 53.00
Ges Performance / Success 19 47.76 52.55 46.42
Total 100
Fun 47 47.60 48.13 52.90
Aptness Good for the body 34 54.68 51.62 50.04
Ges Performance / Success 19 50.21 54.37 45.37
Total 100
Fun 47 39.37 47.07 55.41
Cognitive Good for the body 34 45.43 51.94 45.63
Response Performance / Success 19 87.11 56.39 47.05
Ges Total 100
Affective
Response
Ges
Fun 47 39.38 43.24 46.07
Good for the body 34 49.03 52.31 50.82
Performance / Success 19 80.63 65.21 60.87
Total 100
Fun 47 41.18 48.31 48.39
Bl Good for the body 34 50.21 48.97 48.09
Ges Performance / Success 19 74.08 58.66 60.03
Total 100
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Fitness Drink Expectation
Drink Expectation Characteristics N TGS LTGS NTGS
Mean Rank Mean Rank Mean Rank
Comp
Ges
Taste 17 41.79 48.74 46.74
Thirst quenching 19 56.95 52.26 41.24
Functional 52 49.32 51.51 54.39
Ingredients 12 57.75 45.83 53.63
Total 100
Aptness
Ges
Taste 17 47.18 52.06 53.88
Thirst quenching 19 53.11 49.37 51.61
Functional 52 50.50 46.88 45.67
Ingredients 12 51.08 65.79 64.88
Total 100
Cognitive
Response
Ges
Taste 17 49.56 53.24 55.50
Thirst quenching 19 46.76 56.82 61.50
Functional 52 51.39 44.67 44.45
Ingredients 12 53.88 61.88 52.21
Total 100
Affective
Response
Ges
Taste 17 39.82 45.74 44.62
Thirst quenching 19 42.61 45.92 60.74
Functional 52 57.54 52.73 49.81
Ingredients 12 47.63 54.83 45.63
Total 100
Bl
Ges
Taste 17 40.29 49.06 49.26
Thirst quenching 19 43.29 51.03 50.89
Functional 52 56.15 48.22 49.61
Ingredients 12 51.88 61.58 55.50
Total 100
Attitude towards Advertising in General
Advertising Attitude Characteristics N TGS LTGS NTGS
Mean Rank Mean Rank Mean Rank
rather positive 40 57.25 51.69 52.76
Comp neutral 39 45.36 51.86 46.44
Ges rather negative 21 47.19 45.71 53.74
Total 100
rather positive 40 53.79 47.80 47.15
Aptness neutral 39 48.53 49.53 50.01
Ges rather negative 21 47.90 57.45 57.79
Total 100
rather positive 40 52.96 54.58 53.63
Cognitive neutral 39 52.50 48.99 52.96
Response rather negative 21 42.10 45.55 39.98
Ges Total 100
Affective
Response
Ges
rather positive 40 55.76 56.60 54.70
neutral 39 46.60 48.26 49.51
rather negative 21 47.71 43.05 44.33
Total 100
rather positive 40 57.56 59.50 60.08
Bl neutral 39 46.97 46.13 46.55
Ges rather negative 21 43.60 41.48 39.60
Total 100
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D. 5: Pictures, Headlines and Copy Mailing -  German and English 
A.: The Envelope
DER: NEUE. BAUCH-WEG-TRAINER;
Headlines/Copy
1.
Der neue Bauch-weg-Trainer. 
Lust auf einen Schluck?
The new tummy-away-trainer. 
Fancy for a mouthful?
2.
Der neue Fett-Verbrennungs-Drink. 
Lust auf einen Schluck?
The new fat-burning drink.
Fancy for a mouthful?
3.
Der neue Bio-Kraftstoff. 
Lust auf einen Schluck? 
The new bio-diesel. 
Fancy for a mouthful?
4.
Der neue Brandloscher. 
Lust auf einen Schluck? 
The new fire extinguisher. 
Fancy for a mouthful?
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[Headline]
1.
MINUS -  Ihr newer Bauch-weg-Trainer - 
Jetzt haben überflüssige Pfunde einen 
neuen Gegner.
MINUS -  your new tummy-away-trainer. 
Now excess kilos have a new enemy.
2.
MINUS -  Ihr neuer Drink zur Fett- 
Verbrennung.
Jetzt haben überflüssige Pfunde einen 
neuen Gegner.
MINUS -  your new fat-burning drink. 
Now excess kilos have a new enemy.
3.
MINUS -  Ihr neuer Bio-Kraftstoff.
Jetzt haben überflüssige Pfunde einen 
neuen Gegner.
MINUS -  your new bio-diesel.
Now excess kilos have a new enemy.
4.
MINUS-lhr neuer Brandloscher.
Jetzt haben überflüssige Pfunde einen 
neuen Gegner.
MINUS -  your new fire extinguisher. 
Now excess kilos have a new enemy.
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[Copy]
Liebe Frau Peters,
Dear IVIs Peters,
klar -  wir alle machen Sport, well wir daran Spall haben. Weil es uns gefâllt, wenn wir 
uns bewegen und wenn wir schwitzen. Und weii wir uns hinterher einfach besser 
fühlen. Aber mal ehrlich: Natürlich machen wir auch Sport, weil wir ein paar 
überflüssige Pfunde loswerden wollen -  oder erst gar nicht bekommen. 
sure -  we all do sports, because we like it. Because we like to get exercise and to 
sweat. And because we all feel so much better afterwards. But to be honest: of course 
we all also do sports to get rid of some excess pounds -  or to avoid to get them.
MINUS: 25% mehr Fettverbrennung -  wissenschaftlich bewiesen.
Ab sofort haben wir einen neuen Verbündeten; MINUS. MINUS 1st ein vollig neuartiger 
Fitness-Drink. Lecker. Isotonisch. Mit den notwendigen Mineralstoffen, Vitaminen und 
Proteinen. Und 100% natürlich. Aber MINUS kann noch mehr: Durch eine neuartige 
Wirkstoff-Kombination steigert er die Fettoxidation im Korper um bis zu 25% -  
wissenschaftlich bewiesen. Das heiHt: MINUS hilft Ihnen, Fettzu verbrennen!
MINUS: 25% increased fat burning -  scientifically proven.
Now we have a new sidekick: MINUS. MINUS is a completely new and unique sports- 
drink. Tasty. Isotonic. Providing you with the essential mineral nutrients, vitamins and 
protein. And 100% naturally. But there is more to MINUS than that: a new combination 
of L-carnitine and caffeine leads to an essential stimulation of fat burning and increases 
it up to 25% -  scientifically proven. That means: MINUS helps you to burn fat!
Probleren geht iiber Studieren: Machen Sie den Geld-zurück-Test!
Das klingt intéressant? Dann machen Sie doch einfach den MINUS-Test mit Ihrem 
exklusiven MINUS-Geld-zurück-Gutschein. Fordern Sie noch heute IhrTest-Paket an 
und legen Sie los. Und falls es mit Ihnen und MINUS nicht klappen sollte, gibt’s das 
Geld einfach zurück. Also worauf warten Sie noch?
The proof of MINUS is in the drinking -  find out with the money-back-test!
Sounds interesting? Then do the MINUS-test with your exclusive MINUS-money-back- 
coupon. Ask for your test package this very day and play up. And if it doesn't work out 
with you and MINUS you'll get the money back. So -  what are you waiting for?
Viele Grüile 
Kind regards 
Karin Heinemann
MINUS-Kundenberaterin 
MINUS-customer consultant
PS: Clbrigens: den ersten 50 Schnell-Bestellern winkt eine Trainingswoche im Equinox- 
Gym in New York -  inklusive Hotel, Taschengeld und Begleitung.
PS: By the way: the first 50 orderer will win a work-out-week in the Equinox-Gym in 
New York -  including hotel, spending money and with a friend.
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1.
MINUS: Ihr neuer Bauch-weg-Trainer. 
Jetzt teste n!
MINUS -  your new tummy-away-trainer. 
Try it out now!
2.
MINUS: Ihr neuer Drink zur Fett- 
Verbrennung. Jetzt testen!
MINUS -  your new fat-burning drink. 
Try it out now!
3.
MINUS: Ihr neuer Bio-Kraftstoff. 
Jetzt testen!
MINUS -  your new bio-diesel. 
Try it out now!
4.
MINUS: Ihr neuer Brandloscher. 
Jetzt testen!
MINUS -  your new fire extinguisher. 
Try it out now!
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Second Page 
[Headline]
1.
MINUS: Ihr neuer Bauch-weg-T rainer 
zum Trinken.
Bis zu 25% mehr Fettverbrennung.
Und dabei 100% natürlich. Versprochen. 
MINUS -  your new tummy-away-trainer to 
drink. Up to 25% increased fat burning. 
And at this 100% natural. It's a promise.
2.
MINUS: Ihr neuer Drink zum Fettabbau. 
Bis zu 25% mehr Fettverbrennung.
Und dabei 100% natürlich. Versprochen. 
MINUS -  your new fat-burning drink.
Up to 25% increased fat burning.
And at this 100% natural. It's a promise.
3.
MINUS: Ihr neuer Bio-Kraftstoff zum 
Trinken.
Bis zu 25% mehr Fettverbrennung.
Und dabei 100% natürlich. Versprochen. 
MINUS -  your new bio-diesel to drink. 
Up to 25% increased fat burning.
And at this 100% natural. If sa  promise.
4.
MINUS: Ihr neuer Brandloscher zum 
Trinken.
Bis zu 25% mehr Fettverbrennung.
Und dabei 100% natürlich. Versprochen.
MINUS -  your new fire extinguisher to 
drink. Up to 25% increased fat burning. 
And at this 100% natural. It's a promise.
[Copy]
MINUS -  250 ml Revolution.
Die Trainingsintensitat bestimmt die Fettverbrennung -  selten hat uns ein Satz so den 
SchweiR auf die Stirn getrieben. Denn er bedeutet nichts anderes als: Wer sich um 
Bauch, Beine und Po kümmern will, der muss Einsatz zeigen. Doch nun haben wir 
einen neuen Verbündeten: MINUS.
MINUS -  250 ml revolution.
Tm/n/ng /nfens/fy de/7r?es /af bum/ng -  rarely just a sentence has made us sweat that 
much. Because it means nothing else than: who wants to take care of tums, bums and 
thighs, has to make a real effort. But now, however, we have a new sidekick: MINUS.
MINUS -  der Schluck Extra-Training.
MINUS macht das Training nicht leichter -  aber deutlich effizienter. Denn durch eine 
neuartige Kombination von Wirkstoffen wird die Fettverbrennung angeregt -  wahrend 
des Trainings und auch in der Regeneration. Das verblüffende Ergebnis: bis zu 25% 
mehr Fettverbrennung! Einfach durch Trinken. Wissenschaftlich erwiesen.
MINUS -  a mouthful of extra-work-out.
MINUS doesn't make sports easier -  but considerably more efficient. Because a novel 
combination of active ingredients increases fat burning -  during and after the work out. 
The striking effect: up to 25% more fat burningl Just by drinking. Scientifically proven.
Testen Sie MINUS jetzt -  mit dem Geld-zurück-Gutschein! 
Try MINUS out now -  with the money-back-couponl
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Third Page 
Left
[Headline, left]
Das groHe Plus von MINUS;
Die Kombination von L-Carnitin und Coffein.
The big plus of MINUS:
The combination of L-carnitine and caffeine.
[Copy]
L-Carnitin: fast perfekt zum Fettabbau. Aber nur fast.
L-Carnitin spielt eine essenzielle Rolle im Energiestoffwechsel. Dabei arbeitet es im 
Korper wie ein Kurier: Es bringt Fett in die Korperzellen und hilft so bei der 
Fettverbrennung. Das Problem: die L-Carnitin-Kuriere konnten bisher nur geringe 
Mengen Fett transportieren.
L-Carnitlne: Almost perfect for fat burning. However, only almost...
L-Carnitine plays an essential role within the body's energy metabolism. At this it acts 
as a courier within the human body: it takes fat to the cells -  and by that supports the 
fat burning process. Up to now, these camitine-couriers could only carry a small 
amount of fat.
Koffein macht L-Carnitin Beine.
Ernahrungswissenschaftler haben den idealen Partner für L-Carnitin gefunden: Koffein. 
Es fordert nicht nur per se die Fettverbrennung sondern wirkt sich auch positiv auf die 
L-Carnitin-Funktion aus. Das heiBt: mehr Kurierfahrten. Mehr Ladung. Und dadurch 
mehr Fettabbau. Mit jedem Schluck MINUS.
Caffeine makes L-Carnitine move on.
Now nutritionists have found the ideal partner for L-camitine: caffeine. It does not only 
increase fat burning by also benefits the carnitine function. That leads to: more courier 
trips. More load. And more fat burning. With every draught of MINUS.
Third Page 
Right
[Headline right]
[Head]
Wissenschaftlich erwiesen:
Bis zu 25% mehr Fettverbrennung. 
Scientifically proven:
Up to 25% more fat burning.
[Copy]
Die Deutsche Sporthochschule Koln hat die Wirkung von MINUS bestatigt: 
bis zu 25% mehr Fettverbrennung -  bei Belastung und Regeneration.
The German Sports University, Cologne, has approved the effect of MINUS: up to 25% 
increasing burning of fat -  and that during the work out as well as during recovery.
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Fourth Page 
Left
[Headline]
1. www.MINUS-der-drink.de: Die 
Community für alle Bauch-weg-Trainierer 
1. www.MINUS-the-drink.de: the 
community for all tummy-away-trainees.
2. www.MINUS-der-drink.de: Die 
Community für alle, die Fett verbrennen 
2. www.MINUS-the-drink.de: the 
community for all that bum fat.
3. www.MINUS-der-drink.de: Die 
Community für alle Bio-Kraftstoff-Trinker 
3. www.MINUS-the-drink.de: the 
community for all bio-diesel-drinker.
4. www.MINUS-der-drink.de: Die 
Community für alle Brandloscher 
4. www.MINUS-the-drink.de: the 
community for all fire extinguisher.
[Copy]
Gemeinsam tra in ie rts ich ‘s besser.
Trainingsplane aniegen, Laufrouten planen, Erfolge teilen und einfach 
nette Leute treffen; die MINUS-Community ist von Sportiern für Sportier -  
und ganz einfach zu finden unter www.MiNUS-der-drink.de.
Training together is better.
Create training schedules, plan running tracks, share successes and meet nice like- 
minded people: the MINUS-community is from athletes for athletes -  and very easy to 
find at www.MINUS-the-drink.de.
MINUS-Test-Paket online bestellen.
Clbrigens: hier konnen Sie sich Ihr MINUS-Test-Paket auch ganz einfach online 
bestellen -  einfach Adresse eingeben, fertig. Und lessen Sie uns wissen, 
wie MINUS bei Ihnen wirkt. Wo? Natürlich in der Community!
Order the MINUS-test-package online.
By the way: you can order your MINUS-test-package online -  simply type in your 
address and go! And don't forget to tell us how MINUS works. V\^ere? Needless to 
say: in the community!
Right
[Testimonial]
[Head]
1. „MINUS: mein neuer Bauch-weg-Trainer 
"MINUS -  my new tummy-away-trainer."
2. «MINUS: mein neuer Fitness-Drink." 
"MINUS -  my new fat-burning drink."
3. «MINUS: mein neuer Bio-Kraftstoff." 
"MINUS -  my new bio-diesel."
4. «MINUS: mein neuer Brandloscher." 
"MINUS -  my new fire extinguisher."
[Copy]
..Gewicht weg und SpaR da! MINUS macht Laune. Weil er richtig gut schmeckt. Und 
wirklich funktioniert."
Less weight and more fun! MINUS is fun. Because it tastes good. And it really works."
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D. Response Card 
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[Front]
1.
Minus: Der neue Bauch-weg-T rainer. 
Kostprobe gefallig?
MINUS -  the new tummy-away-trainer. 
Care for a little taste?
2.
Minus: Der neue Weg zum Fettabbau. 
Kostprobe gefallig?
MINUS -  the new fat-burning drink. 
Care for a little taste?
3.
Minus: Der neuer Bio-Kraftstoff. 
Kostprobe gefallig?
MINUS -  the new bio-diesel. 
Care for a little taste?
4.
Minus: Der neue Brandloscher. 
Kostprobe gefallig?
MINUS -  the new fire extinguisher. 
Care for a little taste?
[eye-catcher]
Jetzt mit Geid-zurück-Garantie! 
Now with money-back-guarantee!
[Back]
[Headline]
Der MINUS-Geld-zurück-Gutschein -  
Testen Sie MINUS ohne Risiko!
The MINUS-money-back-coupon. 
Test MINUS without risk!
[Copy]
Sie wollen auch wissen, wie MINUS wirkt? Und das ohne Risiko? Einfach die Karte 
ausfüllen und das Kennenlern-Angebot mit 10 Portionen für 24,99 Euro bestellen. Bei 
Nichtgefallen gibt’s das Geld zurück. Falls Sie sich noch nicht sicher sind, schicken wir 
Ihnen auch gerne kostenlos ein Probier-MINUS zum Kennenlernen. Kein Briefkasten in 
der Nahe? Bestellen Sie einfach online: www.MINUS-der-drink.de.
You also want to know, how MINUS works? Without any risk? Simply fill out the 
response card and order the get-to-know-special with 10 portions for € 24.99. 
Satisfaction or money back. And: if you are still not sure we will send a MINUS-sample 
as a taster. No letterbox around? Order online: www.MINUS-the-drink.com.
Für Schneil-Besteller: Die ersten 
50 Einsender gewinnen eine Reise nach NY!
For fast-buyers:
The first 50 orderer will win a trip to NYI 
Ja, ich w ill...
O unbedingt mein MINUS-Kennenlern-Angebotl 
O schnell mein Probier-MINUSI 
Meine Adresse:
Yes 11 want
O my MINUS get-to-know-speciall 
O my MINUS sample as a taster!
My address:
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D. 5: The Mailing’s Semiotic Derivation
Elem ents /  
Characteristics 
needed within the 
Mailing
Reference on a Denotational Level Reference on a Connotational Level
! Elements
Showing a 
single woman  
doing sports,
Dynamic and 
sporty,
authentic, 
credible and 
approachable
Key Visual (on the letter as well as on the
mailing-cover):
• Showing a wom an jogging outside, not in a 
fitness centre (as in most of the mood 
board’s cases) -  however, this happens 
not o n  a  b e a c h  or in f r o n t  o f  a  w a t e r f a l l  but, 
more r e a l i s t i c  or l i f e l i k e  for a country like 
G erm any, on a road next to a lake or river 
-  so it could be almost everywhere.
• The wom an is not the centre of the picture 
but placed a little bit to the right
• The picture foregoes to show a pro athlete 
with a sixpack-belly but rather a normal girl 
( n o  s t a r ,  n o  c e l e b r i t y - l i k e  a r t i f i c i a l  w o m a n ) ,  
wearing normal running clothes
• In a way the picture is based on mood 
board E’s running wom an  
(mentioned in the discussion)
More women shown in flyer -
pages two, respectively four;
• Both women are not outside but inside 
(a fitness centre)
• Both women are holding, respectively 
drinking the drink
• Page two shows a wom an after the work­
out/during a break; page four shows a 
woman before/after the work out
• In both pictures the focus is on the wom en
• The woman on page four belongs to a 
testimonial
Key Visual (on the letter as well as on
the m ailing-cover):
• The wom an is not the centre of the 
picture -  and therefore not the centre 
of attention;
^  n o  s t a r  b u t  n o r m a l ,  
a p p r o a c h a b l e  
^  a u t h e n t i c ,  c r e d i b l e
•  Avoiding o f beaches and waterfalls; 
The surrounding could be 
everywhere In G erm any
^  a u t h e i i t i c ,  c r e d i b l e
• The running wom an, i.e., the angle 
of her body, her hair as well the  
positioning of arms and legs (i.e., 
her posture) m akes the picture very 
dynamic
d y n a m i c ,  s p o r t y
More wom en shown in flyer -pages  
two, respectively four;
• Both wom en look sympathetic and 
sporty -  but normal
credible, authentic, approachable  
(underlined by the testimonial -  see  
below).
both look dynamic and sporty
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Elements / 
Characteristics 
needed within the  
Mailing
Reference on a Denotational Level Reference on a Connotational Level
S h ow ing  the  
d rink
The bottle is part of the key visual
• The clear liquid is shown within the flyer 
(page 3) as well as on the letter
I • One woman is drinking,
I one is holding the drink
The bottle’s shape might refer to a 
waist -  and therefore to a w om an’s 
body
The pureness of the liquid might 
also aim at the 100%  natural -  and 
pure -  ingredients 
Drinking, respectively holding 
em phasises the a u t h e n t i c i t y  / 
c r e d i b i l i t y  issue
I—
T he issue o f fa t 
burning
1. V erba l
A. F lyer
• Headline mailing-page 2
(“Up to 25%  increased fat burning”)
• Scientific explanation (page 3)
• Testimonial (page 4)
B. L etter
• Sub-headline letter
(“Up to 25%  increased fat burning -  
scientifically proven”)
Main topic of the whole mailing
2. P icto ria l 
F lyer  
Graph
1. V erba l
• M etaphor (normally not 
c o n n o t a t i o n a l  but m e t a p h o r i c a l  level 
-  see above)
• The drink’s name: M i n u s
(2. P ic to ria l)
• Fitted bottle, referring to a w om an’s 
waist
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Elements / 
Characteristics 
needed within the 
Mailing
Reference on a Denotational Level
1. Fat burning
A. Verbal
a. Flyer
• Headline mailing-page 2
(“Up to 25%  increased fat burning”)
• Scientific explanation (page 3)
• Testimonial (page 4)
Reference on a Connotational Level
Hard facts like the graph underline I
!
the credibility and authenticity |
(A university as the analysing institution |
underlines the credibility even more) |
Hard
Facts/Evidence
• Concerning  
Fat Burning
• Concerning  
natural 
ingredients
Concerning  
the Drink
b. Letter
• Sub-headline letter
( ‘Up to 25%  increased fat burning 
scientifically proven)
B. Pictorial 
a. Flyer
• Graph
2. Natural ingredients
A. Verbal
a. Flyer
• Headline mailing-page 2
(“100%  natural ingredients”)
b. Letter
Copy
Furtherm ore, the clear, pure fluid  
m ight also prom ote the issue of 
pureness -  and therefore 100% 
natural Ingredients.
3. The drink
B. Pictorial
• Showing the clear Liquid
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Elem ents / 
Characteristics 
needed within the 
Mailing
Reference on a Denotational Level Reference on a Connotational Level
Characteristics (additionally to the issues stated above -  above all on a connotational level)
Aesthetical,
puristical
Authentic and 
Credible
Pictorial
• Choosing of the colours / definition of the 
colour patterns
^  aesthetical
puristical (abstinence of a  colour- 
diversity)
• Mood of the light of the key visual
aesthetical
• Matching of Headline- and Logo-colours
aesthetical
• Flow of the liquid
• Fogged bottle
Verbal
(next to wom en, hard facts, etc.)
• The testimonial
The m oney-back-guarantee
The wording, e.g.
The invitation to fesf, not to b u y  it 
phrases like “and that’s a 
promise” (flyer, headline, page 2)
The community as a meeting point of users 
-  consumer to consumer communication
Underlines the aesthetical, 
puristical issue
Underlines the authentic 
credible issue
• Suggests “it really works!”
Suggests “if it does not work, it is 
not my problem” /  “if it would not 
work, they wouldn’t offer it”
Trust building, i t  i s  n o t  a b o u t  b u y i n g ,  
i t  i s  a b o u t  t e s t i n g
Mouth-to-mouth: “ i f  i t  d o e s  n o t  w o r k ,  
t h e  f o r u m ,  t h e  c o m m u n i t y  w i l l  
u n m a s k  i t ”
suggests consum er-power
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tationai Level
I Dynamic and 
Sporty
,
Flow of the liquid 
Dynamic of the key visual 
Sports-pictures
The use of different colours for 
headlines, subheadlines and copy
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E. Second Quantitative Analysis 
E. 1:C FA
skewness/kurtosis
Variable min max skew c.r. kurtosis c.r.
Behav_lntentions_1 1000 5.000 -.400 -3.265 .211 .860
Behav_lntentions_2 1.000 5.000 -.327 -2.669 .191 .779
BehavJntentions_3 1.000 5.000 -.391 -3.196 -.009 -.035
Source_Credibility_1 1.000 5.000 -.423 -3.453 -.265 -1.083
Source_Credibility_2 1.000 5.000 -.299 -2.442 .097 .396
Source_Credibility_3 1.000 5.000 -.178 -1.450 .047 .193
Attitude_Drink_1 1.000 5.000 -.215 -1.757 .028 .116
Attitude_Drink_2 1.000 5.000 -.183 -1.498 .063 .259
Attitude_Drink_3 1.000 5.000 -.107 -.877 .021 .086
MaiIing_Affective_1 1.000 5.000 -.366 -2.989 .187 .765
MaiIing_Affective_2 1.000 5.000 -.284 -2.319 .037 .150
Mailing_Affective_3 1.000 5.000 -.046 -.379 -.065 -.266
Mailing_Cognitive_1 1.000 5.000 -.245 -2.003 -.118 -.482
Maiiing_Cognitive_2 1.000 5.000 -.146 -1.190 .108 .441
MaiIing_Cognitive_3 1.000 5.000 -.265 -2.168 -.073 -.297
!nvolvement_1 1.000 5.000 -.314 -2.562 .069 .282
!nvolvement_2 1.000 5.000 -.221 -1.802 -.066 -.268
lnvolvement_3 1.000 5.000 -.314 -2.566 .118 .480
Comprehension_1 1.000 5.000 -.376 -3.074 .314 1.282
Comprehension_2 1.000 5.000 -.347 -2.830 .259 1.056
Comprehension_3 2.000 5.000 -.352 -2.873 -.056 -.227
Multivariate 10.539 3.391
Standardised Regression Weights, ML
Maximum Likelihood MLEstimate
Comprehension_3 <— Comprehension .745
Comprehension_2 <— Comprehension .768
Comprehension_1 <— Comprehension .737
lnvolvement_3 <— Involvement .765
lnvolvement_2 <— Involvement .748
lnvolvement_1 <— Involvement .725
Mailing_Cognitive_3 <— Mail_Cognitive .731
Mailing_Cognitive_2 <— Mail_Cognitive .697
Mailing_Cognitive_1 <— Mail_Cognitive .727
Mailing_Affective_3 <— Mail_Affective .727
Mailing_Affective_2 <— Mail_Affective .677
Mailing_Affective_1 <— Mail_Affective .667
Attitude_Drink_3 <— Attitude_Drink .678
Attitude_Drink_2 <— Attitude_Drink .748
Attitude_Drink_1 <— Attitude_Drink .715
Source_Credibility_3 <— Source_Cred .707
Source_Credibility_2 <— Source_Cred .733
Source_Credibility_1 <— Source_Cred .725
Behav_lntentions_3 <— Behjntentions .711
Behav_lntentions_2 <— Behjntentions .805
Behav_lntentions_1 <— Behjntentions .770
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ML Measurement Model
^ 3 )— I*»- Comprehens!on_1
( 0 ) — Comprehension_2 
( 0 ) — !► Comprehension_3
Involvement 1
Involvement 2
Involvement 3
0 ) — I»* Mailing_Cognitive_1
0 ) — Mailjng_Cognitive_2
0 ) — !► Mai!ing_Cognitive_3
lVlailing_Affective_1
Mailing_Affective_2
lV!ailing_Affective__3
^  Attitude_Drink_1
Attitude_Drink_2
Attitude_Drink_3
Source_Credibillty_1
Source_Credibilîty_2
— ►  Source_Credîbîlity_3
I ? ) — I »  Behav_{ntentions_1
^2^— ►  Behav ntentions_2 ..
Behav_lntentions_3
Comprehension
nvowement
Mail Cognitive
Mail Affective
Attitude Drink
Source Cred
Ben Intentions
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Standardised Regression Weights, ULS
Unweighted 
least Squares
ULS
Estimate
Comprehension_3 <— Comprehension .774
Comprehension_2 <— Comprehension .785
Comprehension_1 <— Comprehension .686
lnvolvement_3 <— Involvement .778
lnvolvement_2 <— Involvement .754
lnvolvement_1 <— Involvement .702
Mailing_Cognitive_3 <— Mail_Cognitive .735
Mailing_Cognitive_2 <— Mail_Cognitive .699
Mailing_Cognitive_1 <— Mail_Cognitive .722
Mailing_Affective_3 <— Mail_Affective .742
Mailing_Affective_2 <— Mail_Affective .680
Mailing_Affective_1 <— Mail_Affective .653
Attitude_Drink_3 <— Attitude_Drink .726
Attitude_Drink_2 <— Attitude_Drink .755
Attitude_Drink_1 <— Attitude_Drink .656
Source_Credibility_3 <— Source_Cred .726
Source_Credibility_2 <— Source_Cred .730
Source_Credibility_1 <— Source_Cred .709
Behav_lntentions_3 <— Behjntentions .817
Behav_lntentions_2 <— Behjntentions .747
Behav_lntentions_1 <— Behjntentions .686
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ULS Measurement Model
0 ) — ►  Comprehension_1
(0 )— i»  Comprehension_2
(0)— Comprehension_3
0— ►
^5)— !*►
0 ) — !►
Involvement 1
Involvement 2
Involvement 3
(0 )— Mailing_Cognitive_1
0 — Mailîng_Cognitive_2
(0 )— i» ’ Mailjng_Cognitive_3
Mailing_Affective_1
^T)— ►  Mailing_Affective_2
^2^— ►  Mailjng_Affective_3
^2^— ►  Attitude_Dri nk_1
— ►  Attitude_Drink_2
^2^— >»*’ Attilude_Drink_3
^2^— Source_Credibility_1 
^2^— *** Source_Credibility_2
^2^— Source_Credibility__3
^2^— ►  Behav_lntentions_1
^2^— ►* Behav_lntentions_2
^2^— BehavJntentions_3
nvo vement
Mail Cognitive
Mai Affecfive
Attitude Drink
Source Cred
Ben intentions
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E. 2: Quotas
Quota-com parison: 
People in Household
Tdwl TGS
Sampling
LTGS
Sampling
NTGS
Sampling
LIT
Sam pling
1 person 1 8% 1 9 % 18% 18% 18%
2 persons 1 8% 1 8 % 2 0 % 17% 19%
3 persons 4 0 % 3 8 % 4 0 % 4 0 % 4 0 %
4 persons 18% 1 9 % 16% 19% 1 6 %
5 and more persons 6 % 6 % 6 % 6 % 7 %
Quota-com parison: 
Net Household Income
Tdwi TGS
Sampling
LTGS
Sampling
NTGS
Sampling
LIT
Sam pling
500 € - <  1000 € 4 % 4% 4% 4 % 4 %
1 0 0 0 € - <  1 5 0 0 € 9 % 9 % 9% 9% 1 0 %
1500 € - <  2000  € 8 % 8 % 9% 7% 7%
2000 €  -  < 2500  € 6 % 7 % 6 % 7 % 7 %
2500 € - <  3000 € 1 6 % 1 7 % 1 6 % 1 6 % 1 5 %
3000 €  and more 5 7 % 5 5 % 5 6 % 5 7 % 5 7 %
Quota-com parison : 
Family Status
Tdwi TGS
Sampling
LTGS
Sampling
NTGS
Sampling
LIT
Sam pling
Single, without partner 11 % 11 % 12% 12% 11 %
Single, cohabiting with partner 4 0 % 41 % 41 % 4 0 % 41 %
Married 4 2 % 41 % 3 9 % 3 9 % 40 %
Have been married 
(e.g. divorced)
7 % 7 % 8 % 9 % 8 %
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E. 3: Testing for Normality
KS/SW
Tests of Normality
Kolmogorov-Smirnov^ Shapiro-Wilk
Statistic Df Sig. Statistic Df Sig.
TGS Open .237 100 .000 .892 100 .000
LTGS Open .206 100 .000 .909 100 .000
NTGS Open .240 100 .000 .874 100 .000
LIT_Open .269 100 .000 .864 100 .000
ALL_Open_Ges .236 400 .000 .896 400 .000
TGS Comp Ges .156 100 .000 .954 100 .002
LTGS Comp Ges .158 100 .000 .941 100 .000
NTGS Comp Ges .121 100 .001 .955 100 .002
LIT_Comp_Ges .146 100 .000 .938 100 .000
ALL Comprehension_Ges .143 400 ,000 .950 400 .000
TGS Involv Ges .152 100 .000 .946 100 .001
LTGS Involv Ges .185 100 .000 .948 100 .001
NTGS Involv Ges .160 100 .000 .954 100 .002
LIT Involv Ges .191 100 .000 .911 100 .000
ALL Involvement Ges .167 400 .000 .957 400 .000
TGS Mail Cog Ges .150 100 .000 .934 100 .000
LTGS Mail Cog Ges .136 100 .000 .957 100 .002
NTGS Mail Cog Ges .165 100 .000 .947 100 .001
LIT Mail Cog_Ges .174 100 .000 .944 100 .000
ALL Mail Cog_Ges .158 400 .000 .957 400 .000
TGS Mail Aff Ges .189 100 .000 .910 100 .000
LTGS Mail Aff Ges .160 100 .000 .961 100 .004
NTGS Mail Aff Ges .227 100 .000 .898 100 .000
LIT Mail Aff Ges .196 100 .000 .935 100 .000
ALL Mail Aff Ges .182 400 .000 .946 400 .000
TGS Att Drink Ges .158 100 .000 .937 100 .000
LTGS Att Drink Ges .171 100 .000 .956 100 .002
NTGS Att Drink Ges .247 100 .000 .917 100 .000
LIT Att Drink Ges .192 100 .000 .930 100 .000
ALL Att Drink Ges .188 400 .000 .952 400 .000
TGS Sour Cred Ges .279 100 .000 .895 100 .000
LTGS Sour Cred Ges .164 100 .000 .949 100 .001
NTGS Sour Cred Ges .235 100 .000 .913 100 .000
LIT Sour Cred Ges .197 100 .000 .937 100 .000
ALL Sour Cred Ges .189 400 .000 .944 400 .000
TGS Bl Ges .239 100 .000 .840 100 .000
LTGS Bl Ges .190 100 .000 .955 100 .002
NTGS Bl Ges .219 100 .000 .920 100 .000
LIT Bl Ges .217 100 .000 .892 100 .000
ALL Bl Ges .191 400 .000 .941 400 .000
a. Lilliefors Significance Correction
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Skewness and Kurtosis
Skewness Kurtosis Z-ScoresSkewness
Z-Scores
Kurtosis
TGS OPEN GES -.429 -.763 -1.78 -1.60
LTGS OPEN GES -.253 -.731 -1.05 -1.53
NTGS OPEN GES -.608 -.072 -0.15
LIT OPEN GES -.529 .220 0.46
ALLOpenGes -.441 -.402 -3.61 1.65
TGS COMP GES -.315 .153 -1 31 0.32
LTGS COMP GES -.488 -.382 -2.02 -0.8
NTGS COMP GES -.597 .485 -2.48 1.01
LIT COMP GES -.549 .209 -2.28 0.44
ALL_Comprehension_GES -.633 .478 -5 19 1.97
TGS INVOLV GES -.498 -.126 -2.07 -0.26
LTGS INVOLV GES -.539 -.007 -2.24 -0.01
NTGS INVOLV GES -.554 .298 -2.30 0.63
LIT INVOLV GES -.976 4.073 -4.05 8.52
ALL Involvement GES -.518 .545 -4.25 2.24
TGS MAIL COG GES -.319 -.319 -1.32 -0.67
LTGS MAIL COG GES -.440 -.057 -1.83 -0.12
NTGS MAIL COG GES -.466 .113 0.24
LIT MAIL COG GES -.134 .678 -0.56 1.42
ALL_Mail_Cog_GES -.376 .121 -3.08 0.50
TGS MAIL AFF GES -.644 .201 -2.67 0.42
LTGS MAIL AFF GES -.347 .319 -1.44 0.67
NTGS MAIL AFF GES -.851 1.390 -3.53 2.92
LIT MAIL AFF GES .012 .736 0 05 1.54
ALL Mail Aff GES -.456 .564 -3.74 2.32
TGS ATT DRINK GES -.552 -.263 -2.30 -0.55
LTGS ATT DRINK GES -.316 .245 -1.31 0.51
NTGS ATT DRINK GES -.769 1.126 -3.20 2.36
LIT ATT DRINK GES -.277 1.490 -1.15 3.12
ALL Att-Drink GES -.438 .483 3.59 1.99
TGS SOUR CRED GES -.764 .276 -3.17 0.58
LTGS SOUR CRED GES -.566 .892 -2.35 1.87
NTGS SOUR CRED GES -.840 .677 -3.49 1 42
LIT SOUR CRED GES -.436 1.498 -1.81 3.13
ALL Sour Cred GES -.595 .646 -4.88 2 66
TGS Bl GES -1.323 1.212 -5.49 2.54
LTGS Bl GES -.305 .421 -1.27 0 88
NTGS Bl GES -.882 1.444 -3 66 3.02
LIT Bl GES -.999 2.229 -4.15 4.66
ALL Bl GES -.747 .821 -6 12 3 38
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E. 4: Main Testing Second Quantitative Analysis 
E. 4.1: Opening Rate, Parametric Pairwise
Dependent
Variable (1) Group (J) Group
Mean
Difference
(l-J)
Std. Error Sig.
95% Confidence 
Interval
Lower
Bound
Upper
Bound
LTGS .17000 .14892 .664 -.2142 .5542
TGS NTGS .16000 .14892 .705 -.2242 .5442
Tukey LIT -.03000 .14892 .997 -.4142 .3542
HSD
LTGS NTGS -.01000 .14892 1.000 -.3942 .3742Open LIT -.20000 .14892 .536 -.5842 .1842
Ges NTGS LIT -.19000 .14892 .579 -.5742 .1942
TGS LTGS .17000 .14892 1.000 -.2249 .5649
NTGS .16000 .14892 1.000 -.2349 .5549
Bonferroni LIT -.03000 .14892 1.000 -.4249 .3649LTGS NTGS -.01000 .14892 1.000 -.4049 .3849
LIT -.20000 .14892 1.000 -.5949 .1949
NTGS LIT -.19000 .14892 1.000 -.5849 .2049
E. 4.2: Differentiators’ Distribution Check
Comparison of the frequencies: Age
Group * Age Crosstabulation
Age
19-24 25-29 30-34 35-39 Total
Group TGS pount 26 24 23 27 100
{Expected Count 25.0 25.0 24.5 25.5 100.0
ILTGS pount 24 26 26 24 100
lExpected Count 25.0 25.0 24.5 25.5 100.0
INTGS pount 26 24 23 27 100
lExpected Count 25.0 25.0 24.5 25.5 100.0
ILIT pount 24 26 26 24 100
Expected Count 25.0 25.0 24.5 25.5 100.0
Total pount 100 100 98 102 400
lExpected Count 100.0 100.0 98.0 102.0 400.0
Comparison of the frequencies: Sports Regularity
Group * Sports Reg Crosstabulation
Sports Reg
Total
> 2 times per 
week
2 times per 
week
1 time per 
week
< 1 time per 
week. > 1 time 
a month
Group TGS pount 20 31 37 12 100
Expected Count 22.0 30.3 33.8 14.0 100.0
LTGS pount 24 29 33 14 100
Expected Pount 22.0 30.3 33.8 14.0 100.0
NTGS Pount 21 33 30 16 100
Expected Pount 22.0 30.3 33.8 14.0 100.0
LIT Pount 23 28 35 14 100
Expected Pount 22.0 30.3 33.8 14.0 100.0
Total pount 88 121 135 56 400
Expected Pount 88.0 121.0 135.0 56.0 400.0
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Comparison of the frequencies Sports Main Impetus
Group * Why Sports Crosstabulation
Why_ Sports
TotalFun Good for the body
Performance /  
Success
Group jTGS {Count 41 38 21 100
1 {Expected Count 40.5 36.5 23.0 100.0
ILTGS Count 37 41 22 100
! {Expected Count 40.5 36.5 23.0 100.0
INTGS {Count 37 39 24 100
1 {Expected Count 40.5 36.5 23.0 100.0
LIT pount 47 28 25 100
! {Expected Count 40.5 36.5 23.0 100.0
Total pount 162 146 92 400
{Expected Count 162.0 146.0 92.0 400.0
Comparison of the frequencies: Fitness Drink Expectation
Group * Fit_Drink Expec Crosstabulation
Fit_Drink Expec
TotalTaste
Thirst
quenching Functional Ingredients
Group jTGS pount 23 14 42 21 100
1 {Expected Count 23.8 17.0 40.5 18.8 100.0
{LTGS pount 23 17 36 24 100
1 Expected Count 23.8 17.0 40.5 18.8 100.0
INTGS {Count 21 17 45 17 100
j Expected Count 23.8 17.0 40.5 18.8 100.0
{LIT pount 28 20 39 13 100
j lExpected Count 23.8 17.0 40.5 18.8 100.0
Total { Count 95 68 162 75 400
{ Expected Count 95.0 68.0 162.0 75.0 400.0
Comparison of the frequencies: Fitness Drink Consumption Regularity
Group * Drink Reg Crosstabulation
Drink__Reg
Total> 1 per week 1 per week
< 1 per week. 
> 1 per month
1 per month or 
less
Group TGS [Count 20 18 51 11 100
1 lExpected Count 20.5 19.0 46.3 14.3 100.0
ILTGS {Count 22 24 39 15 100
1 Expected Count 20.5 19.0 46.3 14.3 100.0
INTGS {Count 18 17 49 16 100
! {Expected Count 20.5 19.0 46.3 14.3 100.0
{LIT [Count 22 17 46 15 100
1 {Expected Count 20.5 19.0 46.3 14.3 100.0
Total {Count 82 76 185 57 400
[Expected Count 82.0 76.0 185.0 57.0 400.0
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Comparison of the frequencies: Attititude towards Advertising Mailing in General
Group * Att_Ad_M_ inGen Crosstabulation
Att Ad M inGen
Totalrather positive neutral rather negative
Group ITGS {Count 32 39 29 100
i {Expected Count 31.3 38.0 30.8 100.0
ILTGS {Count 31 36 33 100
1 {Expected Count 31.3 38.0 30.8 100.0
INTGS {Count 33 36 31 100
i {Expected Count 31.3 38.0 30.8 . 100.0
LIT {Count 29 41 30 100
lExpected Count 31.3 38.0 30.8 100.0
Total {Count 125 152 123 400
{Expected Count 125.0 152.0 123.0 400.0
E. 4.3: Main Comparison 
E. 4.3.1: Age
M ean Rank Differentiators
Age TGS LTGS NTGS LIT
Characteristics N Mean Rank N Mean Rank N Mean Rank N Mean Rank
Open 19-24 26 52.33 24 49.94 26 54.08 24 45.63
25-29 24 50.44 26 47.81 24 40.83 26 54.83
30-34 23 50.41 26 52.85 23 51.28 26 53.88
35-39 27 48.87 24 51.44 27 54.98 24 47.02
Total 100 100 100 100
Comp
Ges
19-24 26 47.04 24 51.69 26 56.31 24 53.33
25-29 24 56.48 26 43.52 24 45.94 26 53.98
30-34 23 50.89 26 53.33 23 45.72 26 54.46
35-39 27 48.19 24 53.81 27 53.04 24 39.60
Total 100 100 100 100
Involv
Ges
19-24 26 54.48 24 53.31 26 58.40 24 44.27
25-29 24 58.25 26 42.29 24 36.31 26 52.69
30-34 23 45.54 26 49.87 23 55.78 26 55.60
35-39 27 44.00 24 57.27 27 51.00 24 48.83
Total 100 100 100 100
Mail
Cog
Ges
19-24 26 44.81 24 50.23 26 56.46 24 52.60
25-29 24 56.65 26 41.25 24 42.29 26 50.00
30-34 23 52.89 26 52.94 23 55.33 26 50.42
35-39 27 48.48 24 58.15 27 47.94 24 49.02
Total 100 100 100 100
Mail
Aff
Ges
19-24 26 48.00 24 50.29 26 58.15 24 49.23
25-29 24 57.40 26 52.27 24 41.46 26 48.94
30-34 23 57.76 26 46.96 23 54.13 26 58.90
35-39 27 40.59 24 52.63 27 48.07 24 44.35
Total 100 100 100 100
Att
Drink
Ges
19-24 26 52.33 24 53.15 26 53.87 24 56.60
25-29 24 55.98 26 40.17 24 47.92 26 47.81
30-34 23 49.22 26 46.87 23 53.09 26 52.46
35-39 27 44.96 24 62.98 27 47.35 24 45.19
Total 100 100 100 100
Sour
Cred
Ges
19-24 26 53.38 24 54.88 26 52.44 24 50.35
25-29 24 57.25 26 47.52 24 44.73 26 52.15
30-34 23 37.24 26 49.29 23 51.89 26 55.29
35-39 27 53.02 24 50.67 27 52.57 24 43.67
Total 100 100 100 100
Bl
Ges
19-24 26 50.71 24 57.69 26 50.48 24 48.17
25-29 24 54.08 26 44.42 24 51.15 26 54.38
30-34 23 51.59 26 48.35 23 51.76 26 53.21
35-39 27 46.19 24 52.23 27 48.87 24 45.69
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Pairwise Comparison
Age
L T G S
Attitude towards the drink:
Pairwise
comparison n U z P r
25-29 vs 35-39 50 172.000 -2.770 .006 .39
30-34 vs 35-39 50 208.000 -2.047 .041 .29
Age
N T G S
Involvement
Pairwise
comparison n U z P r
19-24 vs 25-29 50 178.000 -2.643 .008 .37
25-29 vs 30-34 47 167.500 -2.349 .019 .34
Aided recall of name / USP
Age * Name Crosstabulation
Name
Totalwrong right
Age 119-24 pount 20 80 100
[Expected Count 17.0 83.0 100.0
125-29 pount 13 87 100
1 lExpected Count 17.0 83.0 100.0
130-34 jCount 15 83 98
[Expected Count 16.7 81.3 98.0
[35-39 pount 20 82 102
[Expected Count 17.3 84.7 102.0
Total pount 68 332 400
[Expected Count 68.0 332.0 400.0
Age * USP Crosstabulation
USP
Totalwrong right
Age 119-24 pount 11 89 100
i Expected Count 9.0 91.0 100.0
125-29 [Count 9 91 100
1 [Expected Count 9.0 91.0 100.0
130-34 pount 7 91 98
1 [Expected Count 8.8 89.2 98.0
[35-39 pount 9 93 102
1 Expected Count 9.2 92.8 102.0
Total pount 36 364 400
[Expected Count 36.0 364.0 400.0
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E. 4.3.2: Sports Regularity
Mean Rank Differentiator
Sports regularity TGS LTGS NTGS LIT
Characteristics N Mean Rank N Mean Rank N Mean Rank N Mean Rank
Open > 2 times per week 20 62.83 24 55.75 21 62.83 23 57.33
2 times per week 31 54.29 29 52.74 33 44.09 28 50.07
1 time per week 37 42.41 33 46.06 30 47.65 35 51.21
< 1 time per week, 
> 1 time a month
12 45.13 14 47.32 16 52.88 14 38.36
Total 100 100 100 100
Comp
Ges
> 2 times per week 20 66.65 24 69.08 21 59.07 23 55.09
2 times per week 31 57.31 29 45.43 33 46.21 28 47.50
1 time per week 37 42.96 33 43.94 30 52.30 35 55.77
< 1 time per week. 
> 1 time a month
12 29.25 14 44.61 16 44.72 14 35.79
Total 100 100 100 100
Involv
Ges
> 2 times per week 20 47.40 24 65.46 21 63.24 23 56.15
2 times per week 31 54.85 29 49.38 33 44.02 28 55.43
1 time per week 37 45.70 33 42.29 30 46.28 35 46.17
< 1 time per week, 
> 1 time a month
12 59.21 14 46.54 16 55.06 14 42.18
Total 100 100 100 100
Mail
Cog
Ges
> 2 times per week 20 59.93 24 67.00 21 65.17 23 58.00
2 times per week 31 57.40 29 48.17 33 41.32 28 56.61
1 time per week 37 48.04 33 43.94 30 52.92 35 45.79
< 1 time per week, 
> 1 time a month
12 24.54 14 42.50 16 45.66 14 37.75
Total 100 100 100 100
Mail
Aff
Ges
> 2 times per week 20 44.65 24 65.56 21 69.98 23 61.85
2 times per week 31 53.47 29 45.48 33 40.86 28 52.77
1 time per week 37 49.78 33 47.67 30 45.02 35 47.01
< 1 time per week, 
> 1 time a month
12 54.79 14 41.75 16 55.09 14 36.04
Total 100 100 100 100
Att
Drink
Ges
> 2 times per week 20 59.88 24 68.94 21 55.93 23 57.50
2 times per week 31 57.79 29 46.64 33 45.14 28 46.98
1 time per week 37 50.15 33 44.77 30 49.22 35 49.11
< 1 time per week, 
> 1 time a month
12 17.13 14 40.39 16 56.84 14 49.50
Total 100 100 100 100
Sour
Cred
Ges
> 2 times per week 20 52.13 24 55.67 21 63.74 23 66.57
2 times per week 31 53.31 29 47.05 33 41.48 28 51.98
1 time per week 37 48.19 33 50.55 30 47.98 35 46.53
< 1 time per week, 
> 1 time a month
12 47.67 14 48.68 16 56.44 14 31.07
Total 100 100 100 100
Bl
Ges
> 2 times per week 20 69.53 24 57.17 21 63.95 23 53.78
2 times per week 31 58.87 29 48.00 33 46.82 28 53.36
1 time per week 37 43.96 33 47.18 30 49.68 35 51.01
< 1 time per week, 
> 1 time a month
12 17.33 14 52.07 16 41.97 14 38.11
Total 100 100 100 100
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Pairwise Comparisons
Sports regularity 
T G S
Opening rate
Pairwise comparison n U z P r
> 2 times per week vs 1 time per week 57 220.500 -2.590 .010 .34
Comprehension
> 2 times per week vs 1 time per week 57 189.000 -3.118 .002 .41
> 2 times per week vs 
< 1 time per week, > 1 time a month 32 43.000 -3.046 .002 .54
2 times per week vs 1 time per week 68 397.000 -2.236 .025 .27
2 times per week vs 
< 1 time per week, > 1 time a month 43 86.500 -2.742 .006 .42
Attitude towards the mail (cognitive)
> 2 times per week vs 
< 1 time per week, > 1 time a month 32 39.000 -3.200 .001 .57
2 times per week vs 
< 1 time per week, > 1 time a month 43 65.500 -3.339 .001 .51
1 time per week vs 
< 1 time per week, > 1 time a month 49 112.500 -2.600 .009 .37
Attitude towards the drink
> 2 times per week vs 
< 1 time per week, > 1 time a month 32 25.000 -3.741 .000 .66
2 times per week vs 
< 1 time per week, > 1 time a month 43 32.000 -4.251 .000 .65
1 time per week vs 
< 1 time per week, > 1 time a month 49 70.500 -3.565 .000 .51
Behavioural intentions
> 2 times per week vs 1 time per week 57 169.000 -3.460 .001 .46
> 2 times per week vs 
< 1 time per week, > 1 time a month 32 15.000 -4.160 .000 .74
2 times per week vs 1 time per week 68 389.500 -2.331 .020 .28
2 times per week vs 
< 1 time per week, > 1 time a month 43 36.000 -4.134 .000 .63
1 time per week vs 
< 1 time per week, > 1 time a month 49 79.000 -3.408 .001 .49
Sports regularity 
L I T
Attitude towards the mail (affective):
Pairwise
comparison n U 2 P r
> 2 times per week vs 1 time per week 58 280.500 -2.009 .045 .29
> 2 times per week vs 
< 1 time per week, > 1 time a month 37 84.000 -2.470 .015 .41
Source Credibility
> 2 times per week vs 1 time per week 58 229.000 -2.858 .004 .38
> 2 times per week vs 
< 1 time per week, > 1 time a month 37 59.500 -3.256 .001 .54
2 times per week vs 
< 1 time per week, > 1 time a month 42 112.000 -2.285 .025 .35
Sports regularity 
L T G S  
Comprehension
Pairwise
comparison n U 2 P r
> 2 times per week vs 2 times per week 53 186.000 -3.118 .002 .40
> 2 times per week vs 1 time per week 57 193.500 -3.332 .001 .44
> 2 times per week vs 
< 1 time per week, > 1 time a month 38 86.500 -2.513 .012 .41
Involvement
> 2 times per week vs 2 times per week 53 233.000 -2.091 .037 .29
> 2 times per week vs 1 time per week 57 217.500 -2.924 .003 .39
> 2 times per week vs 38 102.500 -2.016 .047 .33
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< 1 time per week, > 1 time a month | | | | |
Attitude towards the mail (cognitive)
> 2 times per week vs 2 times per week 53 211.000 -2.475 .013 .34
> 2 times per week vs 1 time per week 57 222.000 -2.843 .004 .38
> 2 times per week vs 
< 1 time per week, > 1 time a month 38 83.500 -2.601 .009 .42
Attitude towards the mail (affective)
> 2 times per week vs 2 times per week 53 210.000 -2.505 .012 .34
> 2 times per week vs 1 time per week 57 248.500 -2.421 .015 .32
> 2 times per week vs 
< 1 time per week, > 1 time a month 38 92.000 -2.330 .020 .38
Attitude towards the drink
> 2 times per week vs 2 times per week 53 188.000 -2.905 .004 .40
> 2 times per week vs 1 time per week 57 206.500 -3.118 .002 .41
> 2 times per week vs 
< 1 time per week, > 1 time a month 38 75.500 -2.842 .004 .46
Sports regularity 
N T G S
Attitude towards the mail (cognitive)
Pairwise
comparison n U z P r
> 2 times per week vs 2 times per week 54 184.500 -2.931 .003 .40
> 2 times per week vs 
< 1 time per week, > 1 time a month 37 100.000 -2.137 .037 .35
Attitude towards the mail (affective)
> 2 times per week vs 2 times per week 54 199.500 -2.675 .007 .36
> 2 times per week vs 1 time per week 51 208.500 -2.125 .034 .30
> 2 times per week vs 
< 1 time per week, > 1 time a month 37 100.000 -2.137 .037 .35
Source Credibility
> 2 times per week vs 2 times per week 54 199.500 -2.675 .007 .36
> 2 times per week vs 1 time per week 51 208.500 -2.125 .034 .30
> 2 times per week vs 
< 1 time per week, > 1 time a month 37 100.000 -2.137 .037 .35
Aided recall Name / USP
Sports_Reg * Name Crosstabulation
Name
Totalwrong right
Sports_Reg |> 2 times per week Count 11 77 88
Expected Count 15.0 73.0 88.0
|2 times per week Count 18 103 121
Expected Count 20.6 100.4 121.0
|1 time per week {Count 27 108 135
Expected Count 23.0 112.1 135.0
i< 1 time per week, > 1 time a Count 12 44 56
month Expected Count 9.5 46.5 56.0
Total {Count 68 332 400
{Expected Count 68.0 332.0 400.0
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Sports_Reg * USP Crosstabulation
USP
Totalwrong right
Sports_Reg |> 2 times per week Count 2 86 88
Expected Count 7.9 80.1 88.0
|2 times per week Count 12 109 121
Expected Count 10.9 110.1 121.0
|1 time per week Count 13 122 135
Expected Count 12.2 122.9 135.0
|< 1 time per week, Count 9 47 56
i> 1 time a month {Expected Count 5.0 51.0 56.0
Total Count 36 364 400
{Expected Count 36.0 364.0 400.0
E. 4.3.3: Sports Main Impetus
Mean Rank Differentiator
Why sports? TGS LTGS NTGS LIT
Characteristics N Mean Rank N Mean Rank N Mean Rank N Mean Rank
Open Fun 41 44.57 37 43.05 37 48.85 47 52.82
Good for the body 38 51.30 41 55.94 39 51.24 28 43.71
Performance / Success 21 60.62 22 52.89 24 51.83 25 53.74
Total 100 100 100 100
Comp
Ges
Fun 41 43.54 37 39.58 37 45.69 47 50.51
Good for the body 38 51.76 41 51.59 39 51.69 28 48.89
Performance / Success 21 61.81 22 66.84 24 55.98 25 52.28
Total 100 100 100 100
Involv
Ges
Fun 41 51.22 37 43.28 37 46.08 47 49.10
Good for the body 38 49.66 41 50.33 39 51.24 28 44.80
Performance /  Success 21 50.62 22 62.95 24 56.10 25 59.52
Total 100 100 100 100
Mail
Cog
Ges
Fun 41 44.93 37 39.15 37 44.05 47 46.18
Good for the body 38 51.03 41 55.11 39 54.62 28 52.29
Performance / Success 21 60.43 22 61.00 24 53.75 25 56.62
Total 100 100 100 100
Mail
Aff
Ges
Fun 41 51,20 37 47.05 37 46.34 47 46.91
Good for the body 38 52.55 41 46.45 39 49.72 28 44.48
Performance / Success 21 45.43 22 63.84 24 58.19 25 63.98
Total 100 100 100 100
Att
Drink
Ges
Fun 41 44.99 37 43.54 37 51.26 47 47.10
Good for the body 38 50.49 41 49.27 39 48.55 28 45.77
Performance / Success 21 61.29 22 64.50 24 52.50 25 62.20
Total 100 100 100 100
Sour
Cred
Ges
Fun 41 51.13 37 53.54 37 52.15 47 45.24
Good for the body 38 46.88 41 47.23 39 45.26 28 46.77
Performance /  Success 21 55.81 22 51.48 24 56.48 25 64.56
Total 100 100 100 100
Bl
Ges
Fun 41 40.66 37 46.58 37 48.08 47 49.18
Good for the body 38 51.97 41 47.57 39 48.73 28 47.71
Performance / Success 21 67.05 22 62.55 24 57.10 25 56.10
Total 100 100 100 100
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Pairwise Comparisons
Sports’ main impetus 
T G S
Behivoural Intentions
Pairwise
comparison N U z P R
Fun vs Performance /  Success 62 202.000 -3.491 .000 .44
Good for the Body vs 
Performance/Success 59 280.000 -1.940 .052 .25
Sports’ main impetus 
L I T
Attitude towards the mail (affective)
Pairwise
comparison N U z P r
Fun vs Performance /  Success 72 387.000 -2.441 .015 .29
Good for the Body vs 
Performance/Success 53 213.500 -2.513 .012 .35
Source Credibility
Fun vs Performance /  Success 72 357.500 -2.796 .005 .33
Good for the Body vs 
Performance/Success 53 228.500 -2.216 .027 .30
Sports’ main impetus 
L T G S
Comprehension
Pairwise N Ucomparison P
Fun vs Performance / Success 59 192.500 -3.406 .001 .44
Good for the Body vs 
Performance/Success 63 306.000 -2.132 .033 .27
Involvement
Fun vs Performance /  Success 59 254.500 -2.432 .015 .32
Attitude towards the mail (cognitive)
Fun vs Good for the body 78 510.500 -2.518 .012 .29
Fun vs Performance /  Success 59 235.000 -2.730 .006 .36
Comprehension
Fun vs Performance /  Success 59 266.500 -2.240 .025 .29
Good for the Body vs 
Performance/Success 63 298.000 -2.242 .025 .28
Attitude towards the drink
Fun vs Performance / Success 59 236.500 -2.738 .006 .36
Good for the Body vs 
Performance/Success 63 313.500 -2.010 .044 .25
Aided recall of Name / USP
Why Sports * Name Crosstabulation
Name
Totalwrong right
Why_Sports iFun Count 30 132 162
1 Expected Count 27.5 134.5 162.0
|Good for the body Count 29 117 146
1 Expected Count 24.8 121.2 146.0
jPerformance / Success Count 9 83 92
1 Expected Count 15.6 76.4 92.0
Total Count 68 332 400
Expected Count 68.0 332.0 400.0
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Why_Sports * USP Crosstabulation
U SP
Totalwrong right
W hy_Sports Fun jCount 18 144 162
(Expected Count 14.6 147.4 162.0
Good for the body Count 13 133 146
Expected Count 13.1 132.9 146.0
Perform ance /  Success jCount 5 87 92
{Expected Count 8.3 83.7 92 .0
Total Count 36 364 400
Expected Count 36.0 364.0 400 .0
E. 4.3.4: Fitness Drink Expectation
M ean Rank Differentiators
Drink expectation TGS LTGS NTGS LIT
Characteristics N Mean Rank N Mean Rank N Mean Rank N Mean Rank
Open Taste 23 37.50 23 46.13 21 51.81 28 54.34
Thirst guenching 14 40.89 17 47.79 17 66.71 20 44.80
Functional 42 57.92 36 50.04 45 43.71 39 52.91
Ingredients 21 56.31 24 57.29 17 50.65 13 43.77
Total 100 100 100 100
Comp
Ges
Taste 23 41.83 23 40.72 21 46.64 28 51.27
Thirst guenching 14 47.79 17 50.82 17 60.47 20 48.93
Functional 42 58.57 36 47.19 45 48.62 39 52.01
Ingredients 21 45.67 24 64.60 17 50.26 13 46.73
Total 100 100 100 100
Involv
Ges
Taste 23 49.09 23 41.50 21 50.40 28 48.73
Thirst guenching 14 42.46 17 54.97 17 70.79 20 48.93
Functional 42 52.82 36 48.32 45 46.91 39 56.64
Ingredients 21 52.76 24 59.23 17 39.82 13 38.31
Total 100 100 100 100
Mail
Cog
Ges
Taste 23 40.46 23 44.15 21 54.19 28 48.41
Thirst quenching 14 44.25 17 51.82 17 72.18 20 44.35
Functional 42 58.87 36 48.38 45 45.33 39 56.59
Ingredients 21 48.93 24 58.83 17 37.94 13 46.19
Total 100 100 100 100
Mail
Aff
Ges
Taste 23 50.33 23 46.37 21 48.45 28 43.63
Thirst quenching 14 55.18 17 47.24 17 73.50 20 45.00
Functional 42 55.15 36 46.29 45 46.24 39 60.05
Ingredients 21 38.26 24 63.08 17 41.29 13 45.12
Total 100 100 100 100
Att
Drink
Ges
Taste 23 35.37 23 42.61 21 52.52 28 45.04
Thirst quenching 14 51.14 17 44.47 17 64.15 20 53.13
Functional 42 59.81 36 49.08 45 47.63 39 54.90
Ingredients 21 48.02 24 64.46 17 41.94 13 45.04
Total 100 100 100 100
Sour
Cred
Ges
Taste 23 50.96 23 43.80 21 55.64 28 42.70
Thirst quenching 14 54.46 17 47.24 17 69.85 20 43.53
Functional 42 54.89 36 47.06 45 44.86 39 57.92
Ingredients 21 38.57 24 64.40 17 39.74 13 55.77
Total 100 100 100 100
Bl
Ges
Taste 23 38.22 23 50.54 21 51.43 28 60.80
Thirst quenching 14 43.07 17 36.24 17 73.35 20 41.28
Functional 42 60.40 36 48.75 45 46.99 39 51.86
Ingredients 21 49.10 24 63.19 17 35.79 13 38.42
Total 100 100 100 100
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Pairwise Comparisons
Fitness Drink Expectation
T G S
Opening Rate
Pairwise comparison N U z P r
Taste vs Functional 65 279.000 -2.901 .004 .36
Taste vs Ingredients 44 157.000 -2.038 .042 .31
Thirst Quenching vs Functional 56 192.500 -2.018 .044 .27
Attitude towards the drink
Taste vs Functional 65 249.000 -3.259 .001 .40
Behavioural intentions
Taste vs Functional 65 272.000 -2.961 .003 .37
Fitness Drink Expectation
L I T
Behavioural intentions
Pairwise comparison N U Z P r
Taste vs Thirst Quenching 48 166.500 -2.479 .013 .36
Taste vs Ingredients 41 98.500 -2.461 .018 .38
Fitness Drink Expectation 
L T G S
Comprehension
Pairwise comparison N U z P r
Taste vs Ingredients 47 149.500 -2.735 .006 .40
Functional vs Ingredients 60 283.500 -2.276 .023 .29
Attitude towards the drink
Taste vs Ingredients 47 157.500 -2.567 .010 .37
Thirst quenching vs Ingredients 41 123.500 -2.163 .031 .34
Functional vs Ingredients 60 296.500 -2.086 .037 .27
Behavioural intentions
Thirst quenching vs Ingredients 41 114.000 -2.406 .016 .38
Functional vs Ingredients 60 295.000 -2.096 .036 .27
Fitness Drink Expectation 
N T G S
Opening Rate
Pairwise comparison N U z P r
Thirst quenching vs Functional 62 201.500 -3.059 .002 .39
Involvement
Taste vs Thirst quenching 38 107.500 -2.117 .036 .34
Thirst quenching vs Functional 62 192.000 -3.049 .002 .39
Thirst quenching vs Ingredients 34 61.000 -2.909 .003 .50
Attitude towards the mail (cognitive)
Taste vs Thirst quenching 38 102.500 -2.300 .024 .37
Thirst quenching vs Functional 62 180.500 -3.237 .001 .41
Thirst quenching vs Ingredients 34 54.000 -3.162 .001 .54
Attitude towards the mail (affective)
Taste vs Thirst quenching 38 80.000 -3.028 .003 .49
Thirst quenching vs Functional 62 173.500 -3.421 .001 .43
Thirst quenching vs Ingredients 34 61.000 -3.014 .003 .52
Source Credibility
Thirst quenching vs Functional 62 191.500 -3.098 .002 .39
Thirst quenching vs Ingredients 34 66.500 -2.774 .006 .48
Behavioural Intentions
Taste vs Thirst quenching 38 86.500 -2.797 .005 .45
Thirst quenching vs Functional 62 183.000 -3.221 .001 .41
Thirst quenching vs Ingredients 34 47.500 -3.401 .001 .58
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Aided recall of Name / USP
Fit_Drink__Expec * Name Crosstabulation
Name
Totalwrong right
Fit_Drlnk_Expec {Taste [Count 13 82 95
(Expected Count 16.2 78.9 95.0
[Thirst quenching [Count 13 55 68
i (Expected Count 11.6 56.4 68.0
[Functional (Count 27 135 162
(Expected Count 27.5 134.5 162.0
ingredients (Count 15 60 75
1 {Expected Count 12.8 62.3 75.0
Total [Count 68 332 400
[Expected Count 68.0 332.0 400.0
Fit Drink_Expec * USP Crosstabulation
USP
Totalwrong right
Fit_Drink_Expec pTaste [Count 13 82 95
1 [Expected Count 8.5 86.5 95.0
[Thirst quenching jCount 6 62 68
i (Expected Count 6.1 61.9 68.0
(Functional (Count 8 154 162
i [Expected Count 14.6 147.4 162.0
[Ingredients (Count 9 66 75
[Expected Count 6.8 68.3 75.0
Total [Count 36 364 400
Expected Count 36.0 364.0 400.0
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E. 4.3.5: Fitness Drink Consumption Regularity
Mean Rank Differentiators;
Cons. Regularity TGS LTGS NTGS LIT
Characteristics N Mean Rank N Mean Rank N Mean Rank N Mean Rank
Open > 1 per week 20 66.55 22 53.61 18 67.11 22 60.34
1 per week 18 51.42 24 55.63 17 53.29 17 60.79
< 1 per week, > 1 per month 51 50.22 39 46.97 49 43.13 46 45.63
1 per month or less 11 21.14 15 46.90 16 51.41 15 39.33
Total 100 100 100 100
Comp
Ges
> 1 per week 20 74.15 22 65.32 18 59.89 22 50.77
1 per week 18 54.78 24 47.19 17 46.79 17 64.59
< 1 per week, > 1 per month 51 42.36 39 46.90 49 50.37 46 49.70
1 per month or less 11 38.23 15 43.43 16 44.28 15 36.60
Total 100 100 100 100
Involv
Ges
> 1 per week 20 45.93 22 61.61 18 70.58 22 65.00
1 per week 18 54.75 24 49.98 17 41.41 17 51.18
< 1 per week, > 1 per month 51 47.92 39 46.13 49 46.99 46 47.00
1 per month or less 11 63.82 15 46.40 16 48.31 15 39.20
Total 100 100 100 100
Mail
Cog
Ges
> 1 per week 20 67.95 22 61.43 18 69.03 22 64.73
1 per week 18 51.94 24 49.90 17 44.79 17 45.41
< 1 per week, > 1 per month 51 45.39 39 47.83 49 46.76 46 50.97
1 per month or less 11 40.09 15 42.37 16 47.19 15 33.97
Total 100 100 100 100
Mail
Aff
Ges
> 1 per week 20 50.40 22 58.82 18 70.17 22 72.02
1 per week 18 42.72 24 52.50 17 43.94 17 43.82
< 1 per week, > 1 per month 51 52.48 39 45.92 49 44.67 46 46.96
1 per month or less 11 54.23 15 47.00 16 53.19 15 37.37
Total 100 100 100 100
Att
Drink
Ges
> 1 per week 20 67.65 22 64.48 18 64.86 22 62.05
1 per week 18 51.83 24 50.50 17 46.41 17 53.26
< 1 per week, > 1 per month 51 47.09 39 46.81 49 43.37 46 45.12
1 per month or less 11 32.95 15 39.60 16 60.53 15 46.93
Total 100 100 100 100
Sour
Cred
Ges
> 1 per week 20 52.83 22 53.11 18 66.47 22 71.05
1 per week 18 48.86 24 53.08 17 48.68 17 48.32
< 1 per week, > 1 per month 51 51.23 39 48.03 49 45.50 46 48.13
1 per month or less 11 45.59 15 48.97 16 49.78 15 30.10
Total 100 100 100 100
Bl
Ges
> 1 per week 20 75.85 22 57.98 18 70.19 22 51.64
1 per week 18 47.81 24 51.44 17 46.71 17 58.74
< 1 per week, > 1 per month 51 45.03 39 45.31 49 47.95 46 49.11
1 per month or less 11 34.18 15 51.53 16 40.19 15 43.77
Total 100 100 100 100
Pairwise Comparison
Fitness Drink Consumption Regularity 
T G S
Opening Rate
Pairwise
comparison N U 2 P r
> 1 time per week vs 
< 1 time per week, > 1 time a month 71 343.500 -2.234 .026 .27
> 1 time per week vs 
1 time a month and less 31 14.500 -4.050 .000 .73
1 time per week vs 
1 time a month and less 29 34.000 -3.022 .003 .56
< 1 time per week, > 1 time a month vs 
1 time a month and less
62 118.000 -3.096 .002 .39
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Comprehension
> 1 time per week vs 1 time per week 38 105.000 -2.262 .024 .37
> 1 time per week vs 
< 1 time per week, > 1 time a month 71 192.500 -4.149 .000 .49
> 1 time per week vs 
1 time a month and less 31 30.000 -3.418 .001 .61
Attitude towards the mail (cognitive)
> 1 time per week vs 
< 1 time per week, > 1 time a month 71 279.500 -3.017 .003 .36
> 1 time per week vs 
1 time a month and less 31 117.500 -2.471 .014 .44
Attitude towards the drink
> 1 time per week vs 
< 1 time per week, > 1 time a month 71 294.500 -2.804 .005 .33
> 1 time per week vs 
1 time a month and less 31 42.500 -2.829 .004 .51
Behavioural intentions
> 1 time per week vs 1 time per week 38 74.000 -3.216 .001 .52
> 1 time per week vs 
< 1 time per week, > 1 time a month 71 189.500 -4.206 .000 .50
> 1 time per week vs 
1 time a month and less 31 29.500 -3.448 .000 .62
Fitness Drink Consumption Regularity 
L I T
Opening Rate
Pairwise comparison N U z P r
> 1 time per week vs 
< 1 time per week, > 1 time a month 68 361.500 -2.019 .043 .24
> 1 time per week vs 
1 time a month and less 37 99.000 -2.159 .031 .35
1 time per week vs 
< 1 time per week, > 1 time a month 63 267.500 -2.128 .033 .27
1 time per week vs 
1 time a month and less 32 70.500 -2.450 .014 .43
Involvement
> 1 time per week vs 
< 1 time per week, > 1 time a month 68 329.500 -2.375 .018 .29
> 1 time per week vs 
1 time a month and less 37 86.000 -2.495 .013 .41
Attitude towards the Mail (cognitive)
> 1 time per week vs 1 time per week 39 108.500 -2.298 .022 .37
> 1 time per week vs 
1 time a month and less 37 69.000 -3.023 .003 .50
< 1 time per week, > 1 time a month vs 
1 time a month and less 61 227.000 -2.031 .042 .26
Attitude towards the Mail (affective)
> 1 time per week vs 1 time per week 39 79.500 -3.143 .002 .50
> 1 time per week vs 
< 1 time per week, > 1 time a month 68 244.000 -3.541 .000 .43
> 1 time per week vs 
1 time a month and less 37 61.000 -3.258 .001 .54
Source Credibility
> 1 time per week vs 1 time per week 39 94.500 -2.715 .007 .43
> 1 time per week vs 
< 1 time per week, > 1 time a month 68 270.500 -3.175 .001 .39
> 1 time per week vs 
1 time a month and less 37 41.000 -3.903 .000 .64
< 1 time per week, > 1 time a month vs 
1 time a month and less 61 211.500 -2.294 .022 .29
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Fitness Drink Consumption Regularity 
LTGS
Attitude towards the Drink
Pairwise comparison N U z P r
> 1 time per week vs 
< 1 time per week, > 1 time a month 61 279.500 -2.284 .022 .29
> 1 time per week vs 
1 time a month and less 37 89.000 -2.384 .017 .39
Fitness Drink Consumption Regularity 
N T G S
Opening rate
Pairwise comparison N U z P r
> 1 time per week vs 
< 1 time per week, > 1 time a month 67 233.500 -3.081 .002 .38
Involvement
> 1 time per week vs 1 time per week 35 66.500 -2.903 .004 .49
> 1 time per week vs 
< 1 time per week, > 1 time a month 67 231.000 -3.011 .003 .37
> 1 time per week vs 
1 time a month and less 34 79.000 -2.272 .023 .39
Attitude towards the Mail (cognitive)
> 1 time per week vs 1 time per week 35 78.500 -2.520 .012 .43
> 1 time per week vs 
< 1 time per week, > 1 time a month 67 248.000 -2.768 .006 .34
> 1 time per week vs 
1 time a month and less 34 78.000 -2.326 .020 .40
Attitude towards the Mail (affective)
> 1 time per week vs 1 time per week 35 74.500 -2.697 .007 .46
> 1 time per week vs 
< 1 time per week, > 1 time a month 67 219.500 -3.238 .001 .40
Attitude towards the Drink
> 1 time per week vs 
< 1 time per week, > 1 time a month 67 253.500 -2.720 .007 .33
< 1 time per week, > 1 time a month vs 
1 time a month and less 65 256.500 -2.132 .033 .26
Behavioural intentions
> 1 time per week vs 1 time per week 35 76.500 -2.587 .010 .44
> 1 time per week vs 
< 1 time per week, > 1 time a month 67 245.000 -2.835 .005 .35
> 1 time per week vs 
1 time a month and less 34 62.000 -2.887 .004 .50
Aided recall Name / USP
Drink_Reg *  Name Crosstabulation
Name
wrong right Total
Drink_Reg > 1 per week Count 10 72 82
1 Expected Count 13.9 68.1 82.0
1 per week Count 11 65 76
Expected Count 12.9 63.1 76.0
< 1 per week, > 1 per month Count 37 148 185
Expected Count 31.5 153.6 185.0
1 per month or less Count 10 47 57
1 Expected Count 9.7 47.3 57.0
Total Count 68 332 400
Expected Count 68.0 332.0 400.0
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Drink_Reg * USP Crosstabulation
USP
Totalwrong right
Drink_Reg [> 1 per week iCount 2 80 82
1 lExpected Count 7.4 74.6 82.0
|1 per week (Count 5 71 76
1 (Expected Count 6.8 69.2 76.0
|< 1 per week, > 1 per month [Count 23 162 185
1 (Expected Count 16.7 168.4 185.0
|1 per month or less (Count 6 51 57
1 (Expected Count 5.1 51.9 57.0
Total (Count 36 364 400
[Expected Count 36.0 364.0 400.0
E. 4.3.6: Attitude towards Direct Mail in General
Mean Rank Differentiators:
Attitude towards Mails TGS LTGS NTGS LIT
Characteristics N Mean Rank N Mean Rank N Mean Rank N Mean Rank
Open rather positive 32 76.38 31 78.94 33 78.27 29 75.98
neutral 39 51.14 36 54.97 36 51.39 41 53.59
rather negative 29 21.09 33 18.91 31 19.90 30 21.65
Total 100 100 100 100
Comp
Ges
rather positive 32 62.89 31 69.84 33 62.74 29 56.76
neutral 39 53.36 36 60.57 36 49.92 41 52.94
rather negative 29 32.98 33 21.35 31 38.15 30 41.12
Total 100 100 100 100
Involv
Ges
rather positive 32 56.77 31 65.13 33 64.55 29 69.26
neutral 39 47.68 36 55.14 36 52.99 41 55.06
rather negative 29 47.38 33 31.70 31 32.66 30 26.13
Total 100 100 100 100
Mail
Cog
Ges
rather positive 32 61.45 31 70.19 33 62.80 29 61.95
neutral 39 52.32 36 54.63 36 57.06 41 53.37
rather negative 29 35.97 33 27.50 31 29.79 30 35.52
Total 100 100 100 100
Mail
Aff
Ges
rather positive 32 53.92 31 59.87 33 58.95 29 67.74
neutral 39 48.23 36 58.93 36 56.93 41 51.05
rather negative 29 49.78 33 32.50 31 34.03 30 33.08
Total 100 100 100 100
Att
Drink
Ges
rather positive 32 55.72 31 65.76 33 58.44 29 53.16
neutral 39 55.68 36 56.74 36 51.31 41 55.12
rather negative 29 37.78 33 29.36 31 41.11 30 41.62
Total 100 100 100 100
Sour
Cred
Ges
rather positive 32 54.69 31 54.34 33 55.92 29 62.00
neutral 39 53.04 36 55.01 36 55.90 41 52.16
rather negative 29 42.47 33 41.97 31 38.45 30 37.12
Total 100 100 100 100
Bl
Ges
rather positive 32 61.08 31 61.06 33 52.36 29 52.76
neutral 39 52.23 36 49.78 36 58.63 41 51.37
rather negative 29 36.50 33 41.36 31 39.08 30 47.13
Total 100 100 100 100
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Pairwise Comparisons
Attitude towards direct mail in general
T G S
Opening rate
Pairwise comparison N U z P r
Rather positive vs neutral 71 240.000 -4.776 .000 .57
Rather positive vs rather negative 61 20.000 -6.602 .000 .85
Neutral vs rather negative 68 156.500 -5.261 .000 .64
Comprehension
Rather positive vs rather negative 61 191.000 -4.038 .000 .52
Neutral vs rather negative 68 330.500 -2.977 .003 .36
Attitude towards the mail (cognitive)
Rather positive vs rather negative 61 235.000 -3.369 .001 .43
Neutral vs rather negative 68 373.500 -2.442 .015 .30
Attitude towards the drink
Rather positive vs rather negative 61 285.000 -2.624 .009 .34
Neutral vs rather negative 68 375.500 -2.387 .017 .29
Behavioural intentions
Rather positive vs rather negative 61 243.000 -3.258 .001 .42
Neutral vs rather negative 68 380.500 -2.340 .019 .28
Attitude towards direct mail in general 
L I T
Opening rate
Pairwise comparison N U z P r
Rather positive vs neutral 70 279.000 -4.444 .000 .53
Rather positive vs rather negative 59 11.500 -6.748 .000 .88
Neutral vs rather negative 71 173.500 -5.572 .000 .66
Involvement
Rather positive vs neutral 70 403.500 -2.374 .018 .28
Rather positive vs rather negative 59 82.000 -5.471 .000 .71
Neutral vs rather negative 71 273.000 -4.535 .000 .54
Attitude towards the mail (cognitive)
Rather positive vs rather negative 59 221.500 -3.293 .001 .43
Neutral vs rather negative 71 379.000 -2.843 .003 .34
Attitude towards the mail (affective)
Rather positive vs neutral 70 371.000 -2.790 .005 .33
Rather positive vs rather negative 59 158.500 -4.265 .000 .55
Neutral vs rather negative 71 369.000 -2.966 .003 .35
Source Credibility
Rather positive vs rather negative 59 235.500 -3.080 .002 .40
Neutral vs rather negative 71 413.000 -2.414 .016 .29
Attitude towards direct mail in general 
L T G S
Opening rate
Pairwise comparison N U z P r
Rather positive vs neutral 67 185.000 -5.110 .000 .62
Rather positive vs rather negative 64 3.000 -7.052 .000 .88
Neutral vs rather negative 69 60.000 -6.721 .000 .81
Comprehension
Rather positive vs rather negative 64 56.000 -6.192 .000 .77
Neutral vs rather negative 69 87.500 -6.198 .000 .75
Involvement
Rather positive vs rather negative 64 186.000 -4.432 .000 .55
Neutral vs rather negative 69 299.000 -3.615 .000 .44
Attitude towards the mail (cognitive)
Rather positive vs neutral 67 369.000 -2.421 .015 .30
Rather positive vs rather negative 64 90.000 -5.718 .000 .71
Neutral vs rather negative 69 256.500 -4.116 .000 .50
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Attitude towards the mail (affective)
Rather positive vs rather negative 64 225.000 -3.922 .000 .49
Neutral vs rather negative 69 286.500 -3.751 .000 .45
Attitude towards the drink
Rather positive vs rather negative 64 150.500 -4.918 .000 .61
Neutral vs rather negative 69 257.500 -4.112 .000 .50
Behavioural intentions
Rather positive vs rather negative 64 307.500 -2.791 .005 .35
Attitude towards direct mail in general
N T G S
Opening rate
Pairwise comparison N U z P r
Rather positive vs neutral 69 189.000 -5.591 .000 .67
Rather positive vs rather negative 64 13.000 -7.205 .000 .90
Neutral vs rather negative 67 121.000 -5.915 .000 .72
Comprehension
Rather positive vs rather negative 64 259.500 -3.437 .001 .43
Involvement
Rather positive vs rather negative 64 194.000 -4.329 .000 .54
Neutral vs rather negative 67 322.500 -3.002 .000 .37
Attitude towards the mail (cognitive)
Rather positive vs rather negative 64 184.000 -4.472 .000 .56
Neutral vs rather negative 67 243.500 -4.018 .000 .49
Attitude towards the mail (affective)
Rather positive vs rather negative 64 266.500 -3.382 .001 .42
Neutral vs rather negative 67 292.500 -3.483 .000 .43
Attitude towards the drink
Rather positive vs rather negative 64 266.500 -3.382 .001 .42
Source Credibility
Rather positive vs rather negative 64 339.500 -2.357 .018 .29
Neutral vs rather negative 67 356.500 -2.603 .009 .32
Behavioural intentions
Neutral vs rather negative 67 339.500 -2.825 .005 .35
Aided Recall Name /  USP
Att Ad M inGen * Name Crosstabulation
Name
Totalwrong right
Att_Ad_M_inGen rather positive Count 13 112 125
Expected Count 21.3 103.8 125.0
neutral Count 14 138 152
Expected Count 25.8 126.2 152.0
rather negative Count 41 82 123
Expected Count 20.9 102.1 123.0
Total Count 68 332 400
Expected Count 68.0 332.0 400.0
Att Ad M inGen * USP Crosstabulation
USP
wrong right Total
Att_Ad_M_inGen rather positive Count 3 122 125
Expected Count 11.3 113.8 . 125.0
neutral Count 9 143 152
Expected Count 13.7 138.3 152.0
rather negative Count 24 99 123
Expected Count 11.1 111.9 123.0
Total Count 36 364 400
Expected Count 36.0 364.0 400.0
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E. 4.3.7: Opening probability classes
Mean Rank Differentiators:
Ranks
Opening_Classes N Mean Rank
Comprehension_Ges rather open 201 250.43
50:50 114 185.29
rather not open 85 102.83
Total 400
Involvement Ges rather open 201 240.23
50:50 114 181.46
rather not open 85 132.09
Total 400
Mail_Cog_Ges rather open 201 244.48
50:50 114 194.66
rather not open 85 104.34
Total 400
Mail Aff Ges rather open 201 229.04
50:50 114 203.28
rather not open 85 129.29
Total 400
Att Drink Ges rather open 201 232.79
50:50 114 196.33
rather not open 85 129.72
Total 400
Sour Cred Ges rather open 201 219.80
50:50 114 205.57
rather not open 85 148.06
Total 400
Beh Int Ges rather open 201 225.94
50:50 114 191.15
rather not open 85 152.87
Total 400
Pairwise Comparisons
Relation of opening probability and mailing evaluation
Comprehension
Pairwise comparison N U z P r
Rather open vs neutral 315 7293.000 -5.466 .000 .31
Rather open vs rather not open 286 2671.000 -9.293 .000 .55
neutral vs. rather not open 199 2414.500 -6.145 .000 .44
Involvement
Rather open vs neutral 315 7752.500 -4.879 .000 .27
Rather open vs rather not open 286 4261.500 -6.788 .000 .40
neutral vs. rather not open 199 3311.500 -3.883 .000 .28
Attitude towards the mail (cognitive)
Rather open vs neutral 315 8251.500 -4.228 .000 .24
Rather open vs rather not open 286 2908.000 -8.940 .000 .53
neutral vs. rather not open
199 2305.500 -6.426 .000 .46
Attitude towards the mail (affective)
Rather open vs neutral 315 9830.500 -2.162 .031 .12
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Rather open vs rather not open 286 4433.000 -6.552 .000 .39
neutral vs. rather not open 199 2901.500 -4.941 .000 .35
Attitude towards the drink
Rather open vs neutral 315 9214.500 -2.966 .003 .17
Rather open vs rather not open 286 4294.000 -6.766 .000 .40
neutral vs. rather not open 199 3077.500 -4.477 .000 .32
Source Credibility
Rather open vs neutral 315 10569.000 -1.174 .240 .07
Rather open vs rather not open 286 5550.500 -4.778 .000 .28
neutral vs. rather not open 199 3379.500 -3.716 .000 .26
Behavioural intentions
Rather open vs neutral 315 9384.000 -2.723 .006 .15
Rather open vs rather not open 286 5501.500 -4.837 .000 .29
neutral vs. rather not open 199 3837.500 -2.544 .011 .18
Aided recall Name /  USP
Opening Classes * Name Crosstabulation
Name
wrong right Total
Opening_Classes rather open Count 19 182 201
Expected Count 34.2 166.8 201.0
50:50 Count 15 99 114
Expected Count 19.4 94.6 114.0
rather not open Count 34 51 85
Expected Count 14.5 70.6 85.0
Total Count 68 332 400
Expected Count 68.0 332.0 400.0
Opening Classes * USP Crosstabulation
USP
wrong right Total
Opening_Classes rather open Count 8 193 201
Expected Count 18.1 182.9 201.0
50:50 Count 5 109 114
Expected Count 10.3 103.7 114.0
rather not open Count 23 62 85
Expected Count 7.7 77.4 85.0
Total Count 36 364 400
Expected Count 36.0 364.0 400.0
Crosstabs of opening probability and the mailings’ versions
Opening Classes * Group Crosstabulation
Group
TotalTGS LTGS NTGS LIT
Opening_Classes rather open Count 55 46 47 53 201
Expected Count 50.2 50.2 50.2 50.2 201.0
50:50 Count 20 27 33 34 114
Expected Count 28.5 28.5 28.5 28.5 114.0
rather not open Count 25 27 20 13 85
Expected Count 21.3 21.3 21.3 21.3 85.0
Total Count 100 100 100 100 400
Expected Count 100.0 100.0 100.0 100.0 400.0
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F. The Questionnaires
F. 1: First Quantitative Testing (including pre-test-page)
3 '  : /: '' r \  : f C . " ' '  C
I Sehr geohrto Toilnehmednnen.
! zjcrs.10 rma* Dank (lass S*o die Zeit nchrrcr und mir be, orche' Abs<^ussarbcM leifon.
D;GSM kufzc Fragebogon st o#i wichdger wm meme Forschung ter voranzLireken und d a J d  
n j* wai'pe Minuen
Wommgeh^es?
Ich k-cscWAige m ch rrk VYorbung. genauer m;t cer Ref e vcn SpracFe in dcr Woroung.
Dane' noch% S e ncTLch o^dcn. mk Ihre ehrNcho Meinung zu bestiTirten YVofbcaussager 
zjgebm. . :
W w ^dgl . .
Da si_h CIO Aussagen an 0:ne bestimmte ZicKgfuppc nchlcn. d.n. an Mcnschen, die ate abnlcne 
Hobo cs. Einstcmun-gen und VorWebcn haben. folgcn nun 0;r. paar Fragon. 
umzusehcn.oaSiedioRichïgefürÂcUirfragesmd:
Fragebogenim Rahman derAbschlussarbe^ (DBA) U N i v l J < S j
Drk GÔMZ. Student Number 604 22 73 
Petersbofgstfa^e 26. D-50 93 9 Koln
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H im  R 'ih r .T r  
1. Erôfinungsfragen: SpofV Fitness
1 1 Wie aU Sind Sie?
1W 4 n  25-29 r i a O  M  r i  35-39 F I  Alter oder
^  ^  ^  — j^Onger
1.2 Wie oft trelban Sie SpoM?
^2 die I j2 x d ie  'ix d ie  ! <1xWoche, Jlxim W ona*
Wothe Woche Woe he > 1 x Mona* odor weniger
1.3 Warum treibem Sie vor ailem Spw* (bdtc auswëhlen, am ehesten zuMMt)?
macht Spalt. gut Rif den Kdrper j Loistung/Erfoig
gut Kir dl# Seale  ^ (z.B. abnehmen)
1.4 Xaufen Sle, bzw. konnen Sis sich grundsatzlich vorstalW» Spoft-Qetrank 
Oder einem Fimess-Drlnk zu kaufen?
1.5 Was «rwaMen Sie vor allem von einem solchen Drink (auswahlan^ was am ehesten zutrifft)?
I Jcu ter [ I erfrischl { Funkmm |__]lnbaltsstoffe
^  Goschmack loscht Durst (z.B :sotomsch,  ^ (z.B. Kalorian.
gibt Kraft» naL Inhattsstoffo)
1 6 Wie stehen Sk aligemain zu Werbung?
I I sher posidv ; ; neutral | | eber negabv
1. Eroffnungsfragen: Soziod^ograpbWch
1.7 Fa mille nstatus
  ledig. ohne = ledig, mK | |verbeiratat them, vcrheiratet
Partner Partner "~^(8r^eidung, etc)
1.8 Personen Im Hausbalt?
:1 Person ZPersonen I |3Person@n j !4Person@n I ISPersonen-
w..* , , 'undmehr
1.9 Wie hoch ist Ihr Haushaltsnctiocinkommen in Euro?
» IsOO- 1.009 1 5 0 0 -  ; ' , 2 0 0 0 -  :_:2 .5D0-  3-900
<1.(K)0 "^ < 1 .5 9 0  < 2.000 < 2.509 <3.900 umdmehr
FragebogenmRann'ùrdùfAbs^MjSsa'Où't'DBAi f )
Gôfiz. SWdmt Number: b04:22 
PetersbergsbaSe 26. D 5 Kg-n
DifK br tu en r i c] 73
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iin  . LU /' -I'c.cr ' /  C'u - %\ ;r'%
Die Wcrbeaussagen
Die nunfo^gondei dre Worboaussagcm boschreibem emen Fltness Ckink. der Fet* verÈM^ onnt. d h 
alleln# durch das Trinken baut Ihr Koroer Fctt ab - w d  das auf nstürëcho und .ô I g gesLfxIe AM und
Wmse.
SleBor 5ie s ch nun vo'. die folgonden Sa^e <vârcn UbcrschrKen 2.8. in oincr Anzeiq  ^ in n ..r Zeirscn'ilt
Xli^  der Fitness-Drink.
Ihr neuer Bauch-weg-Trainer.
B  ^ der Fitness-Drink.
Ihr neuer Bio-KraAstoff.
G j XY, der Fitness-Drink. 
Ihr neuer Brandloscher.
Was nun folgt. sind elnlge Aussagen
1. Zum Vcrstândnis oc; Ukorschr ftcn
2. sowio zu '.h'er Bowertuna der UoeiscWlen.
Ihre Aufgabe:
Sewe'ten s»e bdte die Au^ a^gen.
'  S; mirt e^ne Aussaqe für Si# sehr Wi^zen Sie ..stimmt sehr" an 
« SLirmt erne Mtssagn fur Sle nicht kreuzen Sie .stlmmt nicht" an 
'  St irrr: eme Aussase fur Sie mltWimâûig, kreuzen Sie .sflmmt mIMel
FragebuqenmRanndrdoiADscklJSSO'ScAiDBAj ( j N I \  ( K iS I( ')  ( M
DirkGoMz Studc'tNurbc &'3-* mmii /
Petersborostra&eZG, D-50939i"'T S U R R E Y
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1. Fragenkomplox: WIe verstandikh und pas&and slnd folgende Aussagcn?
1. A. O k Aussage: Sdinmt Summt Sdmmt Stimmt Stimmt
..XY, dor Fitness-Drink. Ihr sfhr mittel- wenig nicht
newer : ma&ig
f+*l M  1 (0) (-) (- 4
a: M  einfach zu verstehen." L c O □ □
b: hat e iw  klare BoischaAT □ o □ □
c: kt n WYyo*tzief*ar/ □ o o
d: passt zu einem Dnnk. der Fed abbauL" □ D T ‘ ; r i
e: urtcrsycicM dk WWkung des Getr&iks/ ! □ □ □ 2
f: 1st eihe kreathre Art. den Drink zu aewernen/ Ü 2 0 2
1. B. 5 e  Aussage: Shmmt 1 Stimmt Stimmt Stimmt Sdmmt
wXY, der Fitness Drink. (hr se hr I mitteh wenig nichtneuer B ipiK raW ph . rnaGrg
14 (0) 14 ("4
a s; spfach zu voodelkn." ;:.j O □ □
0 *'Gt (M''c k arc BokchaR." 0 o o □
r  i5:na-hvv^ zchkrr" O C : o □ o
d: passt zu enem C" r k. der Fed abbauL" L .i D 2 1 o
e: imterst'o J r V, rxung des Getrânks.'' 1 r r j □ □
f: ist eine krcat Art. den Drink zu bewerben/ O n 0 2
1. C. Die Aussage: Sdmmt (' Stimmt Stimmt Stimmt St mmt
„XY. der Fitness Orink. Ihr sthr i mittel- wenig nkht
neuer Braadldscher . maRig
<4 (0) <4 ( -4
a: ist einfach zu verstehen." i 1
_ □ O
b: hat a W  klare BotscAaft.'
r n
O 0
c: ist nachvc^lzieN}^'/ r Z 2 □
d: passt zu elnem Dnnk. der Fett abbauL" □ □
unterstreicht die Wkkimg des Getrânks/ L_j L J  1i W □ □
f: ist eine kreatW Art. den Drmk zu bewerben.* □ 1 O 1 2 o
Fragebogen im Rahmer  ^dor Ahsühlussarbe^ (OBAi u N i v i  R s i i y  o r
Oak Gortz. Shident Nurnber; 604 22 73 . - - 
Petersbergsha&e 26. 0-50939 Kë!r . S U R R E Y
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2. Fragenkomplex: Welche Wirkung haben dk Aus&agen uf Sic"^
2. A  Die Aussage:
..XY, der Fitness-Drink. Ihr 
neuer Bauch-wcg-Tfakief...
Sdmmt 
sehf ^
M  1
Stimmt Stimmt
mittel- 
me Rig 
(0)
Stimmt
wenig
H
Stimmt
nicht
(-4
a: ist aufmerKsar.kMssWL" O  1 ! O O  ! o
b: ;st inWes&mt" a  1 n o O r
c: ist ütwz^unf wj " 1—' 11 r i  ! 1 i o \
d: ist unteTr i r ^
1
(  ^ J o o r ■“ 1
mac^t Spa n ! O o Ii
t  sprlcht mkA an * o o o o o
2. B. Die Aussage:
^XY, der Fitncss-Drlnk. Ihr 
neuer B ioKraW oh
Sbmmt
sehr
m
stimmt
M
Sdmmt
mittel-
ma&lg
(0)
Stimmt
wenig
<4
Stimmt
nicht
(-4
a: ist aufmerksamWsstark." O □ □ □ □
b: M  inWeiMiant.'' C  2
2  L L i
□ □
c: ist ûberzeugend." □ □
d: ist unterhaMsan* O O l ; i o
e: macht Spa&/ , o □ u o
f: sphdht mkdi an " O  : □ □ o o
2. C. Die Aussage:
«XY, der Fitness-Drink. Ihr 
neuer Braodldëchcf
Stimmt
se hr
(++)
i Stimmt
M
Stimmt
mittel-
maSig
(0)
stimmt
wenig
«
1 Stimmt 
! nicht
I; (- 4
actstaufmetks rrk^ts tatk." rni □ Ü  5 0
bilstbteressanL" 2 □ 2
c: ist uberzeugend/ 1 L J □ □ O
d: 1st tmt^baltsam" 1 o O □ O
e: macht Spa&." L j  ! L n o
f: spricht mich an." U  1
1 r n  
1 ^ i.j r ' j
....................... n - r 'j>-‘ n , ,th : DBA,
OirkG6t% Stiji"'NLi 1." r 
Pel6rsb@rgstra%e26^D-50939Kb.n '
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3. Fragenkomplex: Was bewlrkcn die Aussagen b#l Rinen?
3. A; Die Aussage:
..XY, der Fitness-Dnnk. Ihr 
n»uer Bauc*MM^ Trainer...
Sdmmt
sehf
(++)
stimmt
M
Sdmmt
mittel-
maSig
(0)
Sdmmt
wenig
M
 ^ Stimmt 
! nicht
(-4
a: l (  r 1 1 h dazu. dass t^eWink emem 
Fru iner FfKindm zu empfehlen.* 0 0 0 0 o
b: bnngt mich dazL. rwch mohr jW r dan 
Drin». zu hfoTruerer." 0 o a a
c: bhngt mkh dazu. den Dhnk 2%r kaufen." □ □ 0 □ a
3. B. Die Aussage:
„XY. der Fitness-Dnnk. Ihr 
neuer BiorKraAsW »
Sbmmt
sehr
Stimmt
M
stimmt
mittel-
maSIg
(0)
StImm*
wenig
<•>
Stimmt
nicht
(-4
a onncftmchdnzu dassGLi'^nkcinonr. 
Frrund. f  nc' F'cjr^an ZL r-npfclen ' 0 0 O 0 □
b: b'ngt mi:h oazu rWch -nerr uWrden 
Drn-t z j m'oTvca''.' 0 0 O 0 0
c  bring* mïch dazu, dm Drink zu ksufen." o 0
______
o
i
n a
3. C. Die Aussage:
«XY, der Fitness Drink. Ihr 
newer
Stimm* 
sc hr
(++)
1 Stimmt 1
1
f+)
stimmt
mittcl-
maBig
(0)
Stimmt
wenig
B
Stimmt
nicht
("4
a: brmg* mieh daz Ja -«elraryt ei*%m 
Freund / elner F j  n u empMilen." o  1 0Î 0 0 0
b: brin0 mkh dazu, nW* mehr über den 
Drink zu mk^mwren." 0  1 0 D 0 □
c; bring* mIch dazu, dm Drink zu k a i ^ / 0  1 0 0 o 0
iL i ____ I
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SohrgcùhrteTeilnchmennnen,
\och c,i«rN vie en Oan« oass S< sich me Z;' i ynom Tcn hooen.
Da es s ch kei d esmr Fragebogen um einen v^rabies* - SDZJsagen eme Genryalprobe -  hsnde'L 
mochTo ,ch Sie bitten, ebvaîge Un<)aMie ten. Fragen oder Kemmenta^e zu no5.
GenercI o Kontrrcriare:
KommenlafezuspczietlenFragGn.
(Bitte mM Nurrmom und Sücnstabm TZ.5. F'agc 2 A b.:
Noch elnmah VieWn OenW
Fragebogen m  Ranter derAbscNussamci {DBA; . I K \ I \ ' ( K S I ! \  ( )
Oifk Gôrtz. S jJc 't Nunbm: 60422 
PetersborgrtraBL 26, D-50936 Kêln
Gôrt b c ' 73 iW- '
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F. 2: Second Quantitative Testing (including pre-test-page)
en r  n !Jner; %:-r % ..- / r : it-c/T b-- i 3 'r k  C ' :
SohrgwhftëTelW hmehnnen,
Zücrsî c.nmal vickn Oank. dass Sk sich dbe Zek -netn-en und mir bci rrchcr Aü)schlussarbch tolfen. 
Diescf küfzc Ffagctx>gon om wkhdgerTeÿ. um mené Forschung wo'tcr voranzLbcibct urÆ dauert 
nvrwen:geMinuten
Worvmgehtcs?
:cM, boschakige m.ch mit Wecbutg. ^nauer. m:t aer Roi e von Sprache n  dcr Wcmung.
Daher môchto 'Ch Sic hcrzl'ch b dm, Ihfo ehrhcho \*oinutg zu d esom Ma, itg zu gcbon.
mchtig!
Oa sich cie Aussagen an e re  bestimmte Zie'grucpG hcNcn. d h. an Menschon. dîo a#c âWlkhe 
Hobbies. Einstdiungen und Vodicber haoen. folgen mun c:n paar Fragen. 
um zu sehm oo Sic die Richtge *ür me Umfragc s nd.
FraccbogenmRahmendorAbscMassarocX'lDGA) L jN l\  I ( li f )l
D Gaitz S:adc"! Number 604 22 
PetcrsbcpsbaTc 26, D -W 939K #i
D Gariz S:adct Number 604 22 ^  ^  j FvK.
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1 Eroflnungsfr yen: Sporü Fitness  ^spzttxkmograMwA
l&W_Ê_^k§!nd.S,c/
'2^19-24 25-29
1.2 Wie oA treiben SI* SooA?
_J > 2 X die 
Woche
3034
iK d ie  
'—'Weche
r i  35-39 riAHwoder 
jünger
< 1x W<xdie, _  1x Im Morns* 
> 1 X Mona* Oder weniger
1.3 Warum treiben Sie vor allem Sport (brdc auewëhlen, was am eheeten xubrifM)?
macht SpaS. | gu* fur den Korper__________|__j Wetumg/Erfolg
™ gu* fur die Seele (z.8. abnehmen)
Kaufen Sie. bzwJkbmnen Sie etch dnmd##*xRdh vorat^W . em Soor*-Getrank 
g%k[#3imf W m Pdnk zw k^ ufmZ
fa______________________________________________________ I_I Nein
15JK00!LSKberei*s.MtnM%:%WL%JM  ^ wie r*%#lm&aWun S;v dio$2
> 1 X die Woche ! 1 x die Woche | | < 1x Woche { 11x Im Monet
> 1 x  Mona* oderweniger
1.6 Was erwamm SM vcwr MIem von elnem soicben Odnk fauswahlen. was am ehesten zutrlff*)?
Geschmack
erfnsch*, 
loscht Durst
1.Z *Ae &(0hen sie ailg^mein zu We[b9rM#l)iag&2
eher posidv | ; neutral
ledig. ohne 
Partner
I ledlg. ml* 
"'Partner
Funktion 
(z.B. isotonisch, 
gIbt Kraft)
Î verhelrate*
lnhal*sa*off@
(z.B. Kalorien, 
nat. Inhahsstofk)
□ eher negativ
1.9 Personcn im HaushaK?
I 11 Person i 12 Pensonen 3 Personen 14 PsMTsonen
chem. verheiratet 
(Scheidung, etc)
5 Personen 
und mehr
Ihr HaushaltsncttoelrAommen iq Eurol
< 1.000
L, 1.000- : 1.500- ' 2 000- I 12.500-
< 1.500 < 2.000 <2 500 ^<3.000
3 030 
un j  mehr
Frageboger: (m Ronmen dor Ab&cM jssadxtS (DBA) 
Difx Gôrtz. SlJdcf t^ Number 604 22 73 
Petersborgstra3c ..6 D-50939 KÔin
i i x i v i  R S ii Y o r
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2. Fragen: ÙffnungsveHwdten
Der Umschlag
Zm Bcamwù'* jng 
IW&chiag Lc (
:^ en Frj^ 'c L ncr A;r d^s MaKf^ :HT zu ë # ê n , srwxWm nur den
ganz ( zicmllch ; viellelcht/ « wahr-
sicher
a, Stellen Sie sich vor. Sie finden 
diesen Um&chiag in Ihrem Brief- 
kaeten: Wurden Sie ihn offnen?
acMhnWeh #
# :  I
kernes- 
50:50 4)dh#in#ch ' falls
s nicht
(4
L Î
I- 4
Nun geht #e un* das M a#*g
Ich mochte Sie mwi biden. cas MaFing zu bfhen. Brde beschâfLçen S*e sich n *  dcm WwA so, wie 
Sic cLCh zu raJSC tun wurden. "'wn S e fur cncr f/i imcnt su. a s *3"%: ch da.
Wrnn sk kM g s nu. gouen Sic n r  das Ma» rg cnfach zurac^ Vic cn DaiV
Fragebogen im Rahmen der Ab%IWu&5adb^^)BA) 
Gortz. Student: Nianber: 604 22 73 
PetersbergstraSe 26, D-50939 K #*
I IX I\ I KSII \ ( )l
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3. Fragen: VarstandHchkeK *nvolv#m#«t, E*imi*mng
3J Nachdom Sle das Mailing b «^ch W  
haben, wie bawertan Sl@ die fcWgenden 
Aussagan:
a. Das Mo I rc i~t Lirfacb zu verslehan.
b. Das Miil,ro h f -'«v' klam Botschafl
c. Der Inna t ccs l/pi rgs nachvcWlzlehbar
d. Das Mailmg W  auWefksmmkmts^io'K
9. Ich natr cu'» Moi nq aufmerkssri 
dLichno csor
f. Ich habe ûber das Magmg nachgadadht.
Stknmt K Sbrnn# 
sohr I,
(+4 !:
o  H
□ :
o
o
Stimmt IStimmtmittci*
maBig
3.2 Kômnen Sle sicb an dan Naman das 
Fltnass-Ddnks adnnam?
a. Plus
b. Minus
c. Zero
d. KWnar der drei Næien, es war
O
□
O
3.3 Konnan Sic sich an die basondare 
Wirkung des Fitncss DNnks arinmam?
a. Ef vemngad die Schwa*Bbildw%g.
b. Ef ha* dnen n@WMH*an G esc^ack.
c. Er hilfl. Fatt zu verbrennen
d. Kerne der drei W^rWngen, es w ar...
:
Lj
Ü
L ' j
Fragcbogcn m  Rahnrcr der/UzscNjr^same^ {DBA) 
DükG3nzS'jdcrtNur'Ac'604 22 73 
Peiei^bofgstralc 26. D 56B35 Kâ#n
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4. Fragen: EinsWlung, GlaubwuMHgWt* Vcfhaltenswlrkung 
4.1 Wonn Sla an das MaHIng danke%
 - y
stimmt I ....
wia würden Sie folgende Aussagan
t)€werten? !♦)
a. Ds- \4nTrG r f  infc'-'natV o o
b. 033 Mo'l rg i3' joc zcLCK*id o
c. Das Maimg j&t /i^trosaaat
- :
d. Das Mail rg is: jiterha .^,1 □ :
€. Dts Mail rg m :h t SpaS. O  1
f. Das Mail rg spr cnt mich o 11 L-J
■ g
4J^  Und wie bewcrtcn Sie (Be Sbmmt ! [ Stimmt
folgenden Aussagcn bezügMch »#br II 
( N  ! (+)des Fitness-Dnnks?
3. AHes in aSem: der Drink ist ein gut&s Produkt. a 1n
b. Ef is! nützlk^ fur Leide. die Sport Wben. o 1□
c. Der FitnesS'BW 1st begeWmiweft. □ 1I Q
.
4.3. Zusammenfassend, wie stehen Sie Stknmt { Stimmt
zu ft^genden ^ssagen bezugWch sehr I
Mailing tmd Fitnese-Orlnk? ( - ) 1 w
a. Der inhait des Ma i , . 4 ÿaubwürdig. o o
b. Ich glaube an die WKkung des Getranks. O ,1 O
c  (cb vertraue der Marks / dem Pmduid. □ 1 u
a. Ich wiarde den Drmk emem Freund f c 1ein^ Freundin en^fehlen
b. Ich wo'do mich mchr Cbor den □ 1 {T—1FitnesS'Dr.rk n^otnicten. U
c. Ich kdrmte nNr vorstei^n. den Dhnk :—i
1
; r- '
auszuprobieren. ! L.J
Stimmt
mittol*
maOig
(0)
y_-------
â itSdmm* g Stimmt | 
nicbt I
E4 I
I ;;
I r "
! I,
[ J
stimmt
mitto!*
maBig
mr
□
o
□□
Stimmt
wenig
W
Stimmt I 
nicM I
I
O
L J I L j  I  U
Fragcbogan m  Ranmen dor AbscNjssamct rDBAj 
D.ik Gonz udcrt Nur be' 604 ..2 
Pclcrsborg i a , D 53939 K j  r
Stimmt
mittek
mafllg
(D)
Stimmt 0 StimndL 
wenig !' nicht
r i
—  : : r i
—  . -  ; ^
II : 
.  ^ . : 
 ^L.  .1
l iN IV ;  KS I I  Y ( 3*
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J: hori ' r  ' ; ' . L- n l.M ,z
SehrgeehrteTeWnehmeiinnen,
NocheW m lview D arW t,dam Sm #ch#eZ te  nvnmenhaben.
Da es Srcn cci d escT F''ag(kcgen urn c nei Vorabtcst -  sùzjsancn c ne Scncaipfopc -  h. 
mochte -ch Sic oiKcn. etwa gc Undarhc ten Timgen oder Konrmcn:a'c zu roncc''
Gcncreke Konfrertare.
KcTmonta'ozuspczinlcnFragen:
.Bide mit Nummem und Bucnstabcn -  z B. F-ago 2.A.b.: WWnativ"^
Noch Wnmak Vielen Danki
Fragcbogonim Rahmcr dcrAbscNussanocit (DBA) I j N ( \  C )l
D/*. Goitz StJdeni Number 604 22 
PetersbergstfaAù 26. D 50939 K»'n
04K ôfè. tJ e i er 604 22 73 ' /- R  R  ^  \
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